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Here’s how fo make your fortune in floppy disks:

Go on Maxell.The Gold Standard.

Satisfy your customer once and
you have a customer for life.

The best reason of all for recom-

mending The Gold Standard.
There are no more demanding
criteria in the world. Time and
again, Maxell innovations
leave industry =T
standards in 7

our wake.

The most comprehensive
line in the industry.
5Y4" and 8" disks for every com-

puter made. Data cassettes in
10 and 15 minute formats.

| :

A new file/organizer complete
with ten 5%" disks that’s a profit
builder for you. An easier way
fo start your customers on The
Gold Standard:
our two-pack,
available in the
most popular
5Ya" disk.

Benefit from a program
built around you.

We don't sell direct fo end users.

Maxell customers come to your
door. And when they do, you've
got the tools to make the most
of it. Innovative promotions.
Generous terms. Informative
brochures. High-visibility
displays. The most supportive

CO-0Op program in
the industry. And

the benefits of the
biggest national ad-
vertising campaign
in our history.

Sell the name
they know.

Maxell needs no in-
troduction. It’s the
name with a
perfect record for
quality audio and
video magnetic
media. So your cus-
tomer enters the
computer market
pre-sold on Maxell.
Make the most of it.
Contact us for the name of the
Maxell Sales Representative
nearest you.

maxeil

[T'SWORTH IT.

ERE

Computer Products Division, Maxell Corporation of America, 60 Oxford Drive, Moonachie, N.J. 07074 201-440-8020
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WORD PROCESSING
HAS NEVER BEEN SIMPLER

Brgderbund’s Bank Street Writer is the first truly
home-oriented word processing system. So simple to
use, and so versatile, the whole family will find any
writing task easier, faster, and more fun. It's the word

breakthrough
and  Atari

processing
Apple 11
400/800 owners have been

eagerly awaiting. That’s

because Bank Street
Writer is the first popular
word processing program
purposefully designed to be

- Bank

simple. It includes the most often used word process-
ing functions, and intentionally leaves out the lesser
used features that make other word processors so pain-
fully complicated. The result is the simplest, most

The First Word Processor For The Entire Family.

DOS 3.3. Atari 400/800 version requires 48K and BASIC cart-

Hardware requirements: Apple version requires Apple Ile or
Apple I/1I+ with 48K and Applesoft in ROM of language card,

“&” Broderbund Software

1938 Fourth Street, San Rafael, California 94901, Telephone (415) 456-6424
Apple is a registered trademark of Apple Computer, Inc. Atari is a registered trademark of Atari, Inc.
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siter writing

useable word processor

customers are ever likely t
Street Writer is opening u
you never knew existed until now.

TER

your Apple and Atari
o find. Bréderbund’s Bank

p word processing markets

Bank Street Woriter
comes complete with self-
teaching Tutorial and
Utility programs, a com-
prehensive reference man-
ual, and a free back-up
disk. All this, and an as-
toundingly low price, make

Bank Street Writer an irresistible buy.
Bank Street Writer. The ground-breaking, sensible

combination of word pro
design, and exceptional va

ridge for Tutorial. Both versions

cessing power, thoughtful
lue.

require only one disk drive.



THE HOTTEST NEW WAY

TO RACK UP SALES

It’s called the HOT RACK. From

Micro D. And it's the best new idea in
entertainment software sales ever.
Much more than a counter-top display,
the HOT RACK is almost like having
an extra salesperson—one who turns
in the kind of results that keep your
inventory turning over. Fast.

We're offering it to our dealers
along with a no-risk ordering system
and a selection of top-selling games
that’ll keep your HOT RACK smokin!

And when you combine this
program with Micro D’s tradition of

complete dealer support, you've got
yourself one heckuva sales package.
Here's how it works.

First, set your inventory invest-
ment at the level you want and we’ll
never exceed it. We'll stock your HOT
RACK with best-selling entertainment
software, then, as new titles are
released, we'll ship the “hottest” ones
to you at once.

So, give your software sales a
boost by calling Micro D today. Toll
free. We'll show you a hot new way to
leave your competition out in the cold.
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CALIFORNIA—Headquarters & International Sales

Local (714) 540-4781 Inside  (B0O) 432-3129
TELEX 182274 FNVY Qutside (800) 854-6801
TEXAS Inside  (800) 442-9230
Local (2”14)484—8686 z Outside (800) 527-0422
MARYLAND Inside  (8B00) 492-1133

Local (301) 964-5522 Outside (800) 638-6481

MICRO D

THE DISTRIBUTOR WHO DOES MORE FOR YOUR MONEY
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Once the novelty of electronic gaming

begins to wear off for the neophyte

computer users of America, what do you
do with the beast?
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Toyland
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Publisher’s Note

It was interesting to note at this year's Winter Consumer Electronics
Show—really the world’s largest video game arcade for the last two or
three shows—the emergence of a new genre of software: personal
productivity.

Such stalwart game manufacturers as Odyssey and Mattel were display-
ing databases such as Dow Jones, The Source, and Compuserve on their
new computer or videogame upgrade products; major educational soft
ware publishers such as Milliken, Milton Bradley, and Scholastic were show-
ing their latest products; and software programs designed to provide home
financial management, personal improvement and education, and various
other productivity applications could be seen on a variety of computers at
the show.

Games, to be sure, were still in abundance; and games are plenty
glamorous. But even if productivity software might lack some of the sizzle
of gaming, it will be the steak that makes home computing seem real—and
justifiable to millions of families.

This was a fact underscored by the two industry panels of computer
hardware and software: that games are still 2 primary means of learning
about computers, and using them, but that productivity software, or en-
richment software, whatever you want to call it—is the long-term answer to
the question of "“what do | do with a computer?”” We hope we've provided
some of the answers to that question in our cover story this month. We
think some of the upcoming areas of applications software designed for
the home will provide heretofore unheard-of benefits for computer users
and tremendous business for retailers. It might sound like that old television
series “‘The Jetsons,” but it's real. And its a real category at retail for 1983
and beyond.
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FORGETS!

MORE THAN JUST ANOTHER PRETTY FACE.

Says who? Says ANSI.

Specifically, subcommittee X3B8 of the' American
National Standards Institute (ANSI) says so. The fact
is all Elephant™ floppies meet or exceed the specs
required to meet or exceed dll their standards.

But just who is “subcommittee X3B8” to issue such
pronouncements?

They're a group of people representing a large,
well-balanced cross section of disciplines—from
academia, government agencies, and the computer
industry. People from places like IBM, Hewlett-Packard,
3M, Lawrence Livermore Labs, The U.S. Department
of Defense, Honeywell and The Association of Com-
puter Programmers and Analysts. In short, it's a bunch
of high-caliber nitpickers whose mission, it seems, in
order to make better disks for consumers, is also to

make life miserable for everyone in the disk-making
business.

How? By gathering together periodically (often,
one suspects, under the full moon) to concoct more
and more rules to increase the quality of flexible
disks. Their most recent rule book runs over 20 single-
spaced pages—listing, and insisting upon—hundreds
upon hundreds of standards a disk must meet in
order to be blessed by ANSI. (And thereby be taken
seriously by people who take disks seriously.)

In fact, if you'd like a copy of this formidable docu-
ment, for free, just let us know and we'll send you
one. Because once you know what it takes to make
an Elephant for ANSI . . .

We think you'll want us to make some Elephants
for you.

ELEPHANT. HEAVY DUTY DISKS.

For a free poster-size portrait of our powerful pachyderm, please write us.
Distributed Exclusively by Leading Edge Products, Inc., 225 Turnpike Street, Canton, Massachusetts 02021
Call: toll-free 1-800-343-6833; or in Massachusetts call collect (617) 828-8150. Telex $51-624.
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SOFTWARE FORECAST. Educational software that combines fun, entertainment and learning locks like a hot
category for 1983. That prognosis emerged strongly at the recent Las Vegas Consumer Electronics Show Software
Seminar. Panelists included: Bill Grubb, Imagic; Richard Hoag, Mattel Electronics; Keith Schaefer, Atari, Inc.; David
Wagman, Softsel Computer Products, Inc.; and retailers Ray Daly, The Program Store, and Bill Hoffman, The Software
Store. Other trends to watch: retailers of software will be looking for more service, support, backup and advice from
their distributers and distributors are moving meore in that direction; the software industry will rely mere heavily
perhaps on promotion and marketing but will still invest strongly in programming research and development; software
will become more “'user moditiable” to stave off short term boredom and guarantee longterm satistaction; speech chips
will become more important; $200 million will be spent on advertising and promotion in the video game and home
computer area in 1983; the smaller retailer can compete etfectively with the giants provided he's spied his focus;
piracy will be a problem for disk-based software; and some pressure will be brought to bear on software pricing and
margins. Footnote: Imagic predicts 110 million cartridge-based units of software to be sold worldwide in 1983.

CONSUMER ELECTRONICS FORECAST: The bulk of the growth in the consumer electronics industry in 1982
was found in the “glamour” products of computers, games and telephones. So said William E. Boss, of RCA Consumer
Electronics, and vice president of the Consumer Electronics Group of the Electronic Industries Association. Speaking
at the Winter CES, Boss told his audience that the video game player market, after shooting up from 4.2 million units
sold in 1981 to 6.7 million in 1982, will assume a slower rate of growth to about 7.2 million units sold in 1983. Video
game software, which doubled from 30 million to 60 million units sold in1982, will also show a slower growth rate, to
about 70 million units sold. Computers, on the other hand will show a growth of nearly 100 percent, selling about $2
billion in hardware, and nearly $1 billion in software, during 1983. And while entertainment software will comprise the
major portion of the home software market initially, both education and productivity titles were expected to comprise
the next largest segments of home software between 1983 and 1987.

HIT 'EM WHERE THEY AIN'T: If the Computer Hardware industry panel at this year's Winter CES is accurate,
then no single theme or marketing trend will dominate in the world of computers and peripheral devices aimed at the
home. Panelists included Mike Tomzeyk of Commodore Business Machines, Al Kahn of Coleco, Jack Whalen of Epson
America, and Mick Aquilar of Panasonic. Retailers were Adam Levine of Mace Electronics, and Warren Winger,
president of CompuShop, Inc., a computer specialty store. While the panelists presented divergent views on what
types of products will be moving into the home in 1983—and who will sell them—all were in agreement that
computers, both as entertainment-based machines and as serious productivity tools, have a place in the home of the
future. And it's also likely that more than just the computer specialty store will be selling computers—consumer
electronics stores, department stores, and mass marketers were also singled out as key distribution elements in the
under $500 computer category.

SOFTWARE FOR RENT: Arline Cherniak, president of The Software Library, Montclair, N.J., has announced the
grand opening of a rental outlet for personal and home computer software. Through the library customers can rent
business, personal productivity, recreational and entertainment software for more than a week. "'Buying blind without
hands-on trial is one problem,’ Cherniak says. “'In this infant industry, software purchasers are plagued with a number
of problems.”

COSMI CONNECTION: Before CES, Cosmi, a new video computer software market was tri-compatible. Now their
product can be used on six home computers—The Atari 400 and 800, as well as the new Atari 1200XL, the
Commodore VIC-20, and the Texas Instruments 99/4A and new TI 99-2. The Rolling Hills Estates, CA-based firm
makes both cassettes and discs. Depending on the machine, the user simply moves to his compatible format. Accord-
ing to George Johnson, president, this technicque reduces the number of SKU's for the retailer, cuts his investment by
one-third and allows him to hit three times the size of market. The firm added three new games at the recent CES—The
E Factor, Meltdown and Caverns Of Khafka—which bring their line to seven. Pricing goes between $9.95 to $19.95.
Johnson coins the games "tri-compatible” as they go with three major manufacturers—TI, Commodore and Atari.

CALLING ALL PROGRAMMERS: Androbot, Inc., the Nolan Bushnell-founded Sunnyvale, CA., firm, is locking
for hobbyists, educators and professional software developers for its new line of personal robots for the home. The first
two, B.O.B. (Brains On Board) and TOPO were unveiled at the recent Consumer Electronics Show in Las Vegas.
Industry grapevine also has holographic arcade and home computer/video games on the Bushnell back-burner, as
well as a new home computer.

1983 BOOM YEAR: Coleco Industries, Hartford, Conn., reports that it expects 1983's first quarter sales to be three
times as great as 1982's. 1982's first quarter sales crossed $500 million. In 1981 the total was $178 million. Arnold C.
Greenberg, president and chief operating executive officer, reports that the company shipped nearly 550,000
ColecoVision units.
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JIE

SPPLE A

and these
are just
the games!

BlLACGK HOLE

CREATIVE “VIC-20” and ‘‘Commodore”
. SOFTWARE are trademarks of
201 San Antonio Circle « Mountain View, CA 94040

Commodore Electronics, Ltd.
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- Spinnaker introduces
 the first educational software
that's compatible with
Apples, Ataris, IBMs,
kids, parents, and retailers.

AT

i piir

a2




The reason retailers haven’t been sell-
ing a lot of educational software is simply
because it's not compatible with people.

Most educational software is not com-
patible with kids. Because it's boring and
repetitious. And because kids don't use it,
it isn’t compatible with parents. After all,
who wants to spend good money for soft-
ware that never gets used?

5o you, the retailer, get stuck with
shelves full of software that's compatible
with a variety of machines, but not with
people. Or profits.

Spinnaker’s changing all that.

With a growing line of educational soft-
ware that's compatible with Kids, because
they're a lot of fun. And parents, because
they're really educational.

Qur software is also compatible with you,
the retailer, because they'll sell. Time and
time again.

How we make learning fun.

All Spinnaker products meet two strict
requirements.

First, they all have true educational value.
Thatis, they all help to develop a child’s
learning skills.

Secondly, all of them are fun. Lots of fun.
In fact, our games are so much fun, Kids for-
get they're learning.

Right now, we're offering six titles that
are available for immediate delivery: Story
Machine,™ FaceMaker™ Rhymes and Rid-
dles,™ two Snooper Troops " detective
games and Delta Drawing™— a program
that's very similar to LOGO’s turtle
graphics, but costs a lot less. And a
new game, KinderComp,”
will be available in
January.

Spinnaker will put wind in your sales.

With Spinnaker, you're not just getting a
new vendor. You're getting a whole new
market: Educational software that's com-
patible with fun.

And of all software products, educational
software (especially the fun stuff) will real-
ize the most substantial growth in coming
months. Why?

Because parents, who put up the money
for the games, are tired of seeing young
Jack and Jill spend hour after hour destroy-
ing allen monsters. Without getting any-
thing out of it.

As a Spinnaker retailer, you'll be ready to
take full advantage of the "Mothers against
Monsters” movement. And you'll reap all
the benefits.

We've launched a major advertising
campaign aimed at parents, with four color
spreads in consumer magazines. This will
help bring customers into your store ask-
ing for Spinnaker products by name.

Our packaging will help create impulse
sales in your store.

One look at the preceding page will tell
you why.

And as a Spinnaker retailer, you'll also
get our full support. With four color bro-
chures, in-store displays and posters.

So call your distributor and find out more
about Spinnaker products. To talk to us
d|rect|y, call us at (617 ) 868-4700 or write

to: Spinnaker Software, 215
First Street, Cambridge, MA
02142. We'll show how we
made educational software
profitable, simply by making
it compatible with people
of all ages.

We make learning fun.

Apple, IBM and Atari are registered trademarks of Apple Computer, Inc, International Business Machines Corp. and Atarl, Inc. respectively.
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STAMPED APPROVED: Quick Brown Fox Software, New York, N.Y., received the "Commodore seal of approval”’
for its word processing package for the VIC-20 and 64. Soon to be in the offing from Quick Brown Fox is a typing
game, a nation-wide rep network, a mail-merge program with the help of Double E Electronics, Omaha, Neb., and 80-
column capability for the Commodore 64 with Cardeo, Inc., Wichita, Kan.

OVER ONE MILLION SOLD: Commodore Business Machines Inc., Wayne, Penn., has sold more than one million
units of the VIC 20. It is the first personal computer to do so, a company spokesman says.

EXPANSION +: Softsel Computer Products, Inc., Inglewood, Calif. has introduced a new dealer co-op program and
has contracted with Pickwick Rack Services. The co-op program will earn retail outlets an advertising allowance of 3
percent of the total dollar volume on selected products bought through Softsel. Believed to be the world's largest
distributor of personal computer software, Bob Leff, company president, explains that after a dealer advertises the
selected products, the company will reimburse 100 percent of his advertising media costs up to the amount he has
accrued in the co-op tund. Additionally, Leff has found that as the software market expands into new areas of mass
merchandising and general retail outlets, the needs of such customers require rack services. "‘The service will
especially appeal to mass merchandisers and general retailers,” Leff predicts. Softsel now markets more than 2,500
products to more than 3,000 retail outlets worldwide.

THE 12K EDGE. Look for CBS Software to debut VCS game cartridges in March which will, in essence, triple the
capacity of the ROM. At the recent CES, the firm was demonstrating at least one of the new titles, Wings, in pre-
production format, The new chip, say company spokespersons, with its increased memory, will greatly enhance
graphics and action. And cnly add $5 to the suggested retail price.

MOVIE CONNECTIONS: Look for the movie studios to bring out a horde of interactive laser videodiscs of varying
types which could be ideal items for the computer software specialist. Paramount Home Video, for example, is
releasing the Entertainment Disk in the first quarter. And look for Optical Programming Associates—the joint venture
among MCA, Nerth American Philips and Pioneer—to come out with Mazemania, a interactive laserdisk which
employs “branching” depending on user response, and The History Disk, which is a quiz game utilizing newsreel
footage. Also lock for MCA Video Games to make a large push in the home video game and computer software
market. Already, MCA is working with Sega to employ interactive laserdiscs inside arcade games for real quantum
leaps in three-dimensionality and realism. Also look for a new Sega arcade game that employs one or more NFL Films
laser optical videodisc which will give users real football footage as part of the play action. New York-based Vidmax is
already offering 'an interactive Clue-like detective program called The Mystery Disc.

PRICE POINTING DOWN: Starpath Corporation has reduced its Supercharger® price by some $25. The sug-
gested retail price is now $44.95 for the device which brings enhancement to the Atari and Sears video-computer
systems.

ACCESSORY ONSLAUGHT: Accompanying the expansion of the video-computer hardware industry, will be a
surge in sales on accessories, says Gordon D. Goransen, president of WICQO Corp. Sales could soar to some $16
billion by 1985, he continues. At a recent press conference, Goranson told reporters that a recent media report
predicts the $4.4 billion home video game and personal computer industry can expect to double its sales on computer
units priced at less than $1,000 in 1983. And that the number of retail outlets is expected to grow “substantially”
throughout the 1980s. "Sales of hardware alone are expected to top $5.3 billion by 1985, he adds. “"Hardware sales
are only the tip of the iceberg.” Nearly each dollar spent on original equipment means another dollar spent by
consumers for software and accesscries, he says a recent study reveals.

X-CITABLE SUBJECT: Custer's Revenge, a recent adult home video game for the VCS system, has been taken off
the market by its new distributor, GameSource, Inc., Canoga Park, CA. Both Indian and women's rights groups have
protested it vehemently since the game play features a naked Custer scoring points by raping an Indian woman tied to
a stake. The firm defended the game by maintaining it was okay since the woman wasn't beaten first, GameSource will
continue, however, to distribute two other controversial games, Bachelor Party, and Beat ‘Em And Eat 'Em. At the
recent computer software/video game seminar at CES, three manufacturers, Atari, Imagic and Mattel Intellivision
loudly denounced pornographic, racist and sexist games. A trend, though, to an underground X-rated software
market, could be in the offing. And a erotica genre of computer software is already fast developing.

COMPUTER SEQUEL: Intellivision II, Mattel Electronics, Hawthorne, Calif., brings a home video entertainment
system to retail outlets at a competitive price. The new unit, expected to retail for less than $200, sports a new, high-
tech look and comes with detachable hand controllers and longer cables, better storage space for cords, and on/off
indicator light, and joystick controllers which plug into the master component.
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-«WITH THE HOTTEST GAMES GOING FROM
ROKLAN SOFTWARE

Order this free display containing
the games that'll walk right off
your floor! Each Roklan Promo-
tional Pack includes 24 games for
Atari 400 and 800 home com-
1§ puters— eight each of Wizard of

¢ Wor, Gorf, and Deluxe Invaders.
s These are the hot names backed
with promotional megabucks
throughout 1983. And you can
cash in on this heavy spending
with top products and a beautiful
display!

Just buy the Roklan Promotional
Pack containing 24 games plus
the poster, the counter card, and
the program catalogs, all in four
W color—and get the high-impact

i display free!

So hurry!

. § Contact your distributor now!
Order the display with the
Roklan Software games thatl
score blg sales and ring up hot

We're serious about our games!

3335 N. Arlington Heights Road
Arlington Heights, Illinois 60004
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A FAIRY TALE COMES TRUE: Activision reports in its company brochure that the kind of growth the company has
experienced in 1982 is being called a "Cinderella story" by industry observers. Revenues rose 960 percent to $65.9
million and net income of $12.9 million was 1,600 percent above that of fiscal year 1981. The company was founded in
October 1979. Now, it dominates nearly 20 percent of the video game market. Activision employs more than 131
people, it ships products to 32 countries and manufactures about 16 different titles.

ON YOUR MARK: A creative consumer with a flair for the imaginative could net $10,000 with the winning entry in
the U.S. Games, Santa Clara, Calif. "'"Name-This Game Sweepstakes.” U.S. Games is looking for a name for a deep-sea
video game. The most creative name selection will be decided by a panel of judges. No purchase required.

Also this northern California company has announced an exclusive licensing agreement allowing the company to
make 8K expanded memory games utilizing the Pink Panther and Inspector Clouseau characters.

TRANSLATING INTO ATARI 2600 LINGO: Producing game cartridges for the Atari 2600 game console is no
longer restricted to a select few—it is available to anybody with an Apple 11 computer. Frobeo of Santa Cruz, Calif., a
division of Tri-comp Polytechnical Corp., has introduced a card that allows users to develop Atari games once it is
inserted into any slot of the Apple Computer. The Frob-26, once connected to the Atari allows the game console to
play the game stored in RAM as though it were playing a ROM-based game cartridge.

ENTERING THE FRAY: Broderbund Software, San Rafael, Calif., has started to make cartridge games for the Atari
400/800. Top-selling Choplifter and Serpentine, Broderbund announces, are on cartridges for 16K, joystick
controlled.

1982 GAMESTAR OF THE YEAR: Ken Uston and Dave Ahl played games for some nine straight hours last
December 22, 1982. Uston, formerly the world's foremost blackjack player and recently author of Million Dollar
Blackjack, turned to video games after being banned from Las Vegas casinos. During the game play Ahl, founder and
editor-in-chief of Creative Computing and Sync magazines, won two out of three in the computer games, hence tieing
the score. But Uston came back in the home video contest two out of three. Finally, Ahl edged ahead in the self-
contained games bringing the final score to Ahl 7, Uston 3. There is always next year, Uston.

HYPERSPEED MOVEMENT: Human Engineered Software has announced several new products. In less than a
year, the company has grown from two monitors to a broad range of computer peripheral and software products. It has
most recently announced a sound-enhancing peripheral for the Commodore 64, Soundbox, a VIC 20 expansion
board, several new software titles for both the VIC and the 64, a modem for both Commodere computers, a joystick,
and 10 new software titles for the Timex/Sinclair. HES began shipping product last September.

Also TG Products, Plano, Texas, has grown from a “garage business’ to 45 employees and exists in nearly 6,000
square feet of office space. Ted Gillam, founder of the company, came up with the idea of manufacturing the first
joystick for personal computers in 1979 while trying to master computer games on his son’s personal computer. The
company was formed in 1980 and has a product line that includes game paddles, track balls as well as joysticks.

MICKEY MOUSE GOES HIGH-TECH: Walt Disney Telecommunications and Non-Theatrical Company, Burbank,
Calif. has announced that they will be making computer software. At a recent demonstration of their wares, Mickey
Mouse teaches youngsters how to spell via a computer.

GAINING MOMENTUM: Thirty major retailers across the country have selected SKU as their software supplier
during December. The total number is now at 1,200. In fact, it has grown from 800 to 1,200 in less than four weeks.

SOFTWARE TIMEX/SINCLAIR STYLE: Several independent software publishers have developed new titles for
the Timex/Sinclair computer. The companies are: Timeworks, Inc., Deerfield, Ill.; Softsyne, Inc., New York, N.Y.; and
Mindware Inc., Nadick, Mass.

MAREKET BID: Responding to the explosive growth of the personal computer market, General Mills' Parker
Brothers, Beverly, Mass., has announced it will enter the market for personal computer software in 1983. They expect
this market to double to a whopping $500 million next year, a company spokesman reveals.

ANOTHER GIANT STEP FORWARD: Roklan Corp., Arlington Heights, Ill., has released for shipment Autogram-
mer, an automatic program generation tool for people who have a need to write custom micro-based programs, but do
not know programming languages. Also the company has announced, in addition to several new game titles, a joint
agreement with Scott, Foresman and Company to develop some 30 educationally oriented programs for home
computer users. And Rocklan has expanded its line further. It will be making small-business application software, and
has already released Client Writeup and Professional Billing/Accounts Receivable for the TRS-80.
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SPEAKING EDUCATIONALLY: A catalog of all the new computer-based learning materials and aids prepared
exclusively for Encyclopaedia Britannica, Chicago, Ill., has been published by Encyclopaedia Britannica Educational
Corp. The 28-page catalog announced 13 programs in each of five major disciplines—math, science, computer
literacy, language arts and special education.

EDUCATIONAL FRONTIER: Atari Kid's Library brings educational entertainment to young children. A special
controller using easily understood keypad overlays has been designed to aid the young child's motor skills and
recognition abilities. Atari has joined in cooperative efforts with the Children's Computer Workshop, United Features
Syndicate, Inc.—to use the Peanuts game—Walt Disney Productions and Henson Associates, Inc.—the Muppets—to
create video-computer games.

GAMING ZiMAG STYLE: Magnetic Tape International, MTI, is entering the electronic video games business with
the release of 12 games in cassette, cartridge and floppy disk configurations. The MTI products will be advertised
under the ZiMag brand. The games will be compatible with the Atari 400/800 and the Commedore VIC 20. Games
issued in cartridge format are compatible with the Atari 2600, Commedore Vic 20 and Sears Tele-Games.

CLEANING UP THE ACT: Discwasher, Columbia, Mo., has developed a pair of cleaners designed for computer
cassette drive systems. The products join the firm's new Disk Drive Cleaner and the Discwasher Disckeeper line of
computer care products.

POINT-OF-SALE TOOL SHINES: CompuVision, Santa Clara, Calif., has created an interactive computerized
software demonstration system for mass merchandisers and home-personal computer stores. Its new model maker
boasts of it being even more user friendly than the original CompuVision unit. A user does not need to know how to
use a keyboard to use this machine. It is completely turnkey, requiring no disk drive or additional computer system.
Additionally, the company has relocated to Santa Clara, formerly it was based in San Jose. It now has doubled its office
size, says president Mark J.

BOOK PUBLISHERS ENTER PROGRAM FRAY: John Wiley & Sons, Inc., based in New York Clity, announces
the Wiley Professional Software, a new venture in microcomputer software, videodiscs and databases. The company
plans to launch a new line of educational software for the sciences and form a new database publishing program.
Concurrently, the company celebrates its 175th anniversary as an independent publisher.

VOICE COMMAND: Milton Bradley Company, Springfield, Mass., and Texas Instruments have announced the
development of human voice recognition by a popular home computer. Voice recognition, plus voice synthesis, will be
made available for the TI 99/4A through a plug-in peripheral item developed by MB.

INTELLIGENT HOUSES: Futurist Roy Mason predicts that home electronics are evolving beyond gadgets to
become essential “'bionic parts” of the “intelligent house of tomorrow!” Tomorrow's abodes will be like a second skin to
us, he explains. The home computer will become a "house brain’ that will monitor energy, security and lights, and it
will assist in preparing and serving meals. In the meantime, he continues, biofeedback sensors will anticipate our
needs and will alert us to important news events and information. Interestingly, the house of the future might end up
being like the home of the past. Families may once again gather around an "electronic hearth’ to watch videctex news
and satellite-delivered movies, gossip with friends and play the latest computer games.

VIC 20 SOFTWARE: United Microware Industries, Inc., Pomona, Calif., has not only announced new game titles for
the Commodore computer, but it has developed some eight new home-management and business packages for the
machine. Also making software for Commodore computers is Timeworks, Inc., Deerfield, Il

EXPANDABLE MEMORY FOR ATARI 400s: With RamCram® Plus 48K, Atari 400 owners can get 49,062 bytes
of random access memory. Owners can now upgrade their computers to equal the computing power of its larger more
expensive brother, the Atari 800. Axlon, Inc., based in Sunnyvale, Calif., reports that it is easy to install and it's
compatible with ROM cartridges. [t requires no soldering, simply plug-in with the use of a screwdriver. In less than 10
minutes memory is expanded.

A COURT DECISION HANDED DOWN: The U.S. District Court entered a permanent injunction prohibiting
Sirius Systems Technology, Inc. of Scotts Valley, Calif. from using the name "Sirius.” The decison made last October
gave Sirius Software, Inc. of Sacramento exclusive rights to the name. The decisive factor was the fact that the scftware
company testified it would introduce a new microcomputer with real time digitizing capabilities at Comdex in
November. Hence, the two companies would become direct competitors in the marketplace and could not have a
similar name.
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PUZZLE PANIC™

If you like puzzles, you'll love PUZZLE
PANIC™ Start with a basic number
puzzle in a5 x 5 square and work up to
the more complex picture puzzles.

Make your own pictures, save them as
files, then call them up to create a
puzzle to confound yourself or friends.
Many features built in to help solve
 the puzzles. A permanent record is
kept of “best times” to solve a puzzle

» 24K CASS * 32K DISK * JOYSTICK REQUIRED s ALL COLOH GRAPHICS

NEW .
AVAILABLE

_ FOR THE ATARI" 400/800 HOME COMPUTERS.

'STOCK NO. 77110

. On a remote island off the coast of

~ Africa, the frightened native population
has been menaced by the attacks of the
dreaded LASER ANTS™. Usually quiet,
the attacks on the natives have been
stepped up. The ants have grown rest-
less, and to gigantic proportions. The
LASER ANTS™ have become mutants
due to the volcanic gases they breathe. STOCK NO. 77107
Their queen has developed a deadly ray which she projects from her antenna.

To prevent the deadly menace from spreading, you have taken up the éhallenge
to enter their nests and do battle with the LASER ANTSTM and try to destroy the
dangerous queen as she guards her eggs. ~

« 16K CASS
* 24K DISK _ '

* JOYSTICK REQUIRED Coming Soon . . . :

o ALL COLOR GRAPHICS CAVE OF EVIL JINN™
« ARCADE-STYLE ADVENTURE ; Disk Only — 40K. . .

Available _2/ 83

CANADIAN REPRESENTATIVE:

SYNCRO INC_ - il - 'MI_CRO_MAHKETING CANADA

169 INGLEWOOD DRIVE

SOFTWARE DIVISION ' o A TORONTO, CANADA M4T1H8
742 HAMPSHIRE ROAD, UNIT C ; (416) 484-9111

WESTLAKE VILLAGE, CA 91361  (213) 889-9508 __ - ~ Cindicates rrad_emarkofATAkr, INC.
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COOKING UP A SIRIUS 1983: Sirius Software, Inc., based in Sacramento, has changed its packaging and
advertising campaign, so watch cut for a new image. Its $49.95 Joyport is available. It allows users the capability of
Atari-type joysticks with compatible games and lets Apple paddles and joysticks be connected at the same time.
Bandits and Sneakers are available for the Atari 800 (48K). Type Attack has been released for the Apple Il or Apple I
Plus. The Blade of Blackpoole is the company's newest hi-res adventure game—with no disk flipping. And coming
soon for the Apple are Flip-out, a strategy game, and Kepton, where players try to prevent “Quarriors” from
completing a base on a planet. Cartridges for the Atari 400 and 800 and for the Commodore VIC 20 will be coming
from this company during the next year. Fox Video's Fast Eddie, Fantastic Voyage and Turmoil are just some of the
company's latest conversions. Additionally Sirius needs programmers who know Assembly language for 6502, Z80,
68000, 8086/8088 and/or 6809 processors, or who can program for the Intellivision. The company will pay a $500
finder's fee. They also pay a $500 incentive fee to authors who come with new product ideas.

ERIN’S LEARNING CENTERS TO INVADE: Great Neck, N.Y's Erin Computer Learning Center which first
offered practical computer training to buyers of Zenith Data Systems’ computers, now plans te open centers in major
department stores. The centers use a "people to people’ tutorial method and hands-on experience to teach computer
literacy. Classes range from three to six students.

VIDEO TAPE LIBRARY: Stoneware Inc. of San Rafael, Calif. has developed a video tape training library "How to
Use Your Apple II in 10 Easy Video Lessons,’ published by Kenne Publishing. These how-to tapes are designed to be
used with a VCR placed alongside the personal computer. The user moves through the 10 lessons on tape at one's own
pace.

SOFTWARE PEOPLE ON THE MOVE: Mindy Storch has been appointed to the new post of product develop-
ment manager for DATASOFT, Inc. She was recently with the West Coast-based Alpha Therapeutic Corp.

ALL THAT GLITTERS ISN'T GOLD: But in the case of 10-year-old Tony Scardigno, it glittered and it was gold. He
won a pound of gold worth about $6,000 for winning Odyssey's "'Pick Axe Pete Pick-Off" contest held at the 1982's
World's Fair in Knoxville, Tenn. Scardigno shot the high score of 938 points, 13 points ahead of the second place
holder, George Floid, 15, of Robersville, Tenn. Taking third place was 14-year-old Bryan Schumacher of Trenton, Ohio
with 747 points.

PERSONAL PRODUCTIVITY WARE: Texas Instruments of Lubbock, Texas has announced 45 new educational,
personal enrichment and entertainment programs. Thirty of these packages are in Tl's Solid State Software command
module format. Also for the 99/4A computer, TI has added new features to its LOGO language for children. Called
“updated TI-LOGO I, a discovery-oriented approach to learning,’ gives users twice the memory space of TI-.LOGO,
plus magnified sprites or image producing capacity for graphics reproduction, reports Bill Turner, assistant vice
president and marketing manager for the consumer products group. Other educational-related products from TI
include interactive learning tools from publishing company Scott Foresman, based in Illinois.

AND MORE GAMES: Cosmi Inc., of Rolling Hills Estates, Calif. announces four new arcade-quality, machine-
language games for the Atari 400 and 800 home computers. The games, with full color and sound are: Spider
Invasion, Galactic Avenger, The Crypts of Plumbous and Aztec Challenge.

TAKING A LEADING EDGE: Thanks to Leading Edge Products, Inc. of Canton, Mass., children from two Boston
area homes for the emotionally disturbed took their first airplane ride on October 16. In an ongoing commitment to the
limmy Fund, the company had been donating 1 cent from every sale of its Elephant Memory Systems to the fund. An
additional cent per diskette was given to the fund to pay for the airlift. The result of the company's pennies; the
children boarded a noon flight to Cape Cod and enjoyed a sightseeing tour.

PIRATING THOSE PIRATES: On a seemingly sunny, smog-free November day in Southern California, Federal
marshals and attorneys for Atari, Inc. in an unmarked van cruised through the area scooping up more than 40
allegedly counterfeit video arcade machines and accessories. It was described as part of a nationwide crackdown
against video pirates. The Southern California raid was reportedly larger than raids in New York City, Northern
California and Las Vegas, an Atari spokesman reports.

FRIENDLIER SKIES: Software is now available for beginning and experienced pilots via Ken Winograd's Air
Navigation Trainer, affectionately called ANT. Space-Time Associates of Manchester, N.-H. have made available a
program that actually simulates air navigation. It works on the Apple computer. Student pilots using this program, at all
times, can view the ground track that results from action in the cockpit. Experienced pilots can practice holding
patterns on a VOR or NDB fix while viewing the effects of the wind on the ground track. n
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INTRODUCING MILLIONAIRE.

THE SOFTWARE THAT TAKES CUSTOMERS
TO THE STOCK MARKET...
AND DEALERS TO THE BANK!

Apple ll and Il are regisrered rrademarls of Apple Compurer, Inc. IBM PCis a registered trademark of IBM
Corporarion. Microsoft Basic is a rademark of Microsofr, Inc. CP/Mis a registered rrademarls of Digiral Research,
Inc. Osborne is a rrademark of Osborne Computer

CIRCLE #110 ON READER SERVICE CARD

Lefs face it, you have a lof of custom-
ers who demand more from their com-
puters than just the ability fo shoot photon
torpedoes af Klingons.

And for that huge market segment,
now theres Millionaire.

Millionaire is an astonishingly complete
software package that lets your customer
get the most out of his computer. How?

First, Millionaire is a game thart frans-
forms the user info a power-wielding stock
market parficipant. Its a fofally engross-
ing Wall Street simulafion where the
future of Americas largest corporations
(like Exxon, IBM, Bendix, Tandy, and
others) rests in the hands of the player.

Second, Millionaire is a remarlable
learning fool your customers can count on
to provide friendly, comprehensive stoclk
marker furoring.

Best of all, Millionaire is just as affrac-
tive to dealers as it is to customers.
Because we're backing up Millionaire
with fofal support. From ifs rich, eye-
catching packaging—rto the superb
instruction manual—all the way to an
extensive advertising campaign in all
the leading compurer journals.

Put this all together and you've got the
kind of software you can rely on to gener-
afe profit for years to come.

That, in a nutshell, is Millionaire. A
captivating real-life simulafion. A power-
ful learning fool. An incredible store fraffic
builder. And a profit producer you can
bank on!

Order Millionaire roday.

Available on disk for:

$79.95—Apple Il with 48k RAM;
Apple lll in emulaftion mode;

$99.95—IBM PC with PC DOS and 64k RAM;
Osborne and other CP/M systems
with Microsoft Basic

Blue Chip

SOFTWARE

Dealers, Distributors, and OEMs inquire.
19824 Ventura Blvd., Suite 125
Woodland Hills, CA 91364

(213) 881-8288 or contact

Sofrware Distriburors or Micro D

© 1982 Blue Chip Sofrware



Time magazine's choice for “machine of the year,”’
computers, was not only timely, but appropriate.
Several computer products retailers throughout the
United States are calling Christmas 1982—the com-
puter season. Those interviewed by SM for this
month’s Sales Report say that most of their custom-
ers were shockingly more knowledgeable about com-
puter products and looking for machines that do more
than play games.

Additionally, some observe that sales on computer
products were sluggish during the first week of De-
cember. But, by the time 10-more-shopping-days-until-
Christmas rolled around, sales skyrocketed. Comput-
ers seem to be the top-selling items with game ma-
chines and game software running close behind.

During the holiday season Steven Passman, manager
of computer products for Video ETC., Deerfield, Iil.,
observes that more customers inquired about computer
software this year than last year. Software packages for
the Apple and Atari 400 and 800 were the most asked
about items, there, he reports.

Choplifter, Pac-Man and Canyon Climber ended up
being the best-sellers among the nearly 500 different soft
ware packages sold there. Also, Intellivision, ColecoVi-
sion and Odyssey games are sold.

“l think people were looking for more sophisticated
uses,’ he concludes. ""And there are more computer
owners this year than last. Thus we have a greater volume
of people looking for additional software packages."

Nearly 50 percent of the store's sales comes from the
computer area, he reports. In years past, it seems, com-
puter-related merchandise was difficult to get a hold of
when the store ran out of such items during the holidays.
This year it was much easier,

“This industry has really grown. We have grown from

one store to four’ he observes. ""But Christmas doesn't
end all this software buying. We are doing a lot of post-
holiday selling.”
' Laurence Leavy, owner of Leavy Electronics, LTD.,
Marshalltown, lowa, reports that this Christmas the top-
selling items were such educational software packages
as Math Wiz and Flash and Spell, and the Commodore
and Texas Instruments computers.

“We point out to customers there is a lot more to
computers than just playing games.” He admits, though
that they are competing against ‘‘game machines.”

Of the 50 different titles sold there about 25 are game
titles. He adds that he sold several games as well.
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Generally, it was a conservative buying season, he
finds. ""They (customers) shopped around a lot before
making a buying decision." This might explain why sales
at this store started to soar during the last nine shopping
days before Christmas.

Also ending the Christmas season depleted of hard-
ware and having to sell display units, was the sales force
at Ray's Computer Center, Clearwater, Fla. Jerry Let
tre, manager, finds that not only had Christmas shoppers
purchased the machines, but business people with indus-
try loans bought also. “| guess they had to spend the
money before the fiscal year came to an end,” he ex-
plains.

The best-sellers there were PFS and Choplifter, he re-
ports.

Sales at this store started to climb and eventually hit a
height about the middle of December, he observes. “It is
still a considered purchase.”

Computer literacy seems to be on the rise, he says.
Customers generally are more informed about comput
ers. It takes about two trips to his store by a majority of
prospective customers before a sale closes, he says. (A
year ago, Computer Merchandising told retailers to ex-
pect three-to-four visits by prospects before a sale
closes.)

At Turtles, Atlanta, Ga., nearly 25 percent of all its
sales come from video-game hardware and software
sales. The store’s mainstay continues to be records.
“This is only a rough estimate,” says Mark Mayo, as-
sistant manager of the store. “Such sales have supple-
mented the slight drop in record sales.”

Overall, he says, sales were good and more than ex-
pected. | see a real expansion of game units into com-
puters,’ he predicts for 1983. “Also, | think, software
prices will drop.”

Although this Turtles ran out of its hardware in-
ventory—ColecoVision, Atari and Intellivision—it did not
run out of cartridges. The bestsellers were Pitfall and
Pac-Man, for the Atari 5200.

Located on the east coast of Florida and the seller of
Commodore, Texas instruments and Atari computers is
Video Shack, Vero Beach. Keith McLeod, one of the
store's owners, reports Centipede, Galazian and Pac-
Man as the bestsellers.

This year is the first year the store has sold computer
products. It sells some 50 software titles. So far such
items have been a success there and MclLeod plans to
get even deeper into computer field.

“The key is to watch the market and anticipate what
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will happen,’ he suggests.

When the store ran out of Atari computers, the sales
force tried to get customers to switch brands. **We ended
up working on the philosophy, selling whatever we had in
stock,” he explains. '"We ran out of quite a bit of software.
Our problem, | guess, was under-anticipating our sales.”

Tom Fisch, manager of Record Town, Stuyvesant
Plaza, Albany, N.Y., finds that while Pitfall was the top
seller, sales on software were not as good as expected.
He reports sales as “fair”

And although he sold out of several titles, he is plan-
ning to get out of the software business. '"We will concen-
trate on only selling records,’ he explains. “It was not a
profitable investment for the amount of money. With re-
cords we know what kind of turnover to expect.”

George Simmons, owner of Video Connection, Rock-
ville, Mass., finds sales on hardware and software suc-
cessful encugh this year that next year he plans to delve
even deeper into such products. I think manufacturers
will come out with new. attachments to upgrade their
machines. Some have announced keyboards."

Sales this year were similar to last years. This year,
however, instead of running out of Atari hardware prod-
ucts, they sold out of Coleco units. *‘New orders came in
slowly. We do have a backlog,” he reports.

The store carries some 100 different software pack-
ages. Pitfall was the top seller there during Christmas.

Generally, he observes that customers were more inter-
ested in buying computer applications than just having a
game machine. '‘People have been leaning more toward
computers for some time now," he adds.

New York's Crazy Eddies on 57th Street reports sales
at a 100 percent increase over last year The top selling
machines there were the Commodore Vic 20 and Atari's
computers. "'We came close to running out of inventory,”
explains Mike Blecha, manager of computers for the
store. “'But we ordered way in advance to be prepared.
Last year, we ran out of practically everything.”

Prior to Christmas customers there were not that inter-
ested in software. They mostly wanted computers, he
describes. “Clients seemed more intelligent about com-
puters and were looking for more than just games.”

Now he is finding that the weeks after Christmas have
turned into the ‘'software season.” Customers who re-
ceived computers for Christmas are coming back to buy
software.

Additionally, we believe that customers are coming
back to look for software because of the store’s policy of
educating each customer about the store's products.
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"We make sure they know exactly what they are getting
and what they can do with it' Blecha says.

Last year the computer section was one counter long.
Now it has expanded to nearly the back quarter of the
store. Crazy Eddies sells some 200 different titles. “We
sell about two or three pieces of software on each initial
sale,' he explains. ""We start customers off with a game
and an introduction to programming package.”

Unlike several others, Blecha says he did not see sales
soar during the last week before Christmas. He describes
sales as being at a relatively heavy rate throughout the
month. “All along we saw a tremendous flow of traffic,”
he observes.

Although the citizenry of Denver awakened to more
than two feet of snow and, in some areas, snowdrifts
reaching more than 10 feet on December 24, Christmas
sales at DLM Music, Inc. ended up being better than
expected. According to Mel Nimon, vice president and
general manager, Donkey Kong for the Atari and
Mousetrap were the best-sellers,

This company is a wholesaler for DLM and Big Apple,
Tapes and Records. It sells about 25 different cartridges
as well as the ColecoVision. This year the store sold out
of its 120 Turbo units and Nimon couldn’t get more in to
stock.

“Of course being snowbound from December 24 to
December 30 didn’t help much,” he admits. “We sold out
of every piece of Coleco hardware.”

Next year, he plans to stock games similar to how he
deals with the record portion of his business; *stock
heavily on the hits and forget about the dogs.”

At Team Electronics in Salem, Ore., meanwhile, Phil
Sperl, owner, reports that PFS, Choplifter and a flight-
command simulator program were the top-selling items
there during Christmas. He carries about 200 different
software packages for the Apple Computer. Sperl was
the first Apple dealer in the Pacific Northwest, he adds.

This Christmas sales turned out to be opposite to what
he originally expected. Since during the year he had sold
several Apple computers, he naturally thought he would
see a snowballing effect in which customers would return
to his store to buy more software. "As it turned out,
hardware sales soared,” he comments. "| anticipated
stronger software sales because of the increase of peo-
ple owning such machines.”

He also observes that customers crowded the store
ready to buy products during the last week before Christ-
mas. 'We sold hardware right down to our display units,”
he adds.
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Personal Productivity Comes Home

By Phil Missimore

hat do you do after the game
is over?

That's the guestion that millions of
home computer users will ask them-
selves over the next several years, as
the novelty of electronic gaming be-
gins to wear off for the neophyte
computer users of America.

Granted, games become the pri-
mary point of entry for typical con-
sumers into the world of com-
puting—it's the most fun aspect of
computer usage, and also the easi-
est (when was the last time you had
to spend hours poring over a game's
documentation before the game it
self would work?). Yet, industry ana-
lysts, retailers, manufacturers and
distributors agree that a new genre
of software for the home—Iloosely la-
beled “productivity software"”—will
be the category of product to make
home computing viable and produc-
tive for the typical consumer. Games
may wow 'em, but productivity soft-
ware will win them over.

But just what is productivity soft
ware? Here's just a small sample of
potential applications—some cur-
rent, some still on the drawing
boards:
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—Software that will plan your
meals for you, based on your foods
inventory in the home.

—Software that will teach you and
your family a foreign language.

—Software that will—if you let it—
get you over that dreaded monthly
passage called managing the family
budget.

—Software that will guide you in
job-related projects, teaching new
skills and refining old ones.

—Software that will control your
home'’s basic operation, from turning
on your lights, to monitoring your en-
ergy consumption and even provid-
ing an automatic link with police, fire
and rescue services.

—Software that will provide a
“health profile' for you and your fam-
ily members, and give you advice on
exercise, diet and stress.

—Software that will make the old
“how-to" books seem tame by com-
parison—not only providing step by-
step instruction for a task, but also
providing graphic depictions of all the
steps involved, all user-selected.

—And even software that may
help your social and business eti-
quette.

George Abe

Across the board productivity

In sum, productivity software
covers a lot of ground. It involves not
only the above-mentioned applica-
tions categories, but also such busi-
ness standards as electronic spread-
sheets, word processing software for
the home, individual income tax prep-
aration, and manageable database
managers.

But who will buy this type of soft
ware? What are the applications
categories most likely to gain con-
sumer acceptance in the short term?
And just how fast will productivity-
type software appear on the market?

One perspective on the productiv-
ity market comes from Don Kings-
borough, president of SKU, a
software distributor based in Berke-
ley, Calif. As Kingsborough sees it
the productivity market is divided into
several different categories.

“On the one hand, you've got pro-
ductivity tools that are business-re-
lated,"' he says. “That encompasses
programs like VisiCalc, where the
computer user can take that program
home with him and work with it in his
spare time, to develop his skills with
the program and apply it to work.
Also, the database offerings of com-
panies such as Dow Jones and Com-
puServe fall into this category—it's
information that can help that user
garner more income.”

Then, he adds, there is a subset of
management tools that are designed
strictly for home management. “Peo-
ple often find themselves successful
in business,” Kingsborough explains,
“yet they come home and their per-
sonal financial management is in dis-
array. We'll see productivity tools that
go beyond just balancing check-
books, to a more interactive pos-
ture—software that will forecast for
you, tell you what you should be
doing with your investments, and so
forth. It's decision-making software.”

Moving beyond that, King-
sborough explains, will be what he
terms “‘personal improvement” soft
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But it took HES to deveiep
agrowing family of software
p to help you get
the most from your system.
" HES has outstanding pro-
ducts for use with the Vic 20+,
Commodore 64+, Atari=, Timex

Sinclair=, and Texas Instruments»

personal computers.

Educational, Utility Software
For serious work, nothing can
top our comprehensive line of
educational and utility cartridge
and cassette software for the
entire family.

Programs include FORTH
programs for the Commodore
computers—easier to use than
assembly language, faster than
BASIC; HES MON-—a family of
machine language monitors;
TURTLE GRAPHICS—a
popular learning program; and
HES WRITER—a truly out-
standing word processing
program.

froma library of actnon—
packed, challenging
arcade-quality games.

Games such as Gridrunner,

-Aggresaxor » Pirate's Peril» P:otector“

Shamus® Torg and many, many more..
Each provides dazzling graphics and
exciting sound effects.

Economical Peripherals To expand

the enjoyment and capabilities of your
system, we've also developed a complete
family of peripherals such as:

e HESCARD 20—an expansion board for
the Vic 20 that expands your computer to
32K and adds extra memory.

e HESTICK I—an inexpensive joystick that
features a centered fire button for either
right- or left-hand use.

e HES MODEM I—a direct connect modem
for connecting your Vic 20 or Commodore

64 to the outside world through your phone.

¢ SOUND BOX—a sound enhancement
device that adds a new dimension to your

arcade play by letting you hook your system

to an amplifier or headphones.
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To get even more from your
Commodore, Atari, Texas Instruments
or Timex Sinclair personal computer,
see your local dealer today. He'll show
you the complete family of HES soft-
ware and per;pherals

71 Park Lane
Brisbane, CA 94005




ware. In this category would fall soft
ware designed for health
maintenance, menitoring blood pres-
sure, cholesterol and diet, for exam-
ple, as well as various home-related
tasks such as cooking and security.
And the possibilities are limitless, he
adds. “l've seen early versions of
software that will literally paint your
face on the screen,” he says, “and
allow you to experiment with the way
you look. The software will give you
hints on your appearance, how a
change in hairstyle might affect you.
We will also see software that gives
dressing and wardrobe hints—how
to be successful in business by how
you dress, that type of thing.”
Another perspective on the issue
is provided by Hank Scheinberg, vice

know we've done it properly. After all,
most adults have grown up with the
image of the white-coated scientist
operating a computer. We have to
overcome that if we expect to make
people want to use the software.”

Database management

One area of application that
Scheinberg feels will be very impor-
tant for productivity software will be
database management—not the
massive database managers found
in large mainframe computers, or
even the more technical database
managers used on microcomputers
in business, but database managers
which can be easily understood and
used by home computerists, with
only a modicum of study. The suc-

‘“‘People often find themselves
successful in business, yet they come
home and their personal financial
management is in disarray. We’ll see
productivity tools that go beyond just

balancing checkbooks, to a more
interactive posture — software that will
forecast for you, telling you what you
should be doing with your investments,
and so forth. It’s decision-making
software.”

president of Continental Software in
Los Angeles, Calif. Continental’s The
Home Accountant program has been
a consistent best seller in its first ver-
sions for the Apple and IBM Personal
Computer. Now however, Scheinberg
says the firm is moving the program
onto machines targeted toward the
home user, such as the Commodore
and Atari computers, as well as the
Osborne and TRS-80 models.
“That's a different type of user for
us,’ he says. ‘‘People purchasing
those machines are making that first
big step into computing.”

And, Scheinberg adds, simplicity
will be a major factor in the accep-
tance of productivity software. “I'm a
non-technical person myself" Sche-
inberg admits, “'so I'm like the lowest
common denominator. When | solo
on a program we've developed, |
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cess of the Personal Filing System
series, published by Software
Publishing Corporation of Mountain
View, Calif., is one example of a
database management system de-
signed for single-user use, be it in the
home or the business. Once the user
tells the computer how he wants the
screen to look, it's simply a matter of
putting in the information and getting
it back—everything from mailing lists
to baseball card holdings.

And, says Schienberg, the
database concept in the home is infi-
nitely flexible. ‘| sat down once, and
came up with 50 different uses for a
database manager in the home. Our
First Class Mail mailing list is a pro-
gram that can be used as a
database, for example. For example,
you could keep records of guests
who are invited to your parties, if you

entertain a lot. You could keep a rec-
ord of what was served, who the
other guests were, and mix and
match to always keep your parties
different.”

And speaking of parties, cooking,
and drinking, there are already prod-
ucts on the market that will help you
in that regard. Micro Cookbook and
Micro Bartender by Virtual Combina-
tics of Rockport, Mass., for example,
will tell the user just what he or she
can make, given the ingredients avail-
able in the home. Once a refrigera-
tor's inventory is loaded into the
computer, the program will generate
alternative recipes that can be made
with what's in the icebox. The pro-
gram will also provide recipes on de-
mand for anyone who simply wants
to see what's needed to make a par-
ticular dish. And the Micro Bartender
is the libation equivalent of the food
program—the user can likely mix any
drink, no matter how obscure, simply
by referring to the program.

Brian Skiba, co-author of the pro-
gram, feels that the cooking software
concepts fills a niche in the produc-
tivity market. “We've been pleasantly
surprised by the growth in sales
we've seen,’ he says. “‘Particularly
with the holiday season, we've seen
a lot of sales going out as gifts from
male computer owners to their
wives." Will a program such as Micro
Cookbook kindle female interest in
computing, which to date has been
predominantly male-oriented? “It cer-
tainly can't hurt,” Skiba says. “We've
tried to make the program as easy to
use as possible. Both my back-
ground, and that of the co-author of
the program, have been in the larger
computer world, where the software
has to be both powerful and easy to
use. That's what we wanted to bring
over to our programs.”

Software nourishment

And, Skiba adds, the variety of
software for home foods preparation
will likely rival that of the cookbook
proliferation seen at any bookstore.
“We'll have salad and appetizer pro-
grams out very soon,' he explains,
“which will interface to the main pro-
gram. That way you can plan out an
entire meal very quickly and easily" If
Micro Cookbook continues to suc-
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ceed, even Skiba admits that, "'Betty
Crocker can't be far behind. But we'll
still find our niche out there, and
we're first out of the box."

What are some of the other major
applications categories of home pro-
ductivity software? Given the fact
that April 15 looms ever closer, tax
preparation seems a logical choice
for software publishers. And indeed,
home-oriented tax preparation soft-
ware is beginning to appear. Earlier
tax preparation packages, such as
Tax Preparer by Howard Software of
La Jolla, Calif., are now sitting side-
by-side on the shelves with such pro-
grams as E-Z Tax, by the firm of the
same name. The new generation of
tax preparation software, however, is
designed primarily for the home user,
with 1040 forms and the most typical
deduction calculations being the
heart of the program. And the pricing
of the packages is in. accordance
with the target market—under $70 in
the case of E-Z Tax, as well as a new
program from Continental Software,
The Tax Advantage. Says Continen-
tal's Scheinberg, "'it's an easily-oper-
ated program that doesn’t terrify
anyone. It takes the user step-by-step
through the 1040 form and the most
typical individual income deductions.
And we'll sell it for $59.95."

Pricing in general has become an
issue in productivity software. As the
prices of the machines themselves
continue to drop, it seems unlikely
that users will pay upwards of $300
for a program that will run on a $200
machine. Thus, in addition to the
emergence of low-priced tax prepa-
ration software, price consciousness
has even hit the world of word pro-
cessing. The recent announcement
of Bruce and James, a Sunnyvale,
Calif. software publisher, that a $79
word processor was available, is an
indication of the trend in that applica-
tions field.

"I don’t think most low-end re-
tailers will be willing to sell software
that costs over $100,”" says one West
Coast computer retailer. “It's tough
to justify the price when the software
is as costly or even more expensive
than the machine itself.”

However, cost become less of an
issue if the software can provide a
measurable gain in productivity to
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the user—which is what the world of
productivity software is all about.
One program that seems to have
gained sales acceptance based on
its ability to deliver is Mastertype, by
Lightning Software of Palo Alto,
Calif., Bruce Sweig, president of
Lightning, says that the product’s
unigue format—a tutorial on typing
skills encased in a video game—is
what makes the program viable.
“We'll see a lot of programs like this,
where games can be used to suc-
cessfully teach skills."

He adds that the idea for the pro-
gram itself came about by happens-
tance. "'l was working the keyboard
one day, and realized how vital typing
skills were to the usage of a com-
puter If you can't type, you can't use

will blur even more in the future, as
games become more broad-based
and complex. Thus, it may be hard
for retailers to classify certain pro-
grams—are they primarily educa-
tional in nature, or are they games?
But in any case, educational soft-
ware within the home, while its own
category, is also a subset of the pro-
ductivity software genre. The fact
that such major hardware vendors as
Atari have stressed the availability of
foreign language software via their
advertising programs is another indi-
cation of the importance placed on
children’s learning growth and pro-
ductivity in the computer experience.

But games are not confined to chil-
dren—and one new game, Millionaire
by Blue Chip Software of Tarzana,

The whole concept of productivity
software creates a new set of pressures
and demands on the retail distribution
channel. Retailers still adjusting to the

plethora of computer and video games
will have an entirely different world of
software to consider as they begin to
branch out into productivity titles.

the computer. | was always a video
game fan, so | decided to combine
the two—to see if you could teach
skills such as that in a game environ-
ment. And it's worked. Children learn
typing because they love to play the
game, and as long as they can shoot
down the aliens, they're learning to
type!” And just how young can you
be to learn this? “We've had reports
of four-year-olds learning to type with
the program, but the more typical
age is seven and above.”

New vistas

The entire concept of software
hybridization opens new vistas for
productivity software in general.
Companies such as Spinnaker Soft-
ware and the Learning Co. have re-
leased educational programs that
have game connotations. It seems
likely that the lines between educa-
tional software and gaming software

Calif., offers adults the opportunity to
play the stock market—and learn
about the investment process as a
result. Real-world figures can be
used to create a realistic investment
scenario, and fortunes can be won or
lost via the game. Again, is it a game,
or is it a learning tool for those who
may wish to invest in the market at
some date? The key point is, the pro-
gram has the versatility to be sold
either way.

And the whole concept of produc-
tivity software creates a new set of
pressures and demands on the retall
distributor channel. Retailers still ad-
justing to the plethora of computer
and video games will have an entirely
different world of software to con-
sider as they begin to branch out into
productivity titles.

Requires selling skills
In particular, the productivity pro-
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w do you really think Santa knows

The List Handler is, without doubt,
much more than a mailmerge
program. :
Presto! List Handler turns your
Apple?® into a quick response file cab-
inet with room to grow storage space.
With List Handler you can hold up to
3000 records per drive so that 24000
can be kept on-line at the same time
with multiple disk drives.

These records can be addresses if
you choose, but here’s where the ver-
satility and flexibility come in.

Silicon Valley Systems Inc.

Put what you like on those records!

* inventory e product lists

e form letters e short newsletters

¢ mailing lists ®* personnel directories
® invoices * |abels

The list is endless.

The List Handler will run on one or
more drives, read and write DIF for-
mat and has unlimited sort fields.
List Handler can stand alone or as an
interface with your Word Handler (or
most other word processors) for the

Simply the best. . .

Silicon Valley Systems

most efficient word processing duo

around.

The List Handler will surprise you,
but the first surprise will be the price!
At 89.95 the List Handler is the best
and the only buy of its type around.
The enormity of Santa’s job may have
you skeptical of Santa’'s exist-
ence—but when you see the List
Handler you might just believe in
Santa again! See your Apple dealer
for the List Handler.

Apple is a registered trademark
of APPLE COMPUTER. INC.

1625 El Camino Real #4 Belmont, CA 94002 415-593-4344
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“When I need words . . .
| use g
The WORD HANDLER

It speaks for itself!

The Word Handler is the easiest
‘word processor around...also

the most sophisticated. The Word
‘Handler is a single-key command
word processing program that runs
without hardware modifications to your
Apple®, or Apple compatible computer.

Words can’t describe how much | love the
Word Handler but

let me tell you the
Word Handler gives
me unlimited tabs,
incremental spacing,
vertical spacing and
a two character
format. My Word
Handler comes with
a simple-to-understand
manual, complete customer service and free, yes,
free upgrades.

See your Apple, or Apple compatible computer dealer
for sophisticated simplicity... The Word Handler.

Let it speak for you.

Apple is a registered trademark, of APPLE COMPUTER, INC.

Simply the best. ..
- Silicon Valley Systems

Silicon Valley Systems Inc. 1625 El Camino Real #4 Belmont, CA 9400 -593-‘43
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grams are not likely to immediately
sell themselves. Unlike games, which
can be put on a rolling floor demo
and run indefinitely, a tax preparation
package or a home database man-
ager will likely require a demonstra-
tion and sufficient product knowl-
edge to explain to the uninitiated how
the program works. It thus becomes
incumbent upon the retailer to know
the products, and the role of the soft-
ware publisher, distributor, or inde-
pendent sales representative to help
in that capacity.

Says SKU’s Kingsborough, “‘we try
to take a very simple marketing
stance for our retailers—we want
them to become more sophisticated
in the sale of computer software, tak-
ing a long-term rather than a short-

swers for the most common ques-
tions, the easier it is to sell.”

And just how fast will productivity
software sell? Continental's Schein-
berg feels that the productivity mar-
ket will take off very fast—an assess-
ment shared by most of the
individuals interviewed. By next
Christmas,’ he says, “you'll see a tre-
mendous growth in the number of ap-
plications programs that are available
for the home.”

Adds SKU's Kingsborough, “lt's a
progressive phenomenon. But still, at
the end user level, the best form of
advertising is word of mouth. When
your neighbor buys a computer, and
raves about it, and shows you how he
uses it, that's the endorsement that
gets you interested in buying.”

New developments in artificial
intelligence and speech synthesis
techniques will eventually lead to
software that can be voice-activated —
and will respond vocally to the user as

well. It’s entirely possible to purchase
software in the future that will remind
you of how overweight you are —or
perhaps boost one’s own ego by
complimenting you on your choice of
wine with dinner.

term posture. The traditional distribu-
tor role of stocking merchandise and
shipping it out won't do anymore.
Our concern is to just keep writing
purchase orders all day.”

Thus, for Kingsborough, the key is
for distributors and publishers to add
value to the software by transporting
their knowledge down to the retail
level. “We have our software experts
in house,’ he says, “and their sole
job is to keep on top of what's going
on in entertainment, educational, and
business software.”

Adds one East Coast software
specialty store, “what we need is a
comprehensive support program.
Not just point of sale and set-up, but
also demanstration guides. The more
effectively we can demonstrate a
productivity package, and have an-
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Critical mass coming

“And,' he adds, ''we haven't
reached critical mass yet. As more
and more machines are bought, then
the word will get spread. We really will
see the concept of a computer in
every home in the future. And the
effect is synergistic as well. The more
time people spend with a computer,
the more software they will buy.”

As far as pricing of productivity
software is concerned, Continental’s
Scheinberg sees a continued down-
ward pressure. “‘The historical pricing
for microcomputer software was
based on selling a few thousand cop-
ies of a program,”’ he explains. ‘‘That
still holds true for a full-fledged busi-
ness accounting program, where you
might only sell 10,000 a year at most.
But when you have a machine base

that's in the millions, you can afford
to price the software accordingly. |
still feel that in the nottoo-distant fu-
ture you'll have computer software
on the check-out counters at the gro-
cery stores, along with the razor
blades and magazines."

And what about design trends? As
computers for the home continue to
grow in power and shrink in price, the
future seems wide open. New devel-
opments in artificial inteligence and
speech synthesis technigues will
eventually lead to software that can
be voice-actuated—and will respond
vocally to the user was well. It's en-
tirely possible to purchase software
in the future that will sarcastically re-
mind you of how overweight you
are—or perhaps boost one’s ego by
complimenting you on your choice of
wine with dinner.

In terms of applications, the sky
does indeed seem to be the limit. As
Kingsborough of SKU adds, “‘just
take security as one example. It's a
topic that everyone has talked about
at some point in time as one that
makes a great deal of sense for a
computer. We will have software that
will allow you to control your house,
from lighting to opening doors. We'll
have a whole new genre of consult
ing software—from guides on dress-
ing to social behavior. And we'll also
see productivity software used as
the means by which people learn to
really use the computer to its best
effect.”

However, all of this emphasis on
productivity should not be made at
the expense of recreational software,
Kingsborough adds. “There will al-
ways be a game market as well" he
says. “‘The two will coexist very
nicely together”

But in terms of growth—and in
terms of a new product category that
retailers will have to contend with
over 1983—productivity software
seems to be the new category of in-
terest for marketing in the coming
year. Adds Continental’s Scheinberg,
“we'll see the same kinds of soft-
ware distribution channels—such as
specialty software stores, book-
stores, and the like—move from hav-
ing just recreational software to
adding productivity software as well.
[t's a natural” n
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The Tax Break

You’ve Been Looking For!

You Just Found It!

E-Z Tax — the easiest to use tax
preparation software ever developed.
Now you can do your own tax return
without any knowledge of taxes or
computer programming.

E-Z Tax’s self-prompting questions
assure you that nothing is overlooked.
The program automatically computes
the lowest tax for you.

E-Z Tax prepares the following IRS Forms
and Schedules

1040 A 2106
1040 EZ 2119
1040 P. 1 & 2 2210
Sch. A 2440
Sch. B 2441
Sch. C 3468
Sch. D 3903
Sch. E 4137
Sch. F 4684
Sch. G 4972
Sch. R/RP 5695
Sch. W 6251
1040 SE 6252
1040 ES

Prints on Federal Forms

It's so easy to use, you'll be doing
your tax return the moment you insert
the 5%" disk. When you're finished
E-Z Tax will print out your informa-
tion on the official Federal Forms.

ATTENTION

DEALERS AND DISTRIBUTORS

Your customers will be seeing E-Z
Tax ads throughout the 1983 Tax
Season. You should be carrying E-Z
Tax software in your inventory to bene-
fit from this exposure.

Get ready for the tax season rush,
call E-Z Tax now. It's the hottest selling
computer software in history. Point of
purchase materials included free.
Dealer co-op programs available. 24-
Hour dealer referral WATS line.

Call E-Z Tax now for your free fact
filled distributor kit.

™.

Very Friendly!

E-Z Tax is user friendly. When you
have a question, the program will tell
you on what page in the E-Z Tax Guide
Book you'll find the answer. If you
make a mistake the program alerts you
immediately with screen prompts.

We Support You!

E-Z Tax has a toll-free customer
service number available 24 hours a
day for your convenience.

Never in the history of computer
software has there been so much for
so little.

ONLY $6995

TAX DEDUCTIBLE

Available in the following versions.
Apple Il (48k), IBM PC (64k), Atari
and CP/M.

408/264-1040

Apple I™ is atrademark of Apple Computer, Inc.
CP/M™ is a trademark of Digital Research, Inc.
IBM™ is a trademark of IBM Corp.
Atari™ is a trademark of Atari, Inc.

[

800/331-1040 U.S.A.
2444 Moorpark, San Jose, CA 95128 800/344-1040 CA
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Computers in Toyland

By Faye Zuckerman

nyone over the age of 18 may

find stepping through the front
door of a toy store parallels the expe-
rience ‘‘Alice” had when she jumped
through the looking glass. Instead of
a fuddy-duddy of a rabbit leading
adults around a strange, new en-
vironment, a pubescent high school
student takes them through a world
very much different than the one they
remember frequenting years ago.

To most adults, today's toyland is a
world of alien gadgets. It seems as
strange as a giant-sized room with a
door too small for a life-size Alice to
fit through.

But, for many, ence inside toyland
it is not that easy to find a pill, similar
to the one Alice took to put her new
environment back into perspective.
In fact, toyland often becomes disori-
enting, confusing and alienating.
Sometimes a search for the front
door is futile as the beeps, explo-
sions and shrill sounds emanating
from its counters often attracts the
attention of the over 18 crowd. Cau-
tiously, most adults find themselves
slipping in behind the three-people
deep crowds that usually accumulate
around the counters making up the
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electronic toy centers in toyland.

Alas, the changes in toyland come
as much of a shock to consumers as
it does to toy store owners and their
work forces. State-of-the-art elec-
tronics changes so rapidly that toy
merchandisers find themselves stuck
in a card game playing rules seem-
ingly invented by a ‘mad hatter.

Often times it feels as if a rabbit is
flitting around toyland exclaiming
“I'm late, I'm late for a very important
date’ and there really is “no time to
say ‘Hello, Good-bye. "

A new game of electronics wizard-
ry is coming to toy stores. Comput
ers, specifically manufactured for
youngsters, are rapidly becoming the
newest bells and whistles there. In
1983 these machines are expected to
pervade toy stores.

Already existing video-game hard-
ware manufacturers have announced
new products which will turn their
video-game systems into even more
intelligent hardware—computers.
Mattel has already unveiled its new
keyboard—the Aquarius—for the In-
tellivision. Coleco indicates a similar
product for its ColecoVision is com-
ing soon.

Ron Lipking

Additionally, toy manufacturers re-
port that they too will soon reveal
their computer systems for young-
sters. And with already established
computer manufacturers bringing
their hardware to toy stores, these
stores’ product buyers will need to
critically examine the marketplace
and develop some computer
“savvy' in order to make informed
buying decisions.

One industry observer suggests
that retailers (1) find out what their
clientele are looking for in a com-
puter. (2) Determine which systems
offer programs—software pack-
ages—to fill those needs. (3) And
then consider carrying that system or
systems with comparable software.

Unlike video-game systems where
only about five different manufactur-
ers’ systems dominated the market,
nearly 20—some report more than
50—computer manufacturers are
eyeing toyland. Such computer sys-
tems—Texas Instruments, Atari, Mat-
tel and Commodore—are already on
display at some local toy stores.

The qguestion being asked by most
retailers now is, ‘‘How, do you know
which computer system to stock?”

Computers Take Off

“When a consumer makes a bad
buying decision, he or she is out
some $300. When retailers do it, they
are out hundreds of thousands of
dollars,’ several industry spokespeo-
ple say. One spokesman concludes
that one possible solution might be
just selling software and peripheral.
items. “Toy stores may find they only
want to sell software.”

There is room for most retail out
lets to get into software or hardware
sales. With increased public demand
for computer knowledge, plummeting
hardware and software prices, and
smaller, more compact machines en-
tering the marketplace, sales on such
items will most likely continue to grow.

In 1982, the personal computer in-
dustry sales figures for the United
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With new games like EGGOMANIA, R g ; ! engaging characters and sprightly
new directions that reach out to the entire family, and : =N " musical scores.
new ideas like the consumer satisfaction guarantee, U.S. Games B ° New promotions to push the Family
assures dealer profits in 1983! Picture the U.S. GAMES plan: Series starting " with the fabulous $50,000 Name This

New marketing concepts to captivate the entire family including Game Sweepstakes that will pull new faces into your store.
younger children, their moms and dads, and big brochers too. And we still say, “You'll love our games or we'll buy them back.”
New games and bright new packaging featuring enticing graphics, You'll never be caught with egg on your face!

Family Action Games: Gopher/Squeeze Box/Eggomania/Picnic/Piece O' Cake/Raft Rider/Entombed
Action & Adventure Games: M.A.D. (Missile Attack and Defense)/Name This Game/Word Zapper/Commando Raid/Towering Inferno

¥83aMes.

U. S. Games, A subsidiary ot The Quaker Qats Company
1515 Wyatt Drive, Santa Clara, California 95054

ATARI, Video Computer System, and 2600 are trademarks of Atari, Inc. U.S. Games is not affiliated with Atari, Inc. Video Arcade® is a trademark of Sears, Roebuck & Co
@ 1982 U.S. Games Corporation
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States totaled $4.2 billion, reports
Egil Juliussen, chairman of Future
Computing, Inc., Richardson, Texas.
This figure is a doubling of last year's
sales which added up to $2.1 billion.
Worldwide, he adds, sales are at $6
billion total for 1982.

By 1986, a majority of offices, even
more homes and several school dis-
tricts will be connected to or using
computer technology. Maost young
people will be expected to have had
exposure to the technology prior to
entering the work force.

But another industry, now a multi-
million dollar one, is coming up the
pike and is expected to bring sales
totaling more than computer industry
sales. This next industry is called
software. Its total U.S. sales figures

sibility of selling applications for
home-office purposes,”’ he adds.

In the first nine months of 1982,
nearly 17 percent of Toys ‘R’ Us’
sales was in the electronics depart-
ment, the spokesman reports. How
much of these sales went to com-
puter hardware and software? The
spokesman says, cannot be deter-
mined. But in 1981, 9 percent of the
company's sales came from the elec-
tronics area.

Now, Toys ‘R’ Us boasts of being a
store that caters to a group of cus-
tomers ranging from “‘prenatal to se-
nility”" the spokesman explains.

In the meantime, toy stores are
only finding a shred of evidence that
a blurring of the purely entertainment
recreational-related hardware and

A growing concern among parents and
educators about plummeting math and

reading test scores may be contributing
to a rise in sales of educational-related
computer products.

for 1982 were at $965 million and
worldwide they were $1.2 billion,
Juliussen says.

The most pervasive use of comput-
ers today is playing video games ba-
sically because that use is virtually
the only one people can relate to, he
says. Two other important applica-
tions for computers is educational—
for teaching youngsters school sub-
jects—and personal productivity—
word processing, home budgetting,
financial spread sheets, mail lists, etc.

“The problem with computers to-
day is that people accept the tech-
nology, but they do not know which
computer to buy and what the com-
puter can do for them," he says. "l
think most people are ready to buy
the technology, they just need help
making the correct buying decision.”

Although Toys ‘R’ Us, a major toy
specialty chain, professes not to be
a computer store, it is one of the first
toylands to sell such products. Plans
to delve even deeper into high tech-
nology products have been made, a
spokesman for the chain—store op-
eration reports. "‘And | do not want to
preclude the company from the pos-
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educational-personal productivity
computers is occurring. Via 1982's
onslaught of software packages
coming onto the market, however, re-
tailers are seeing a broad range of
applications being offered.

“We still sell two different types of
products to two distinct markets.
One market being customers looking
for entertainment electronic games
and the other is those looking for ed-
ucational-related wares,' the spokes-
man says.

Generally, electronics in toyland
tend to come in two genres—educa-
tional products and merchandise for
fun and games. But it is believed, a
wealth of software packages at af-
fordable prices soon to enter the
marketplace will most likely change
the type of electronic products cus-
tomers will be asking about at toy
stores.

Educational
But for now, Texas Instruments
and Mattel Toys (not to be confused
with Mattel Electronics. Both are part
of Mattel, Inc., Hawthorne, Calif),
manufacture educational electronic

products. Both companies have
found little controversy surrounding
their products. Unlike the criticism of
video games which has left these
products less than unscathed.

Because of Texas Instruments’ and
Mattel's emphasis on educational
value, it is believed that parents
openly accept the computers. These
products are also easier to use and
to understand than regular micro-
computer products now on the mar-
ketplace, a Mattel spokesman men-
tions in passing.

Slow acceptance of computers
into the home stems from the fact
that the technology has its own lan-
guage seemingly understood only by
the under 18 crowd, one industry ob-
server says.

“When the calculator first came
out, there was all this fear that
Johnny would not learn how to add.
Now, most everyone uses a calcula-
tor’’ says Jon Campbell, spokesper-
son for the consumer group of Texas
Instruments based in Lubbock,
Texas. "What we found with the cal-
culator is that very bright children
and youngsters with math learning
problems came to depend on what
was then the new technology.”

Few parents groups or school
boards, today can be found holding
lengthy debates on the merits of cal-
culators in the classroom. In fact,
most schools require students come
to class equipped with a calculator
and most recently owning a com-
puter has become a prerequisite.

By the late 1970s, Texas Instru-
ments found that resistance to cal-
culators, then the state-of-the-art
electronics—had dissipated. Camp-
bell believes that the uproar about
calculators may have paved the way
for computers and might explain why
computers have received wider ac-
ceptance among educators.

“Texas Instruments doesn't make
products that are considered toys,”
Campbell says. '‘We make elec-
tronically based products or elec-
tronic learning aids for children.”
These learning aids include the
Speak and Spell® and the newly in-
troduced Magic Wand® Speaking
Reader.

Also TlI's 99/4A Home Computer
comes with several new educa-
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tionally based and personal produc-
tivity software packages. This
company's rapidly growing software
library offers more than 230 pro-
grams to 99/4A owners.

As a result, sales on the computer
went extremely well, Campbell de-
scribes. Although he could not reveal
specific sales figures, he did say
such strong computer sales possibly
shows that families are looking for
more than just game machines.
“There seems to be more of a push
toward developing computer literacy
beyond playing games.”

A growing concern among parents
and educators about plummeting
math and reading test scores may be
contributing to a rise in sales of edu-
cational-related computer products,
reports Bob Paltiel, director of mar-
keting/educational products, for Mat-
tel Toys.

Mattel Toys manufacturers The
Children’s Discovery System, a com-
puterized learning aid designed for
ages 6 to 11. It is a portable unit with
a multi-function keyboard, 2K mem-
ory, musical sounds and a viewing
screen. The company also manufac-
turers the Teach and Learn Com-
puter, a talking electronic system for
youngsters age 3 to 8. The TLC, as it
is called, comes with 12 learning
modules that contain readiness skills
for preschoolers as well as some
modules for early learners.

Since Mattel started shipping the
TLC in October 1981 sales have been
healthy, in fact, Paltiel reports sales
as better than good. “'One thing that
has made it such a success is the
voice. We developed a voice that is
very friendly and human sounding. It
is not synthetic sounding.”

Retailers say they are pleased with
these educational products. They
have sold a number of the units. And
in economic times of belttightening
budgets such sales are welcomed.

Generally, these educational elec-
tronic aids appeal to new parents
who are looking for products for their
children, Dave McCormick, manager
of Playhouse Toys in Dallas, finds.
“These toys are made with young-
sters in mind. But by the time they
reach 10 or 11 they don’t want to play
with educational toys or games. They
want to have fun.”
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McCormick reports that most of
his customers are looking for prod-
ucts that can expand to newer ap-
plications. They want machines that
virtually grow with the child, he adds.

Both Tl and Mattel have introduced
this year new modules and/or expan-
sion products to increase their ma-
chines applications. They hope to
appeal to a broader age range.

Recreational Electronics

“But really, what 8th grader wants
to play with a Speak And Spell type
of a toy'' comments Tom Nestor,
manager of FAO Schwarz electronic
game department. He believes that it
is the responsibility of parents to see
that their children have games with
educational value. But after the age
of 12, most youngsters play a crucial
role in buying decisions. Often times
they are looking for fun and entertain-
ment.

“Kids buy toys that look like fun.
Few even know what the toys are like.
All they know is that the product
looks good and they want it Nestor
says. ‘‘That is what goes into their

buying decision—most of the time.”

On the Saturday morning following
Thanksgiving Day, Christmas shop-
pers crowded into FAO Schwarz, a
toy store on New York's fashionable
Fifth Avenue. With its Christmas dec-
orations already intact and the sales
floor stuffed to the brim with prod-
ucts, shoppers stood around coun-
ters waiting for service.

Customers swarmed around the
Vectrex, a stand-alone, arcade ma-
chine, watching junior high schoolers
play the machine. Additionally, the
counter displaying hand-held games
was inundated with groups of par
ents and children requesting to see
computer watches, pocketsize elec-
tronic games and table-top, arcade-
like units.

This toy store, once only a seller of
exotic toys for upscale society types,
in recent years has gone through an
image change. Now it tries to appeal
to all types. “We do carry high quality
and special products, but we want to
be a store for everyone,’ says Walter
S. Reid, sales manager for the store.
“Nearly 80 percent of our products

Guide for Buying

or anyone deciding to become a seller of software and hardware, be pre-
warned—oproduct proliferation pervades. The marketplace is literally inun-
dated. A listing of all the manufacturers and their hardware lines and software
titles would most likely end up thicker than New York City's “‘Yellow. Pages.”
Here is a listing of some buying strategies buyers can use when evaluating

or making purchasing decisions.

—Skim through industry trade and consumer publications not only to find out
who is making what for which machines, but for software and hardware

reviews,

—Test out the product. Also have youngsters of the age range the product is
geared for evaluate the product. Often children give critical, honest feedback

about products.

—While youngsters evaluate products observe them. Try to determine if the:
product keeps their attention. Do they appear bored soon after using the
product? Do they appear frustrated? Ask them if they would buy it? Our would
they ask their parents to purchase the product for them? What do they like
about the product? How would they improve the product?

—Study your market to determine the products that suit your potential custom-
ers. Don't expect clients to grow into a toy. Look for items that will grow with

the client.

—Consider price closely. Can your market justify the cost of the products?
Don't underestimate a customer's willingness to spend money on quality
items. Although a product might be heavily discounted or offered at cheap
rates in guantity, ‘'you get what you pay for

—Find out what your competition is doing and keep them in mind when

choosing product.

—Finally, computer hardware and softvvare have several accessory and pe-
ripheral items on the market, which customers will want to purchase as well.

—EZ.
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cost less than $15."

The electronic games and toy de-
partment of the store is just more
than two glass counters in a far
corner on the first floor of the store's
three floors. Only recently did the
electronics section expand to a sec-
ond counter, providing some addi-
tional space. Since the electronics
products have entered the store, it
brings in more dollars than the entire
games departments combined, Nes-
tor says.

The top-selling items there during
Christmas were the video game E.T
and the Vectrex, a simulation of a
coin-op, arcade machine made by
General Consumer Electronics,
Corp., GCE, based in Santa Monica
and a division of Milton-Bradley of

plateaued. Hence, it was time to
bring out additional state-of-the-art
electronics.

“We realized customers wanted to
simulate coin-op action in their own
homes,’ says Hope Neiman, director
of marketing for GCE. “We saw a
niche in the video-game market.

“The coin-op industry is a $7 billion
industry” she adds.

An advantage to these machines
is the fact that they do not hook up to
the television set. They are also
somewhat portable and offer graph-
ics superior to those on a television.

But duplicating arcade action in
the home does come with its limita-
tions. The price of memory is high
these days. So to keep product costs
down, manufacturers are limited by

““Children will always play with clay and
wooden puzzles. Though | must admit

that | have seen 3 year olds who enjoy
playing with the Teach And Learn
Computer.”’

Springfield, Mass.

In 1983, Nestor reports, the toy
store will begin to sell computers—
most likely the Atari 400 and 800. It
is too late to pick up computers for
this year,’ he says.

State-of-the-Art Toys

It seems that while educational
electronic toys and aids basically
stay the same in design, the state-of-
the-art, electronic-fun toys and
games change as fast as woman’s
fashions. Each year a new genre
comes into being and causes sales
on last year’s top seller to drop.

Currently being test marketed is
one such new genre—the self-con-
tained, arcade-like, stand-alone ma-
chines, equipped with its own
television-like screens. The Vectrex
machine and Adventure Vision by En-
tex Industries, Inc., Compton, Calif,
are examples of such new items.

Both companies also make com-
puter watches, hand-held games
and/or electronic table-top items,
which were the state-of-the-art craze
in the late 1970s and early 1980s.
Now sales on those items have
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the amount of memory they can use.

“The size of the chip determines
the price of the product,” reports Bob
Cowell, director of engineering for
Entex. '‘As you jump from 2K mem-
ory to 4K memory or 4K to 8K and so
on, the price of the final product
nearly doubles each time. To make
the game cost effective, you must try
to get as much packed into the chip
as possible.”

By Christmas 1982, the Vectrex
machine, of which an estimated
100,000 were manufactured, was
selling well in eight test markets, San
Francisco, New York, Boston, San Di-
ego, Houston, Chicago, Los Angeles
and Philadelphia. GCE’s Neiman
says that one reason why sales have
been good is, ‘It seems like it is get
ting so expensive to do anything out
side of the home. Electronics have
become sophisticated enough that
the home is now a major entertain-
ment center”

The primary target for the Vectrex
is 10 to 17 year olds. lts secondary
target is adults. They mainly have
control over the purse strings. And
with enough nagging, parents will

eventually succumb, and buy the
product, Nieman adds.

Although the new technology
brings high volume sales and fre-
guent inventory turns, several toy re-
tailers prefer only to sell a few
electronic toys and games. Mickey
Coulton, manager of Dreams and
Things in Kansas, plans to have a
sparse selection of electronic toys in
1983. He admits, however, “My toy
store is a little different than most. We
try to sell unigue kinds of toys."

Selling electronic toys and games
has become less than a novelty
these days, several retailers find. In
1981, for example, about 1 percent of
Coulton sales was computer
watches and electronic hand-held
games. But in 1978 sales of such
products were only some 10 percent
there.

“Customers no longer have an in-
terest in hand-helds and watches.
They can buy cartridges at similar
prices and are willing to make the ini-
tial investment on a game machine,”
Coulton explains. “‘Children get
bored with the watches and hand-
helds in a couple of weeks. Usually
the items get pushed aside.”

Agreeing with Coulton is Twyla
Johnson, manager of Playworld in
Joplin, Mo. “'Sales on hand-helds and
watches were at their height about
four years ago.” Then 10 percent of
her store's sales were those items.

Now, the Intellivision and Atari
video-game products do quick in-
ventory turns there. Only 8 to 10 year
olds show interest in the hand-helds
or the watches, she observes.

Johnson has noticed that generally
older children, 11 to 17 year olds and
some adults, purchase video-game
machines. But most recently she has
heard such customers asking about
computers.

“Customers are beginning to in-
quire about more than just games,”’
she says. A renewed interest in the
educational value of products and
computers seems to be happening
there also.

Also, Nestor of FAO Schwarz is
finding the same thing. He nearly
went into shock one day when a 7-
year-old, whose nose barely came to
the top of the counter, stood on his
tip toes to ask Nestor about “‘un-
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SPEAK SOFTLY AND CARRY A
BIG STICK.

How hard is it to tell WICO
Command Control™ joysticks
from other joysticks?

Not very.

They're bigger, for one
thing. Better-looking, too.
They're also more flexible
and more accurate than other
Vic-20™ and Atari® joysticks.
And one more thing.

They sell faster. Much
faster. And they can be very
hard to find when you run out.

Unless you know about
Softsel.

Of course, you probably
already know that we're the
world’s largest distributor of
software. But here’s some-
thing you may not know.

We carry WICO. Joystick.
Joystick Deluxe. Famous
Red Ball. And adaptors to
fit every kind of personal
computer you can carry.

For perfectionists who
insist on playing things like
Centipede™ and Missile
Command.™ We even have
Trackballs.

As usual, when you order
WICO from us, you get your
hands on it right away. At a
generous discount.

And, of course, if anything
you buy from us is less than
flawless, or even less than
you expected, send it back
for replacement or credit.

With us, you'll never get
stuck with a bad stick.

Teddy Roosevelt would
have loved us.

SOFRISEL

8295 South La Cienega Blvd.,
Inglewood, CA 90301

(213) 670-9461/(800) 421-5770/
In California (800) 262-4242
TELEX: 664-484

Atari® is a registered trademark of Atari, Inc.

Vic-20™ is a trademark of Commodore Business
Machines, Inc.
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screened images.’ Additionally, he
has had 10 year olds inquiring about
RAM and ROM.

Preschool Toys

As the technology seeps deeper
into the public domain, it seems ap-
propriate to say such gadgetry ap-
peals to the 8-to-adult crowd. Will a
glut of electronic toys be developed
for preschoolers?

Kay Kuzma, associate professor
of Health Sciences at Loma Linda
University in California: “*Children will
always play with clay and wooden
puzzles. Though | must admit | have
seen 3 year olds who enjoy playing
with the Teach and Learn Computer.”

Some toy experts believe, because
of the fine motor skills involved in
using joysticks and keyboards, it is
less likely that electronics will replace,
pounding boards, blocks, rattles,
dolls, etc.

“Will video games come to replace
infant play toys? | don't think so,”’

says Frank Mannis, professor of
Psychology at the University of
Southern California in Los Angeles.
“But | must say that little research
has been done on the effects of
video games on children.”

Conclusions from the little re-
search available reveals that when-
ever an adult in a pleasant or
unpleasant manner tells a child to
play with a specified object, it de-
tracts from the child’s natural affinity
for the object. The child will no longer
want to play with the toy. But under
different conditions, that same object
may become the child’s favorite toy.
Sounds like ‘reverse psychology!

“The technology is changing the
way we (society) do certain things.
Children have an interest in comput
ers and the opportunity to learn how
to use them," he says. "By the year
2000 almost every job will be using
the new technology”

Fisher-Price Toys, with nearly 60
percent of its products geared to-

Cosmi realism
gets you involved

Gripping action will hold your interest. Challenging real situations will stir the compe-
tition in your soul. Moving color, sparkling sounds and all the excitement of an arcade
game. Equal to the best of the expensive games. Cosmi personal computer games
start at only $9.95 retail. Give up the struggle, sell the promotionally priced games.

wsmi
COSMI, 904 Silverspur Road, #402, Rolling Hills C((K\\:‘.—-)/

Estates, CA 90274 - (213) 795-9366 GAMES WORTH PLAYING
Certified Appliance Distributors. Los Angeles, CA = Leisure Industries, Ltd., Wheeling, IL + Stewart Company.
Dallas. TX = SED. Inc.. Tucker, GA - McDonald Sales Corporation, New Orleans, LA = Commtron,

DeMoines, IA = Brunswick Distributors, New York City, NY «
Services, Inc., Cheshire, CT =
City, OK =

Artec, Inc., Shelburne. VT + Acoustic Creation
Myron Nickman Company, Maple Heights. OH - Electronics World, Oklahoma
Straitine, Flushing, NY - Audio Video Supply, Livonia, Ml « Triangle Distributors, Pittsburg, PA
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ward preschoolers, makes two prod-
ucts—a talking doll and a space-ship
toy—based on chip technology, says
Larry Davis, a marketing group man-
ger at Fisher-Price. He argues that
traditional kinds of toys and play that
youngsters have naturally been
drawn to throughout the ages will al-
ways be popular.

The Quaker Oats Company, which
Fisher-Price Toys is a division of, men-
tions in its annual report, “‘Despite
relatively flat sales in fiscal 1982,
Fisher-Price Toys Division has 9 per-
cent operating income increase for
the year’’ This increase the report
says is due to the increase of the
number of women of child-bearing
age and children 5 years of age.

Similarly, Michael Katz, vice presi-
dent of corporate communications
for Coleco Industries in Hartford,
Conn., believes, "l don't think video
games have replaced toys for pre-
schoolers, but | think it has cut into
that market, somewhat.”’

He adds, "“A household has only
so much money to spend on enter-
tainment. Action games which little
boys typically play—trucks, road rac-
ing, soldiers, models, etc.—have
been replaced by video games.”

Also, Tomy, Corp., based in Car-
son, Calif,, makes electronic toys and
games. Sid Bass, vice president of
Tomy, reports that it has sold nearly
500,000 Pac-Man stand alones.
“Customers like to buy stand alones
because of their portability. You can
take them on a long trip, or to a sport-
ing event. Sometimes they are nice
mind diverters."”

But Tomy sees sales on the hand-
helds and video games possibly hit:
ting a plateau. They foresee comput-
ers for children coming down the
pike. The company already has a
computer product on the testmarket
circuit in Japan. Tomy plans to intro-
duce such a product in the United
States, as soon as the second quar-
ter of 1983. Other such machines
should be entering toyland this year
as well.

Perhaps computers in toyland is
not nearly as preposterous as a rab-
bit rushing around in an attempt to
arrive at a party on time. In the end,
Alice certainly did not think the rabbit
was an old fuddy-duddy.  + |
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RE: Why you should stock PDI Challengers

Hello.
I'm John Victor, president of Program
Design, Inc., and I'd like to tell you
six reasons why it's good business for
you to stock PDI Challenger software
for your Apple® and Atari® Computer
customers.

Yes, I'm well aware that a lot of
companies make software for these
computers. And you're well aware of
that too. Because there are so many
suppliers, choosing which programs
to stock can be as tricky as playing
FAC-MAN® with your eyes closed.

That's why it makes sense to stock a
complete core-line that you can stand
behind and push with confidence —
augmenting it with “opportunity-buys”
of shooting stars like PAC-MAN.
Here's why | think that core should
be the PDI Challengers.

1. The line sells across the whole family.
Award-winning arcade games. Pre-
school, elementary, junior-high and
high school Challengers that build
learning skills, including prereading,
reading, and math. An SAT prep
course. Apple BASIC tutorials.

Adult mind-stretchers.

2. Customer satisfaction and repeat
sales assured.

As you'll discover, PDI program
quality creates PDI customer loyalty.
Customers don't want to gamble an
“Brand X" anymore than you do.

3. It helps you sell the home computer
concept.

Talking the full PDI Challenger line
puts the arcade-orientation in a
balanced perspective with more
“serious’ (and saleable) home-
computer benefits.

4. You'll get fewer customer returns
and complaints. ;

We cut no corners. Our recording
and cassette-making standards are
the highest. Our documentation is
very user-friendly.

5. We're good people to do business with.
Our products are priced well. We ship

fast. It you have a problem, we're
available — always.

6. Your sales should grow with ours.
We've more than doubled our volume
in each of the last three years. And
with our new national consumer
advertising and promaotion program,
we expect to do still better.

Space limitations don't permit me
to give you details on our exceptional
graphics, the captivating narratives,
ad schedules and promotions, new
products on the way, and more. But

| hope I've given you enough food for
thought, so you'll strongly consider
putting the PDI Challengers center-
stage in your software presentation.

Your distributor has more infor-
mation but, if he doesn't, contact me.
I'd like to hear from you.

all e Vo lans
John Victor, President
Program Design, Inc.

Apple is a trademark ol Apple Computer Corp.

Atariis a tra 12

Atari, Inc
PAC-MAN is a trademark of Midway Manufacturing Co

Program Design, Inc. 11 Idar Court, Greenwich, CT 06830
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H I Introducing the
most advanced
computer

animation
ever created
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“They told us that graphic animation this sophisticated

] "
can'tbe done.” ;. Hefter, creator of STICKYBEAR
and world-famous author and illustrator.

lttook 212 years in testing and develop-
ment, but we've finally done it! Announcing
abreakthrough in color graphics that will
put the most advanced computer anima-
tion at your fingertips!

SEE FOR YOURSELF.

What you see on this page and on the
lively eye-catching packaging, is exactly
what you get in these four bright, bouncy
new programs developed by Optimum
Resource, Inc. and distributed by Xerox

Ay =

Educafion Publications/Weekly Reader.

Unlike other programs, where the pictures
on the packaging bear no resemblance to
the screen images, these programs deliver
precisely what's promised!

HERE’S WHAT YOU GET...

Bright, interest-grabbing packag-
ing made of durable, wipe-clean
vinyl. Easy to store...attractive to
display!

STICKYBEAR™ —the first animated
character created exclusively for
your Apple® by a popular children's
illustrator!

Hi-resolution graphics never

before seen on an Apple® And, for

the first time, shapes move freely
.over color backgrounds!

And each program is packed with
full-screen, full-color pictures!

You won't be disappointed when you see
these programs or the packaging. We
guarantee it.

STICKYBEAR and
Old Ironsides are
registered trademarks of
Optimum Resource, Inc

Look for STICKYBEAR BOP, STICKYBEAR
ABC, STICKYBEAR Numbers and 0Id Iran-
sides programs in finer computer stores
everywhere. Dealers are invited to inquire
by calling toll-free 1-800-852-5000.

If there is no store near you, Visa and
MasterCard holders may order by calling
toll-free 1-800-852-5000. Or, send a
check or money order for $39.95 for each
program, plus $2.00 for shipping and
handling (and please add state sales tax).
Mail to Xerox Education Publications/
Weekly Reader, Dept. 31-A, 245 Long Hill
Road, Middletown, CT 06457.

Apple Il and Apple Il Plus 48K 3.3 DOS

it

Apple and Apple || are registered
trademarks of Apple Computer, Inc.

Distributed by

oo L

Stickybear Bop
Three animated shooting galleries of
STICKYBEARS, ducks, planets, balloons,
more...to knock off the screen. Each round
requires more skill. FREE game, poster and
stickers. For ages 3 to 99.

By Richard Hefter. Program by Jack Rice.

Stickybear ABC
Big, full-screen full-color moving pictures,
with sound, represent each letter in the
alphabet. FREE poster, book and stickers.
Forages 3to 6.

Pictures by Richard Hefter. Program by Janie and
Steve Worthington and Spencer Howe.

Stickybear Numbers
Colorful groups of big moving objects —
trucks, ducks, planes, more—teach num-
bers, counting and simple arithmetic.
FREE poster, book and stickers.

For ages 310 6. Pictures by Richard Hefter.
Program by Janie and Steve Worthington.

PLUS,
FORTHE
WHOLE
FAMILY...

OLD IRONSIDES]
0ld Ironsides
This colorful, new 2-player naval battle
features animated sailing ships firing
broadsides at each other. Tactics include
ramming, shooting out the opponent's
ammunition and hiding in fog...while
contending with wind direction, clouds
obscuring your vision, more! FREE poster.

For ages 8 to 99.
By Richard Hefter and Jack Rice.

Xerox Education Publications

Weekly Reader

Computer Software Division
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That Amazing Ti

XBERT OLON MELLOU TOLLUS NEND TENDSELLD

By Marcia R. Golden

y the end of 1983, most major

personal computer manufactur-
ers will offer a special computer lan-
guage designed to help children
learn—called LOGO. Through and
with the computer, students create a
computer-based learning environ-
ment where the student becomes
the teacher.

Following a process of trial and er-
ror, exploration and discovery, the
student teaches the computer a vari-
ety of tasks by issuing a series of
simple commands through words or
numbers. By giving the computer ap-
propriate step-by-step instructions,
the students learn to logically orga-
nize their thoughts, in what educa-
tors hope will be a more natural
manner than traditional ‘‘rote and
drill"" methods.

Texas Instruments

Texas Instruments (TI) was the first
personal computer manufacturer to
involve itself in LOGO software devel-
opment. According to Jim Dugen, ed-
ucational marketing specialist, Tl's
involvernent goes back six or seven
years—about the same time the
company was planning to introduce
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its first computer, the Tl 99/4A.

As a group of Massachussetts In-
stitute of Technology alumni, Tl was
familiar with the work of Dr. Seymour
Papert, professor of education and
mathematics in the Institute’s Divi-
sion of Study and Research in Edu-
cation. Papert had been working on
LOGQO in mainframe computers. So Tl
entered with MIT into a joint venture.
And later, he adds, “‘Because most
universities don’t understand how
businesses work, and because you
don't sue your alma mater—pretty
soon everyone had a form of LOGO."

TI's LOGO is available on diskette
and cartridge. All else that is neces-
sary is a computer, personal expan-
sion system and memory expansion
card for 32k. The difference between
TI's software and other LOGO on the
market is as follows: According to Du-
gan, LOGO designed by Terrapin, Inc.
or for Apple computers are more
math oriented. ‘Because we wanted
young kids to be able to do a lot of
graphics and with the ‘Turtle' and
‘SPRITE, kids on our system can
develop a lot of graphic things.”

TI's LOGO carries a suggested list
of $129.95, but Dugan has seen it

Sylvia Gauden

tle Graphic

selling for $90. In the software kit, the
consumer receives a notebook with a
LOGO manual, ROM cartridge, disk
and a cassette with some LOGO
samples for young children to ex-
plore. Also included is a curriculum
guide for teachers.

In June 1982, the company intro-
duced LOGO Il, which will be avail-
able in February or March 1983. It dif-
fers from the original LOGO in that it
has an ability to play music and chil-
dren will be able to make more inter-
esting graphic productions with
SPRITE.

Apple and Tandy

Apple's LOGO is a variation of the
system MIT designed in conjunction
with Tl. Originated by a company
called Computer Systems, it differs
from TI's LOGO because it lacks Tl's
graphics chip. According to Joanne
Koltnow, product manager of edu-
cational software, the differences be-
tween various LOGO programs can
be likened to distinctions between
versions of BASIC—each has dif-
ferences peculiar to the computer for
which it was designed. "Our en-
gineering and education people de-
cided that this version (available in
disk) was the one our company
should stand behind. This is the one
we tested and chose, and we're
happy with our manuals.

Tandy's Corporation’s LOGO pack-
age for the TRS-80 color computer is
available in two forms: on diskette
and in a program pack for the 16K
color computer. Unlike most LOGO
programs, which operate in two
modes: Edit (write) or Run (execute);
Tandy’s LOGO also features a “‘doo-
dle” mode, which permits the child to
manipulate the “turtle’ by depress-
ing a single key In addition, Tandy
includes a plastic keyboard that fits
over the computer's standard con-
sole, so that children, who can't read,
can still participate—particularly in
the “‘doodle’” mode.

Tandy’s package consists of stan-
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dard LOGO commands, plus the
“doodle’ mode. Users can activate
the Hatch Command and create mul-
tiple turtles on the screen, each run-
ning a separate process.

Commodore and Atari
Commodore and Atari have yet to
introduce LOGO programs, but both
insist that product bearing their la-
bels is not far from dealer shelves.
Commodore's LOGO is still in its
final testing stages. Developed by a

company called Terrapin, it will be
very similar to the LOGO distrituted
by Apple. For use in the Commodore
64, it will also incorporate SPRITE
Graphics, enabling users to create
fairly substantial, multi-colored ob-
jects. Plus, the 64 also has a music
synthesizer, and the LOGO program
will incorporate that as well.

Atari plans to have a version of
LOGO out early in the first quarter,
which, according to John Cavalier,
president of Atari's Home Computer

about LOGO?
When will it be in stock?

appropriate response:

to writing and problem-solving.

ers are, ar will be, on the market.

Questions asked

hat's the most commonly asked guestion manufacturers are asked

Because LOGO sells so fast, said Jim Dugan, Texas instruments' educa-
tional marketing specialist, most of the guestions we receive are related to
availability. It's also been his experience at the consumer level that parents ask
the least amount of questions and educators ask the most.

“Most parents,’ he commented, “‘ask very few questions. They just feel
they need to get involved with their children's education. So when they see the
program, they just grab it and run. However with teachers, we have to go
through various learning theories, like Piaget, in our marketing of LOGO to the
educators. So for us, it is a question of working with schools and going into
their traditional teaching styles and showing them how LOGO and the com-
puter complement what they are trying to accomplish.

Still, should someone walk up to one of your sales force and ask one of your
people a guestion or two, the following guide should help you give them an

What is LOGO?

Logo is a computer language designed to help children learn. By placing the
student in the position of ‘‘teacher” and the computer in the position of
“student,;’ a person learns how to program as well as “learns to learn,” by
teaching the computer to perform various functions.

How does it work?

Students interact with the computer through LOGO using easily understood
words and numbers, Through these commands, the student gets the com-
puter to draw figures on a display screen, experiment with proportions and
even gets the computer to create movement and enact little senarios. Accord-
ing to an article appearing in MiT's November 1981 Reports on Research,
written by Robert Byers, the system "‘allows students to explore a succession
of increasingly complex operations from sketching through art to mathematics

“Students, by being required to give the computer appropriate step-by-step
instructions, learn to organize their thoughts in a logical format."

Wiil it run on my computer?

Texas Instruments, Apple, Tandy, and soon Commodore and Atari, all have
some variation of LOGO or are planning one soon. Judging by the number of
new computer entries into the personal computer market and the strong
interest in home/educational programming expressed by many software com-
panies, It is likely that more variations of LOGO, designed to fit other comput-

—M.G.

Division, will not differ substantially
from other LOGO programs already
being marketed. It will also, he
added, be only one part of many new
“personal enrichment’” programs
aimed at the ever burgeoning chil-
dren's market and beyond.

Promotions, advertising and trade
press coverage aside, is there a
place for LOGO in the classroom?

At this point, there are not enough
computers, computer-literate teach-
ers or software programming in-
stalled to really give an accurate
response. According to Barbara Du-
bitsky, education coordinator of the
Center for Children and Technology
at Bank Street College in New York
City, it is important to note that while
LOGO could be a valuable addition to
a classroom situation, it is not the be-
all-end-all educational cure-all, she
thinks the industry would have the
public believe.

Bank Street, which also runs a
school for children, has been study-
ing LOGO for about two years. Using
Apple and Texas Instruments com-
puters, the college not only develops
and tests programs for using LOGO
in the classroom, but conducts a 15-
week, three-credit course (approx-
imately 30 hours total) on LOGO and
the philosophy of using computers in
the classroom; as well as a more
generalized five-course program on
computers,

“We got involved in computer re-
search,’ Dubitsky laughs, “because
we wanted a chance to get a close
look at computers before they had
the chance to look at us. In other
areas, such as television, no one ever
looked at TV and its effect on chil-
dren until it was too late to do
anything.

“Bank Street is using computers in
the classroom for research pur-
poses. We're looking at whether chil-
dren collaborate around computers
and how they teach each other about
computers. What we've found so far
is that kids do talk with each other
about computers in meaningful ways
and have also become more task-
oriented. 1]

Marcia Golden is a New York-based
free-lance journalist specializing in mar-
keting and electronics.
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WE MAKE USING AND LEARNING ABOUT COMPUTERS FUN!

Educational Software Inc. is known worldwide
for offering a fine line of programs which show your
customers how to utilize the full power of their
ATARI™ computers. We show your customers,
beginners and experts alike, how to scroll, make
music, use character graphics, create sound
effects. . .. The list goes on and on. Each moderately
priced program comes with a friendly, fully illustrated
manual which takes your customer step by step
through the learning process.

Our MASTER MEMORY MAP, a standard
reference guide for ATARI owners, has already sold
in excess of 10,000 copies. It contains hundred’s
of memory locations with suggestions on how to
use them.

PHONE (800) 692-9520 or (408) 476-4901
4565 Cherryvale Ave., Soquel, Ca. 95073

E.S.I. PROGRAM EXCHANGE
We now have more than 20 programs written
by users. .. word processors, databases, games,
children’s learning tools, and more, all offering an
excellent value for the price.

Call us today for more information on how you
can become an Educational Software Inc. dealer.
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FROM DEALERS |,
WORLDWIDE.
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Who’s Behind Education Programs

By David Keenan

4 iBooming“ is the term to de-
scribe the educational soft-
ware market. Companies around the
country are attempting to cash in on
this boom market by producing top
quality software for both home and
school use while in a mad rush to get
products out to retailers. Software
manufacturers are predicting huge
increases in sales for 1983 and gear-
ing up for a big year
Where do these top quality educa-
tional programs come from? Who is
making them? What are the qualifica-
tions of the programmers who are
putting together educational soft-
ware? Here is what's happening be-
hind the scenes at some of
America’s educational software man-
ufacturers.

The Learning Company

The Learning Company, Portola
Valley, Calif., is a relative newcomer to
the market. Founded in 1982 by Ann
Piestrup, a Ph.D. in educational
psychology, its products won three
“‘learning computer software
awards”' It is recognized as one of
the leading innovators in the field of
educational software.
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What kind of people does the com-
pany hire as programmers? Frona
Kahn, director of field testing and
evaluation programs says: '‘The
company has programmers who are
not just coders, but are exceptionally
creative individuals as well. Program-
mers must have strong educational
backgrounds and be able to work
well in a group because the products
are the end result of team work on
the part of editors, authors and
programmers.

‘Nearly all the programmers cur-
rently working for the company hail
from strong educational back-
grounds. For example Leslie Grimm,
author of two of the company’s prod-
ucts, taught in both elementary and
preschools before hooking up with
The Learning Company. One excep-
tion to the rule here is Warren
Robinett. But he was a research as-
sistant at the University of California,
Berkeley, and he did work as a teach-
ing assistant in mathematics at the
Western Geophysical Company. Now
Robinett is responsible for software
engineering at The Learning Com-
pany.

In addition to strong educational

George Abe

backgrounds, programmers must
have created a marketable item be-
fore the company will consider them
for employment. And the Learning
Company can afford to be particular
about who they hire. Kahn reports
that she receives 20 telephone calls a
week from educators inquiring about
employment. A stack of nearly 200
resumes from potential programmers
is perched atop her desk.

Prospective programmers receive
a thorough interview process before
the company will consider them for
employment. Some of questions
asked: (1) What are some new ideas
that you have been thinking about in
terms of educational software? (2)
What are some things you would like
to do that you never have done be-
fore? (3) As a self-starter, what kinds
of things have you done to improve
your skills? (4) What new issues
come to mind when you think of the
media?

These are important questions for
programmers to have proper re-
sponses to because, according to
Kahn, programmers are given a lot of
freedom and time to create products.
Rather than being directed by the
company to produce an assigned
item, programmers are encouraged
to suggest new product ideas. Kahn
comments, "‘Here, programmers are
considered artists."”

There are basically two ways, it
seems, educational software devel-
opers hire programmers. Some com-
panies use an “‘in-house method" in
which programmers are hired on at
salary. Generally, these programmers
become part of a team of authors,
educators, designers, etc. Ideas are
brainstormed and then developed
into marketable products to be even-
tually sold at the retail level.

The other method several software
cornpanies use is the “‘outof-house
method' where free-lancers are
commissioned to write software. In-
dependent programmers author the
software and then the manufacturer
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Who’s Making Education Soft?

Accent Software, Inc. 3 Apple graphics, debugger 1012 $49.95 to $150
Palo Alto, Calif,

Advanced Operating Systems 9 Apple, TRS-80 electronics, statistics 10 to adult $24 to $200
Indianapolis, Ind. engineering, gen ed.

Atari, Inc. 21 Atari elementary, engineering, 8 to adult undecided
Sunnyvale, Calif. language, economics, typing

Broderbund 20 Apple, Atari math, gen ed, graphic 10 to adult $24 to $34

San Rafael, Calif.

Compumayx, Inc. Apple, Atari curriculum organizers, child to adult $29.95 to $195
Menlo Park, Calif, sales, accounting

Don't Ask Apple, Atari vocabulary, history, sports trivia 8 to adult $19.95 to $24.95

Los Angeles, Calif.

Edu-Ware Services, Inc. Apple, Atari language skills, spelling, preschool $20 to $50
Agoura, Calif. reading, math to adult

Esoterica Ltd. Tl, Astrocade memaory, geography, preschool $19.95 o $22.95
Warren, Ohio spelling to adult

Hartley Courseware Inc. Apple lang, arts, math, social studies 5to 10 $29.95 to $120.00

Dimendale, Mich

Insoft, Incorporated
Portland, Oregon

Apple, IBM graphics programming, 10 to adult

music, language

$29.95 to $75.00

Institute for Computers in
Jewish Life
Chicago, Il

Apple and Atari Judaism, Bible $15 to $50

L & S Computerware Apple, Atari all subject 5 to adult $49.95
Sunnyvale, Calif,

Link Systems Apple Pascal adult $54.95 to $149.94
Santa Monica, Calif.

Micro Lab Apple English, civics, art, 7to18 $30 to $150
Highland Park, IIl. curriculum planner

Milton-Bradley Co. lang., math 11 to 13
Springfield, Mass.
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Who’s Making Education Soft?

Mindware 4 Timex, Sinclair wordgames 8 to adult $15.95
Nortick, Mass.

NEC Home Electronics 6 NEC BASIC 10 to adult $70
Elk Grove Village, Ill.

Prentice-Hall Inc. 17 IBM, Atari, Apple math, art history, child to adult $24.95 to $70.00
Englewood Cliffs, N.dJ. X81 animation, english

Tandy Corp. TRS-80

Fort Worth, Texas

50 plus lang arts, math, business, preschool $39.95 to $260.00

science, history, cis to adult

Reston Publishing Co.
Reston, Va.

Apple, Atari math, art preschool $24.95 to $39.95

to adult

Silicon Valley Systems 3 Apple, Atari electronic flashcard, 3 to adult $24.95 to $40
Belmont, Calif. preschool, speed reading

Software Technology for 1 Apple lang., reading development all 175
Computers
Belmont, Mass.

Spinnaker Software 7 Atari, Apple, IBM English skills, mapping, 4 to adult $29.95 to $59,95
Cambridge, Mass. deductive reasoning

Strategic Simulations Inc. 4 Apple history, business 12 to adult $39.95 to $59.95
Mountain View, Calif.

Synergistic Software 4 Apple astronomy, biology; lang. 6 to adult $30 to $45
Renton, Wash.

Terrapin Inc. 3 Apple, Comm., LOGO 5 to adult $149.95
Cambridge, Mass. Franklin

Timex Computer Corp. 8 Timex/Sinclair math, statistics, flight simulator, 13 to adult $9.95 to $15.95
Waterbury, Conn. geography

Versa Computing, Inc. Apple, Atari social studies, English, preschool
Newbury Park, Calif, astronomy, history, geography to adult

Windcrest Software Inc. Apple, IBM, Atari, auto mechanics, geography, 13 to adult $11.95 to $24.95
Waynesboro, Penn. Sinclair, Comm., Tl, logical reasoning, analogies
TRS-80
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provides merchandising and adver-
tising support for the product.

The Learning Company uses the
in-house method. The company be-
lieves that this approach works best
for a variety of reasons: '“We find that
the creative juices really flow when
people work together in a group.”

A team of programmers, authors,
designers and educators form a
group that brainstorms new ideas.
“We'll ask ourselves questions and
probe new ideas to make sure we are
really filling a need. We try to find out,
what do kids really need? Is there re-
ally a mrket for a new idea?" Kahn
explains.

She adds: "After we develop a
prototype of an idea, we continue
with the analysis process. Are we
using the right media? Do students
accomplish the objectives? Could
they accomplish it better with pencil
and paper?”

The Learning Company finds that
by using a team approach, projects
are completed in a consistent and
thorough manner. Otherwise, it
seems projects are piecemealed to-
gether.

An in-house company

Another company that uses in-
house programmers is Milliken
Publishing, St. Louis, MO. Milliken has
been in the educational publishing
business for 22 years and making ed-
ucational software for five years.
They are currently the leading
publisher of educational software for
schools, says Bodie Marx, vice presi-
dent of communications.

The ability to work with others is
important at Milliken. Creativity is an
important part of the programmer's
skills because as Marx puts it, “we
value the fact that our programmers
have a good deal of input into
creativity and design of the pro-
gram.” Growth potential is valued be-
cause, “as we get better in our ideas
about what a good educational pack-
age is, we want they're talent and
potential to allow them to grow with
us,’ Marx says.

Notably lacking in this ideal
programmer profile is a strong edu-
cational background. Marx explains
programmers do not need a strong
educational background because
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the rest of the production team . ..
authors, editors, etc., have such
skills.

Milliken believes there are two
types of educational markets; the
home market and the school market.
Marx points out that what children
enjoy or tolerate working with at
school is not what they enjoy working
with at home. Therefore home educa-
tional programs require a slightly dif-
ferent approach in design and
programming.

“What we have attempted to do in
conjunction with our authors is to de-
velop software that is educational
above all, and games secondarily.’

Out of house companies
Spinnaker Software, Cambridge,

mers and designers have daily com-
munication. The programmers should
have an understanding of where the
designer's head is at,’ he says.
“Frankly, | don’t think you can do that
long distance.

“| don't think an author can do a
story board and ship it off to the hills
of Colorado, have a programmer pro-
gram it, and still come up with a good
product,’ Swift says. So, although
Swift operates on the free-lance prin-
ciple, programmers still must work in
a team with others to ensure a good
product.

What does Swift like to find out
about prospective programmers? ‘|
ask them about their general ideas
about programming. What they find
successful, etc. We also try to talk

‘““After we develop a prototype of an
idea, we continue with the analysis
process. Are we using the right media?

Do students accomplish the objectives?
Could they accomplish it better with

paper and pencil?”

Mass., and Sterling Swift Publishing,
Austin, Texas, use free-lance
programmers, and these companies
provide the packaging, merchandis-
ing and distribution support on an in-
house basis.

Sterling Swift, president of the
company, says he receives software
packages in all different shapes and
sizes—from completed packages to
just a glimmer of an idea. He takes
the programmers’ materials, in what
ever shape they're in, and works with
the free-lancer to develop a com-
pleted product, which eventually will
be brought to market.

“I think you get better production
out of a person if you work on a per
job basis," he explains. ““| operate un-
der the idea that a company is better
off using free-lancers. | think our soci-
ety works better using this concept.”

Swift adds: “When you work with
someone new, all kinds of new ideas
come up. Whereas when you have an
in-house situation people tend to get
set in their ways and each project
begins to look similar”

“It is very important that program-

through and look at some of the
things they have done. And | have
them actually demonstrate what their
skills are,” Swift says.

William Bowman, President of
Spinnaker has certain criteria that he
looks for in potential programmers.
He says he looks first for solid educa-
tional credentials. “Either they have
taught or a degree in education or a
mixture of both,” he says.

"Beyond educational credentials,
what we really look for is a sense of
fun. We like our programmers to have
an idea of what children like in terms
of fun and recreation and can some-
how translate it into educational soft-
ware," Bowman explains.

But fun aside, edicational creden-
tials are important. Several com-
panies report that a number of differ-
ent best selling products have been
created by programmers with strong
educational backgrounds. 4]

David Keenan studies and writes about
computer science at the Universily of
California, Santa Cruz.
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THE HISTORY OF A GAME

Advanced Dungeons & Dragons
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By Faye Zuckerman

Maybe it was the atypical South-
ern California thunder storm.

But, | couldn't sleep. Tonight we were
a three-man expedition. Tomorrow,
we didn't know. We would re-enter
the winding caverns in search of
tools and arrows we need to cross
the mountains, hack through the for-
est and get across the river. Our des-
tination was Cloudy Mountain. Our
mission, which we accepted, was to
retrieve the Crown of Kings being
guarded by winged dragons and
other monstrous beings.

Although during today's entry into
the caverns we picked up several
quivers of arrows, it still didn’t feel
safe. | won't feel comfortable until the
entire ordeal is over.

| decided to mull over in my mind,
how | came to get involved with Ad-
vanced Dungeons & Dragons and
who is behind this adventure.

When Advanced D & D by Mattel
Electronics, Hawthorne, Calif., hit
number ‘7' on the charts, it was my
editor who called for an investigation
of the game. Such an inquiry would
require only a couple of telephone
calls, | thought. | started with Mattel.

Dick Baumbush, director of mar-

50 Software Merchandising

T
N
A= o :
7 = S
T ol N

ol “‘:—-‘ /_.—?: \
T g
/
!
l
7 /
4
Vi
J
/
A
//
//
\ i i

keting for the Intellivision, provided di-
rect, to-the-point answers. “‘The
development cycle for Mattel is
lengthy and it can take on a combina-
tion of paths,” he explains. “With D &
D, we began discussions with TSR
Hobbies, Inc., in Lake Geneva, Wis.
(the originators and manufacturers of
Dungeons & Dragons). We were
aware of the game's popularity.”

Mattel was already making a table-
top and hand-held version of the
game. So the Intellivision group knew
exactly who to contact.

Talks between TSR and Mattel
went smoothly, Baumbush reveals,
although he avoided discussing spe-
cifics. ““We had many meetings with
them. But we worked with them be-
fore and knew them already.” By the
fourth quarter of 1981 both com-
panies came to a licensing agree-
ment under the name Advanced
Dungeons & Dragons.

During the nearly 12 months it took
to bring the game to market, Mattel
worked virtually independently of
TSR, occasionally updating the
Wisconsin-based company on their
progress. ‘‘They certainly had the
right to know what we were doing

Ron Lipking

and have a say in a product that
would have their name on it,” Baum-
bush adds.

In June 1982, Mattel brought a
completed version of Advanced D &
D to an east-coast game convention.
There, members of TSR's computer
programming department were al-
lowed to scrutinize the game.

According to Bruce Nesmith, man-
ager of computer games for TSR
Hobbies, Mattel's version was a job
well done. ""They have even bigger
problems with the amount of memory
than we have on the Apple. But con-
sidering their space constraints, they
did wonderful things."

Baumbush remembers how sur-
prised TSR programmers were when
they heard how much was crammed
into the cartridge. "'They were used
to doing more sophisticated games.
They were quite pleased with the
finished product.”

Nesmith explains a programmer’s
space contraints as: "It is like trying
to write a book when you only have
20 pages. No matter how hard you
try, you will always end up with a
short story”

Last October Advanced D & D for
the Intellivision was nationally dis-
tributed. And last summer TSR be-
gan shipping a D & DHike computer
game for the Apple Il Computer,
called Dungeoni®

But my investigation didn't end
with finding out some distribution
dates and an interview with a Mattel
Electronics official. | knew there was
more to D & D's story. . . .

By the time | hooked up with Deiter
Sturm, the spokesman for TSR, | had
done some background reading on
the company. | had discovered, it
took some $1,000 to start up the
company, then called Tactical Studies
Rules. E. Gary Gygax, now president
of TSR Hobbies, had resigned from
his job as an insurance underwriter to
work on the manufacturing of the first
D & D games. The first products were
packaged by the Gygax children. Not
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We Give Your Atari 400/800
Customers Something Different.

Sports Games That Come Alive!

BAJA BUGGIES™

In this hit or miss world of “me too” arcade fads,
GAMESTAR gives your Atari® Home Computer
customers something different—sports games
that come alive. With exciting, lifelike animation.
Totally involving sounds. And challenging play so
realistic, players will want to cheer.

GAMESTAR brings sports games alive
because sports are all we do. A one-of-a-kind
product line that emphasizes quality over quan-
tity. Sales stability over sales boom and bust. And
brand awareness over everything else.

STARBOWL™ FOOTBALL

GAMESTAR sports games are backed by a
marketing program that actually makes market-
ing sense. To keep your customers coming back
game after game. And help you maximize sell-
through and profits.

To find out more about the sports games that
come alive and our exciting 1983 game plan, con-
tact a GAMESTAR account executive today at
(805) 963-3487 collect. Or write: GAMESTAR,
INC. 1302 State St. Santa Barbara, CA 93101.

LS

WE BRING SPORTS ALIVE.

© 1982 GAMESTAR, INC.
All Rights Reserved

Atari and 400/800 are
Trademarks of Atari, Inc.
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until one year later had the first 1,000
games been sold.

Currently, nearly 3 million play the
game. The company has grown from
two employees in 1975 to more than
150. Its Dragon magazine, a role-play-
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ing aid published monthly, has a cir-
culation of 70,000. Hollywood has
even revealed an interest in making a
D & D movie.

In 1981 total sales were $14 million.
In 1982 the company estimates sales

at nearly $21 million.

“So what is it about this role-play
ing, fantasy game, which has such a
following?"” | asked Sturm. “It's not
like a typical board game and it is
nothing like playing cards.”

February 1983




Sturm, seemingly not surprised by
my abruptness, answered the ques-
tions via a pay phone from an East
coast airport. (He was on a press
junket and awaiting final call on a
flight to Cincinnati.) “Role playing
goes something like this; take a table
full of people. One person is the ref-
eree—the story teller or the dungecn
master. The other players pick char-
acters. One may want to be a wizard,
another may want to be an elf.

“Once all the characters are
chosen, they begin an imaginary ad-
venture. The dungeon master, who is
neutral, provides the characters with
direction as they go on a mysterious
fantasy adventure.’

Why has this game won acclaim?

“In these days of a lot of people
are doing things for us—they play
our sports for us, we watch them
sing and dance—here is a game that
provides an opportunity for us to be-
come involved.”

This is why TSR Hobbies' com-
puter game, co-authored by Nesmith
and Keith Enge, closely duplicates its
board game counterpart Dungeon by
nearly 98 percent, Nesmith explains.

Dungeon was introduced and mar-
keted immediately following the com-
pany's 15th annual game convention,
GEN CON® in Kenosha, Wis. last Au-
gust. The game's grahics, Nesmith
believes are the game's strong
points. The company hired an artist
to come in and work on the art work.

This D & D computer game in-
volves more role playing and has
captured the essence of the board
game much more closely than the
Mattel version, Sturm says. “‘But |
think Mattel has done a fabulous job.
The cartridge has great elements of
challenge and action. It is like a
chase-type game. The Mattel game
certainly has a different flavor than
the typical outerspace, shootthem-
up games.”

Sturm concludes, “our game is a
cooperative game. You don't try to
do battle with a machine or with any
of the other players.”

After | got off the telephone with
Sturm, | felt the pieces of the puzzle
were beginning to come together. |
still had some more questions, but |
didn't know who to call to get the
needed answers.
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| arrived at work later than usual
the next day. As | walked into my of-
fice, the telephone was ringing off the
hook. | threw off my coat, dropped
my briefcase and ran around the
desk to answer the phone.

It was the director of marketing for
Mattel Toys, Sharon Hartley She had
heard | was doing a story on D & D
and had some information for me.
She was on a promotional jaunt
through the United States and was
calling from a hotel room in some far
away city.

Hartley became involved with Dun-

geons and Dragons in 1980. She re-
veals that Mattel had noticed the
role-playing game was becoming a
popular American pastime. '‘We
started to pursue the idea of doing

vince children that D & D offered all
the excitement found in the board
game,’ Hartley says. "'Yet, the board
game, the video game and the table-
top-hand-held versions have enough
variance among them that consum-
ers can buy all three kinds and are
really playing three totally different
games.”

The table-top, hand-held version,
in its day, sold big. But now sales on
such items are considered soft.
Hartley admits, that sales have
dropped some. “It's mainly because
of the economy’ she adds.

“But, hand-helds and table tops on
‘name’ items—Ilike D& D, Donkey
Kong, etc.—I think will always have a
market," she believes. "It was a good
business decision to go with that li-

“It is like trying to write a book when
you only have 20 pages. No matter how

hard you try, you will always end up with

a short story.”’

an electronic game. They (TSR Hob-
bies) were receptive to the idea”

In 1980, Mattel made a licensing
agreement with TSR to make a table-
top and hand-held version of D & D.
By summer 1981, Mattel had com-
pleted both versions of the game.
Distribution started sometime during
September.

“When Mattel brings a product to
the marketplace, it starts it out in two
or three key markets, begins its ad-
vertising early and then soon after
rolls out the product for national dis-
tribution,”” Hartley describes. “With
Dungeons and Dragons, we started it
out in Chicago, Los Angeles and
New York. The advertising hit a teen-
age-child market.”

Since the game already had re-
ceived some publicity, via TSR Hob-
bies, public awareness already had
been developed. Mattel needed to
tell consumers that the electronic ver-
sion also included the role-playing,
fantasy and strategy features that
had brought overwhelming success
to the board game.

Mattel ran a series of Saturday
morning advertisements suggesting
that the game contained such at-
tributes. "'The campaign was to con-

cense. We will continue with it in
1983

| knew my investigation was nearly
complete when | hung up the tele-
phone. Hartley's information had
made the pieces to the puzzle fit to-
gether It was simply a case of two
companies entering into a business
agreement in which both companies
received fruitful ends. Mattel had the
right to use the D & D trademark and
TSR had a profitable licensing agree-
ment.

“It was a lucrative license,' An-
drew Levison, director of licensing
for TSR Hobbies, admits. Throughout
it all, both companies have main-
tained friendly relations.

My mission would not be over until
| experienced Advanced D & D. That
is how | ended up in this hut awaiting
the final confrontation with a winged
dragon. | opened my eyes to see the
sun streaming through a window
pane. The rest of my expedition had
also awaken, although I'm not sure if |
even slept at all.

It was my turn to enter the caverns
and search for the tools we needed
to get to Cloudy Mountain. | headed
toward the 'blue’ mountains hoping
to find a boat to cross the river
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Arcades Business Today

By Ed Harrison

n 1981, when a dot gobbling elec-

tronic creature named Pac-Man
sent the coin-operated video-game
industry spiraling toward unprece-
dented growth, game manufacturers,
distributors and arcade operations
were believing that the industry
would continue to reap record profits
for some time to come.

Encouraged by the public's in-
satiable fascination for these elec-
tronic quarter eaters, manufacturers
began releasing new games into the
market at rapid speeds. Distributors
eagerly bought more games sensing
the demand at the burgeoning ar-
cade level. And a lot of enterprising
businessmen, eager to get in on the
video game bandwagon after 1981's
bonanza year, opened arcades at
every available location.

It was a combination of these
developments that led to the first
warning signs in mid 1982 that all
would not bode well with the coin-
operated game industry by year end.

Simply stated, overproduction by
manufacturers, which sold 21 per-
cent more equipment in 1982 along
with oversaturation of games at the
arcade level, brought on by a 33 per-
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cent increase in the arcade segment
of the industry, combined to squeeze
the profitability out of the videc game
business at the operator level.

According to a survey by Play
Meter magazine, a coin-operated en-
tertainment trade publication, video
games averaged a weekly gross of
$140 in 1982. By the following year,
that figure dropped 22 percent to
$109 per machine. The survey re-
ported that operators had to average
$117 per week for a 10.5 month pe-
riod to break even on their video
game investment. operators, in 1982
were reporting collections of $109 per
week for 7.2 weeks,

This doesn’t necessarily mean that
America has lost its appetite for
video games. Quite the contrary.
Sales of coin-operated video games
hit record highs in 1982. According to
the Play Meter survey the number of
video games on location increased
form 780,000 in 1981 to 1.3 million in
1982. The survey further shows that
video games accounted for more
than $7.7 billion of the industry’s total
$8.9 billion gross collections in 1982.

A Gallup Youth Survey, conducted
in late 1981, found that 93 percent of

Ron Lipking

teen-agers correlating to 22 million,
play or have played electronic games
with the average teen spending $2
per day on video games.

So if manufacturers are selling
more games and the public con-
tinues to feed the games quarters,
why is the video game industry at a
crossroad? The problem is that there
is simply a proliferation of games and
an overabundance of locations com-
peting for the public’s attention and
loose change. Compounding the
problem further is an equally abun-
dant supply of “mediocre’” games
that distributors can't sell and opera-
tors can't make a profit on.

Arcade operators are now using
works like “‘cautious’ and ‘‘selec-
tive'" when describing their buying
patterns. Distributors talk of “'in-
ventory gluts™ when describing their
filled warehouses of unwanted
games. Both distributors and opera-
tors agree that the market is satu-
rated with too many games that will
never see profitability. And all seg-
ments of the industry are deeming
1983 a ‘‘shakeout’ year that will more
than likely see the disappearance of
many businesses from the industry.

If projections hold true, arcade op-
erators should see marginal in-
creases in revenues as some of the
momentum lost during the latter part
of 1982 is regained. They are optimis-
tic that the industry will stabilize once
the “fly-by-night’" operators who got
into the business to make a quick
buck are weeded out.

"“| expect the market to hold where
it is this year’' proclaims Ron Judy,
vice president of marketing at Nin-
tendo of American Inc., Seattle,
Wash. and the manufacturers of Don-
key Kong, Donkey Kong Jr and other
popular arcade games. ''The mom
and pop operators may disappear
but they will be substituted with
larger arcards. | expect a 5-10 per-
cent real growth.”

States Jerry Marcus, president of
Bally Midwest in Chicago, one of the
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largest game distributors: “Manufac-
turers without top-notch games are
gong to be in deep trouble. Distribu-
tors are going to buy the super
games. | guess we'll lose some man-
ufacturers, distributors and
operators.”

Marcus forsees 1983 to be a year
for growth for many businesses and
crucial for others. "'| see mergers, ac-
quisitions and a lot of people coming
in and out of the business.”

Says Bill Curley, vice president and
general manager of Philip Moss &
Co., a Des Moines, lowa distributor:
“We're in a replacement market right
now but | don't think video games
has become a dead issue by any
means. We've reached the saturation
point in the Midwest where the
games being sold just aren't in big
numbers like last year. Salesmen are
going to have to sell a lot harder.

“If the game is good, the demand
will be there," continues Curley. “'The
mediocre and poor games will go by
the wayside and by all right they
should. Being a replacement market
will eliminate the small manufacturer.
The stronger and more patient manu-
facturer will be putting out better
games that will last longer. Good
quality and dependability will elimi-
nate the number of games coming
out.’

Glen Kalhar, sales manager at
Dunis Distributing Corp. in Portland is
less optimistic. “From our end, the
business is leveling off and we don't
forsee any immediate pickup. A lot of
people who jumped into it late are
getting out. There will be a lot less
people and less companies as game
operators close down.”

Kalhar believes that only the oper-
ators with solid financial backing will
weather these difficult economic
times. “The main problem with being
a distributor is wondering how many
of our accounts wil still be around
and how much paper we'll have to
eat’ he says.

Adds Nintendo's Ron Judy: “Prod-
uct lines are so short lived that
whether an industry grows by 50 per-
cent or declines by 50 percent you
really can't make a prediction. In the
next 10 years, with the technology
that is coming, I'm certain we can
produce enough games to capture
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the market’s imagination.”

Judy further believes that video
games have lost some of its initial
novelty and have since been inte-
grated into the entire spectrum of en-
tertainment. “‘When the games first
came out they were a novelty’ he
says. ‘‘Now we're going back to

where they will capture a reasonable
share of the entertainment dollar |
think we can continue to keep a sig-
nificant share of the market's enter-
tainment dollar and time.

“The market is now saturated with
games in locations that offer only
games. That worked well until the
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novelty of the games wore off which
is why revenues are down. Locations
that offer other forms of entertain-
ment as well won't see their total
numbers fall," says Judy.

Walter Day, operator of Twin Galax-
ies in Ottuma, lowa and the Twin Gal-
axies International Scoreboard, the

video game industry's official record
keeper says: “It's harder having a
business like this when it seems like
everyone is opening a location or
room. It's making it harder for a loca-
tion to make money. In my region
there have been four or five open-
ings, with each one thinking they will
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States Phil lati, owner of Phil's
Family Amusement Center in
Lakewood Calif.: “'In 1981 | was able
to afford to make mistakes. Last year
| couldn't. With a bad machine (non-
moneymaker) you get burned. The
boom days are over. Now it's simply a
‘good’ business. A lot of people
spread themselves too much on
games and now can't afford to buy
the new ones.

“Trade-ins aren't worth anything
anymore. The city licensing fees are
kiling the used machine business,
bemoans lati. *And you won't see a
large proliferation of arcades be-
cause of restrictive city ordinances.
We're starting to see people bail out.
Licenses are going to be detrimen-
tal.”

lati adds that several people got
into the business based solely on
greed and with no conception of how
to successfully run an arcade. “"With
kids involved you need community
acceptance.”

“QOur revenues started dropping
last April and May,” reports Jim Jor-
dan, president of American Game &
Music Service Co. in Smyrna, GA.
“The revenues at which we're run-
nign at now | can expect for another
year or two. There's just a saturation
of equipment in the market.

“The players are burned out. The
introduction of home games hasn't
helped either. Buyers are going to be-
come a lot more selective and there
are others who will drop out of the
market.”

Steve Lipscond, president of
American Amusement in Columbia,
S.C. echoes Jordan's sentiments
stating: “'A lot of people are going to
go bust. There are too many people
in it which has saturated the market.
Of all the people in the business, |
would say that 50 percent won't be
here next year. The high volume
places are the only ones making
money and most new operators
aren't high volume,” Lipscond says.

“There's more money going into
video games now than ever before
but you have to divide it more. n

Ed Harrison is a reporter for Broadcast

Week. Prior to that he was with Games
People and before that, a senior editor
with Billboard.
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Arcades to The Home

By Phillip Missimore

t's likely that just about every en-

trepreneur in America has had the
dream within the last year of opening
his or her own arcade parlor. Shop-
ping malls throughout the nation can
be seem drawing in hordes of pre-
teen and teenage video gamers, all
willing to spend money (and the bet-
ter part of an afternoon) in their local
arcade.

The jingle of cash, mixed in with
the sound of the games themselves,
is indeed a powerful lure. And what
seems to accompany this rush of
arcade fever is the translation of
successful arcade games into both
videogame and computer formats.

But just how strong is that tie
between the arcade and the home?
Will there be a Yellow Brick Road
connecting the two, making a sure-
fire arcade winner into a similar hit at
home? Or will the two game-playing
locations drift apart, each providing a
different environment and different
games?

For Terry Kemple of The Program
Store in Washington DC, a computer
software specialty retailer, the link is
positive—and strong. "The bigger
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the game is within the arcades, the
better it will sell for us in the store,”
he explains.

Kemple adds that computer
games in his store, at least, follow a
fairly predictable pattern. “We see
the peak sales demand for a product
30 days before it’s released, and
about 60 days after it hits the mar-
ket,” he says. "'The initial build-up, the
publicity, and the expectations sur
rounding a new title make the period
Just before it's actually introduced
the best selling time," Kemple adds.

Then, he continues, after the initial
rush for the product dies down, the
product eventually reaches a sales
plateau where it often stays for an
extended period of time. While the
drop-off between peak sales volume
and long-term sales levels may be
significant, Kemple says, certain titles
will sell well for several months.

Kemple says that the arcade-home
link will remain viable for some time to
come. "The arcades are the place
where the games are tested,” he
says. That's where people try them
out.”’

For Blaine Mogil, manager of the
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Softwaire Store in West Los Angeles,
CA, the link between arcade and
home also exists. However, Mogil
feels that certain kinds of computer
games will exhibit different sales pat
terns, compared to their more volatile
arcade cousins. For Mogil, the com-
puter adventure games—such as
Wizardry by SirTech and Time Zone
by On-Line Systems—are somewhat
analogous to the turtle and the hare.
“We see a sudden surge of sales for
an arcade-styled game,’ he says,
“and then it will die. But adventure
games go on and on.”

Thus, for Mogil, the idea of a soft-
ware continuum makes sense. ‘It
could very well be that the arcades,
and arcade-styled games, make peo-
ple feel more comfortable about
using a computer’ he says. “It's like
breaking the ice. Once you use them,
you can builld up confidence, and
very often get the desire to try other,
more complex games.”

Of course, the difference in arcade
and computer game formats has al-
ready been discussed in articles and
gaming lore. Simply put, the arcade
game has all the advantages going
for it—the hardware can be op-
timized to take advantage of the
software developed for the game.
The arcade machine doesn't have to
support other games—so every de-
tail can be optimized for the game’s
overall effectiveness. Thus, the
graphics are sharper; the game can
be enhanced with more sound ef-
fects, and so forth.

The computer game, on the other
hand, must be adapted to the ma-
chine in question. Whatever graphics
capabilities are implicit in the ma-
chine's hardware, or whatever sound
capabilities the machine possesses,
are definite limitations on the game
designer who wishes to take that
optimized arcade game and fit it into
a personal computer.

The one advantage that comput
ers do have, however, is memory. The
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availability of home computers with
48K of RAM (Random Access Mem-
ory) or more makes them candidates
for more expansive, complex games
than the arcade machine or the home
video game unit. In fact, the latter's
memory limitation (2K or 3K in most
cases) is one reason why some ar-
cade games (such as Pac-Man, for
example), just don't translate as well
into the home marketplace. The
memory limits the machine’s ability
to handie all of the graphics, sound
and action of the arcade original—
and the result is something less than
the version the public was ac-
customed to from their arcade expe-
riences.

However, for certain kinds of
games—particularly the text adven-
tures mentioned above—the com-
puter is ideal. It allows for multiple
scenarios, allows the user to create
and refine characters as the game
progresses, and generally gives the
computer gamer much greater flex-
ibility. Also, the computer's added

memory, in conjunction with addi-
tional memory capacity reserved for
graphics, will hopefully allow game
designers in the future to more effec-
tively translate an arcade winner to
the computer marketplace.

But the question still remains un-
answered: will the link between the
arcades and the home continue, or
will it be severed as the computer
market grows in importance? As
seen above, the computer is not
always suited to literal transpositions
of arcade games, but /s ideal for the
kinds of games that will likely never
see the light of day in fastpaced
arcades.

The Softwaire Store's Mogil feels
the link will still exist in the future, but
not in the sense of a direct cross-over
between the two media. “We'll al-
ways see the strong arcade titles
move into the home," he explains.
“But we'll also see a separate com-
puter software market continue to
grow.”’

And, he adds, the computer mar-
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ketplace also offers creative game
designers a much wider palette of
computer colors to choose from in
either designing a new game or im-
plementing an arcade title. He points
to Frogger as one example. "“The
computer game will have versions for
the Apple, IBM, and Atari computers.
That's a pretty broad machine base.”

The Program Store's Kemple feels
that the computer offers some signif-
icant performance advantages over
either the arcades or the home video
game machine. “The real-time re-
sponse of the computer is much
better than the video game ma-
chine!' he explains. "The faster the
play, the more excitement the game
generates.

“For example, there's a game out
called Hazard Run, which is a take-off
on all the car chases you see on The
Dukes of Hazzard. You have to
dodge obstacles, jump the car over
things, and so forth. The excitement
of the game is heightened by the fact
that the computer gives you fast
action.”

The Softwaire Store's Mogil sees
another advantage to computer
games that arcades don't always
possess. “In the arcades, the idea of
play is fast turnaround—so it's more
of an idea of ‘winning' the game
rather than ‘completing’ the game.
When you look at a computer game
like Choplifter by Broderbund, for ex-
ample, the player actually has a mis-
sion to accomplish—and if the player
rescues the hostages, he wins the
game. You couldn’t have that kind of
action in an arcade game—the play
cycle would have to be much faster.
In a sense, the computer games can
be both more complex and more
satisfying, because you can have a
means of ‘ending’ the game in a very
positive manner’’

Still, the consensus seems to be
that the arcade and home gaming
worlds are not all that far apart. “The
two really go hand in hand,” Mogil
says. Adds Kemple, “there’s been a
natural progression from the arcades
to the home video game machine,
and now to the computer. That's the
way the business has gone. Anything
that's done well in the arcades is
almost certain to find its way into the
home.”
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One additional element that im-
pacts the successful translation of an
arcade game into the home com-
puter marketplace is the machine the
game runs on. Mike Darnell, manager
of the Software Concepts store in
Dallas, Texas, reports that the differ-
ing graphics capabilities of various
computer systems do impact the
eventual “look" of the arcade game
when it's up and running.

As an example, Darnell points to
Frogger. “We are a software spe-
cialty store, but we do have all the
machines in our store to demonstrate
the software. When we put up Frog-
ger on an Atari 800, for example, and
then run it side by side with an Apple
Il version of the game, there's a real
difference. People aren't as pleased
wth the Apple version.”

However, Darnell adds, turnabout
can be far play. "' Choplifteris our big-
gest seller right now' he explains.
“It's a phenomenal seller. In this case,
the Apple version is superior to the
Atari version, as far as the graphics
appeal is concerned.”’

In general, Darnell sees a tie be-
tween the application and the ma-
chine. "‘People who really are
interested only in gaming on a com-
puter are looking at the Atari, while
people with multiple uses in mind
seem to ask more for Apple
software.”

Darnell also feels very strongly that
a solid arcade game is likely to win
acceptance in the home version as
well. “Any time a new arcade title is
released, it's a big seller,’ he says. He
adds that his store’s sales curve ex-
perience with new recreational pro-
grams runs along the same lines as
most other retailers—fast sales ini-
tially, with a gradual slackening off to
a plateau that may run for several
months or more.

But, he adds, the concept of
games, and the realism and graphic
appeals available to the consumer, is
still a growth field. He points to the
IBM Personal Computer—hardly an
inexpensive machine—as an ideal
candidate for games which will carry
much greater levels of sophistication
and graphic realism than currently
seen in the home. *"When you look at
an arcade machine,” Darnell ex-
plains, "'you have to remember that it
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will have two or three different pro-
cessors in it, at least one of which will
be controlling the graphics alone.
When you have a 16-bit computer like
the IBM unit, you begin to approach
the arcades in terms of processing
power and control over the graphic
display. The ability to handle multiple

colors higher resolution in the graph-
ics, and the ability handle high-speed
graphics are all part of this capability.
Flight Simulator by Microsoft, for ex-
ample, is the kind of a game program
we'll see more of the future, games
which can take advantage of the
power of the machines,” 1]
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By Martin Polon
he death over the Thanksgiving
weekend of a Laguna Hills, Calif.

youth has added to the growing criti-

cism of electronic games and com-
puter gaming. The 16-year-old boy,
disturbed, according to some re-
ports, by gaming, left a shopping
mall arcade after distributing per-

sonal possessons to friends. Using a

hand gun, the boy committed suicide

near the arcade. This tragedy comes
on the heels of intense criticism of
electronic gaming by the Surgeon

General of the United States, C. Ever-

ett Koop, a pediatric surgeon from

Philadelphia. There is no way to

gauge the involvement of Koop or

several other recent arcade-related
deaths with the stock tumbles taken
by all the major forces in the video
game market before Christmas. Atari

(via Warner Communications), Col-

eco, Mattel and Tandy all suffered

dramatic reversals on Wall St.
Koop’s statement heralded a pin-
ball-like harrassment of the video

game business. Speaking before a

group of psychiatrists and mental

health professionals in Pittsburgh,

Koop said: "There are educational

video games, but the kind the kids
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like and the kind they are addicted to
are Martians coming in that have to
be killed ... the enemy is coming

here ... you have to zap them. Ev-
erything is eliminate, Kill, destroy.
Let's get up and do it fast. They are
into it body and soul. Their body lan-
guage is tremendous and everything
is zap the enemy. There's nothing
constructive in the games.”

Koop, assuming the role of Sur-
geon General in January, 1982, went
on at the Pittsburgh meeting about
how more and more people are be-
ginning to understand the adverse
mental and physical effects of video
games on pre-teen and teen-age chil-
dren. As to the source of these com-
plaints, Koop stated, “‘There are very
few reports about these. Most of
these have not appeared in the (med-
ical) literature, but they have ap-
peared at pediatric meetings.”

The comments of the Surgeon
General were obviously well-inten-
tioned. Less clear is the accuracy of
such statements or the understand-
ing of the total picture that video
games are a component of. It is inter-
esting to note, in an era of transition
from blue collar manufacturing to

George Abe

white collar services in computing
and telecommunications, that video
games have drawn Americans of all
ages to computers. Computers have
been a source of fear and anger for
20 vears. It is only since the advent of
the video game that people have
been challenged by and accepted
the personal computer for home and
business. 1983 could well be the year
when more computers than video
games will be sold. If the price for a
transition to an inevitable future using
computer has been video gaming,
then the video game has had good
as well as bad connotations.

The video game will serve as a
software hook, making educational
programs interesting and stimulating
competition in the schools. Com-
puter Assisted Instruction (CAl) has
validated the use of structured
games as part of the whole scheme
of electronic teaching. IBM demon-
strates just how effective such teach-
ing is in a television commercial. The
games have made computers seem
friendly to children; this may account
for the fact that in achieving com-
puter literacy, children learn more
quickly and with less fear than adults.
Much of this is difficult to prove as
empirical absolutes but it is equally
hard to prove many of the assertions
against video games.

This is not to say that the case for
video games is 100 percent in any
direction. They are a step on the path
in the use of computers. As to how
bad the effect may be, one has to
assume, as with the recent George
Gerbner study on the socio-cultural
impacts of television, that the raising
of levels of consciousness will be ac-
companied by positive as well as
negative effects.

As far as the impact of video game
violence, there are as many schools
of thought on games as there are on
television. Koop cites television in
attempting to suggest harmful ef-
fects. He compares video games to
Evel Knievel stunts shown on televi-
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The Pros Of Software

hat can the industry do to overcome the negative
perception of games by the general public and busi-
ness community? _

Exactly who created them? Is it strictly an arcade phe-
nomenon or have the negatives followed games and com-
puters into the home environment?

States Keith Schaefer, senior vice pre’:‘.ldent for mafketmg
and sales of Atari's home computer division: | think the
negatives did start in the arcades and they don’t or should
not translate into the home environment.”

Beyond games, he feels, spending time in from of the

television set with fun-oriented, educational software is in
many ways healthier than passively watching the tube.
Moreover, once kids, and adults alike, he further believes,

discover the utility of personal productivity and education, -

as well as programming, home computer software carries
no negatives.
!"The creativity aspect is very |mportant for our I|festy!e
and the continuation of our lifestyle.
“Additionally, the games teach people all abaut cemput

ers. The computer will play an increasingly more important
role in our lifestyle, whether we work or we play. We provide

that avenue for them. :
Pamcularly there are some, very mterest ing things that

you can do with both games and computers in the areas of

the handicapped. The Veterans Administration hospital out

in the Palo Alto, CA, area, near where we are located, has
used video games and entertainment software to help re-
habilitate people who are handicapped. They teach hand
and eye co-ordination: | think there are a Iot of positives
assoclated with software. Maybe, as an industry, we have_

to toot our own horns a little more about that aspect
According to Bill Grubb, president of Imagic: ‘I think
games in the home allow parents to exercise so much more
parental control. Personally, | don't believe kids should play
video games for four or five hours a day but maybe a half
an hour or an hour. That's certainly on a par with watching
the reruns of MASH or Laverne & Shirley. _
“Basically" feels Richard Hoag, worldwide sales vice
president for Mattel Electronics, “if you talk perception,

indeed, it's been in the arcade ha!l We, the manufacturers, -

have changed that perception | beheve.. And have created

more involvement in the home. A family atmosphere has
been created in the home since this is something they can
do together

“If it were not for the video games, the learning curve

-acceptance and familiarity for home computers would not

be as great as it is now.
“l don't know how to address that. | don't know that there
is a negative about video games per se. The negatives

have been associated with the video game arcade hall."

Says a retailer, Ray Daly, of the Program Store computer

'specialty store operation in the Washington, D.C. area: "lt's
been our experience that there are certain computer games

that lend themselves to participation by various members
of the family. The adventure games for example. We have

. qu;te a few customers, for example, that play them to-
~ gether as a family. This is a very positive aspect of some of

the games that are coming out.
‘'As a matter of fact, if we look at it realistically, most

_ people who buy games are adults, not kids. They buy them
_with the intent of acquiring somethmg the family can do
. together That's a real positive aspect of home computers”’

A recent issue of Video magazine suggested that video

! ;-games are being “put to work in the medical therapy and

military trasnmg fields and that innovative researchers are
finding valuable new uses for electronic games.”
It's even been suggested that a video game test of some
sort might be a reqguirement for getting a job in the future.
On the medical side, some video games are seen as

medical therapy for such conditions as stress.

The Army and Navy have even begun to use video and

-qcmpuler games to test and evaluate the performance lev-

els of certain key personnel such as fighter pilots.

A number of medical centers and hospitals around the
country, even outside the Veterans Administration Medical
Center in Palo Alto, have been experimenting with video
and computer games with respect to rehabilitating patients
who may be suffering varying degrees of brain damage.

According to Dave Arganbright, vice president and gen-
eral manager of Odyssey, "'That's why nearly one-third of

our cartridges are either education or strategy games.” The

company believes strongly in educational aspects of both
home video and computer games.
! —J.M.

sion. The issue there was the hun-
dreds of youngsters injured who
copied motorcyclist stunts. To as-
sess the real dangers of video
games, one has to establish that
there is a sense of reality and that the
decision to copy scenarios from
video games exists.

It would be easy to suggest that
there has not been any increases in
the number of frogs or chickens killed
crossing roads or ponds or that chas-
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ing gorillas has not increased and
that nobody has disappeared into
space chasing aliens. There is some
evidence of psychological distur-
bance and that prompted the Sur-
geon General to take a stand. But in
Japan, where violent television, mo-
tion pictures and a multitude of
games has existed for some 20
years, there exists no evidence of a
trend towards personal or group vio-
lence or any indication of aberrant

behavior. On the contrary, the Jap-
anese have become good at dealing
with high technology stresses

The bottom line is unclear; but it is
unclear both pro and con. While
much more evidence will be needed
to assess real impact, it seems un-
likely that the ills will outweigh the
good or that video games as we
know them today will be in their pre-
sent format long enough to allow
such an assessment. Stay tuned. H
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By Jim McCullaugh

f you can't beat them, join them!
That's not the most astute mar-
keting observation in the world, but it
may have relevance here.

After all, the music industry has
been grousing for the last two years
that arcades and home video games
have been ruining their business,
stealing entertainment dollars away.
Why not license music artists’ im-
ages to video game companies?

The smart music industry record
label executives and managers know
that video game cartridges are only
the tip of the iceberg. Downstream,
those games turn into floppy disks or
other forms of software for comput
ers. Multiply that out over a substan-
tial personal computer hardware
universe, factor in the global market,
and the royalty/dollar equation be-
gins making sense to even the most
extreme corporate dullards in the mu-
sic industry.

Of course, in the other camp are
the true “‘artistes,” those that would
never even consider having a music
artist appear (or “trashed”) in video
or computer software format. That
contingent may go the way of dino-
saur vinyl, the way things still look in
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the depressed record industry,

Enter Data Age

Along comes Data Age, a new
“young turk" video game/computer
software firm in Campbell, Calif. It sur-
prises the industry with the an-
nouncement of the "first rock 'n' roll"
video game called Journey Escape.
Not surprisingly, some of Data Age’s
key executives are former music in-
dustry executives. Robert E. Rice,
vice president of marketing. Herbert
Hershfield, vice president of sales.
Both were formerly with GRT Music.
They know a lot about music and
they know about entertainment soft-
ware marketing and merchandising.

For the uninititated retailer, Journey
is one of the biggest pop/rock music
acts in the record industry. San Fran-
cisco-based and consisting of mem-
bers Steve Perry, Neal Schon, Ross
Valory, Steve Smith and Jonathan
Cain, they have impressive ‘stats”

Consider: Six consecutive Plati-
num albums; over 15 million total al-
bums sold; over two million concert
tee-shirts sold; and a 1983 tour itiner-
ary schedule that includes 50 cities
and 110 concerts. Even in the Rea-

Ron Lipking

ganomics/music industry cavity of
1983, most of these concerts should
be SRO (standing room only.)

The game, itself, is thematic and
clever. Its name is derived from the
group’s last LP entitled “Escape,”
which sold in excess of 5 million
units. During the game, the player
goes “on tour' with the band. Obsta-
cles in the way are fan-crazed auto-
graph hounds, obnoxious papparazzi
and shifty promoters. The group de-
pends entirely on the player to get
them to the safety of the ‘scarab’
rescue vehicle before time and
money run out. Each unavoided
obstacle creates a costly time delay.

Released in early January via Atari
VCS format—and later to appear as
a Bally arcade version and on Apple
and Atari computer format software
in the latter portion of 1983, the first,
second, and possibly third and fourth
quarter marketing and cross-promo-
tional possibilities are mind-boggling.
Planned are major trade and con-
sumer magazine print ads, teenage
radio air spots, newspaper advertis-
ing allowances, billboards, spot tele-
vision and even tie-ins with MTV:
Music Television, the Warner-Amex
Satellite Entertainment Co. 24-hour
rock stereo cable television channel.

Historical background

First: the story on how the game
came into being.

“Basically speaking,’' observes
Rice, “when it comes to selling any
product, one finds out what the cus-
tomer wants. Most companies just
do a demographic where you deter-
mine the income, age bracket, etc.
We also do a psychographic, what's
going on in the heads of the kids.
Basically we talked to a lot of kids in
focus group studies. We asked them
‘what is it in life that you want?' From
that we determined what product we
make, in this case video games. We
decided how best to make a product
for them and the best way to give it
to them.
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UNUSUAL NEW SOFTWARE = = = that’s what your customers want.

Where can they buy it? From you.

Who makes it?

New from
DONT ASK

DONT ASK.

The talking
poker game

by Jerry White
for the Atari 400, 800, and 1200XL only

The makers of S.A.M., the Software Automatic Mouth, now
bring you a revolutionary talking game: POKERSAM. He
narrates every hand aloud, naming the upturned cards,
announcing the bets, and wisrecracking whenever he
gets the chance. Like a lot of poker players, he’s some-
times full of bluster and he isn't always a good sport. But
he's always a real character with a gift for gab.

Suggested retail: $24.95

Your Atari needs no separate speech synthesizer to
produce POKERSAM’s speech. It's all done with the
S.A.M. speech system, which, as you may know, is
available separately as an unlimited-vocabulary speech
synthesizer that you can access in your own programs.
POKERSAM is not a tool for creating your own computer
speech, but it contains a small module of the S.A.M.
system. This means that it has the ability to make any Atari
computer speak, without additional hardware or software!

Reagistered owners of S.A.M. for the Atari: you can obtain a lower-priced version of POKERSAM to use with your S.A.M.
disk (no speech module included). Please contact DON'T ASK for information and indicate your S.A.M. serial number.

Beat the clock! Qutsmart your friends!

_WORORACE

Kids and adults, increase your vocabulary while you
compete in this exciting word game.
3 levels of play on one disk:
® Beginner (ages 9-14) ® Regular e Challenge
2000 words and definitions
$24.95
ATARI: 32K - disk —~ BASIC APPLE: 48K — disk — APPLESOFT

Now available on cassette for the ATAR|I 400/800
$19.95
Features: Beginner’s and Intermediate WORDRACE

ATARI is a trademark of ATARI INC.

WORDRACE ACCESSORY #1
The next disk in the WORDRACE System. Use it
along with your WORDRACE disk to play:
= ® CLAIM TO FAME (600 famous people in history)
® SPORTS DERBY (600 pieces of sports trivia)
® Plus more vocabulary words
$19.95
Requires WORDRACE disk

Dealer inquiries welcome

DONT ASK

COMPUTER SOFTWARE ) ¢

2265 Westwood Blvd., Ste. B-150
Los Angeles, California 90064
(213) 397-8811

APPLE and APPLESOFT are trademarks of APPLE COMPUTER.
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MARKETIN

“Now understanding the demo-
graphics and psychographics of the
video game buyer, it became evident
that the thing that they are most in-
volved in in their life are two things,
rock 'n' roll and video games. Now,
kids playing games always project
themselves to be the person or the
thing that are moving on the game.
Think about how real it is for a kid to
project him or herself to be the com-
mander of a spaceship? Or any of
the things that they are projecting
themselves to be? It's not very real.
What is it in life that they really want
to be? For the most part, it's to be a
rock 'n' roll star,

“So, sometime in June, 1982, |
came up with the concept of a natu-
ral marriage of rock 'n’ roll and video

to have Data Age market our prod-
uct. We would love to star on that
particular piece of product. In fact,
they even had some drawings about
how the game would go. We got with
Herbie in late September and literally
came to an agreement within our first
four hour meeting. We shook hands
on it and put the attorneys together.
We put the deal together and didn't
get in the way of progress.

“We then worked with Herbie on
an almost 24-hour, around-the-clock
basis to develop the game and did
that in an astronomically short period
of time. We came up with one hell of
a good game, not just in my opinion,
but in the opinion of the professional
trade people. It features third genera-
tion, almost arcade-type graphics.

““Think about how real it is for a kid to
project him or herself to be the

commander of a space ship? What is it
in life that they really want to be? For
the most part, a rock ’n’ roll star”’

games, which would take place as
the world’s first rock 'n’ roll video
game. Then | made a selection of
about 10 or 12 rock groups that | felt
would attract most of the audience.
One group that was consistently on
the top was Journey. Very successful
and they do have a space age image
on their album jackets that says they
are into new technology. More than
that, they happen to personally be
into video games.

“We decided in June that we were
going to do the world’s first rock 'n’
roll video game. We developed the
game which, in essence, was almost
true to life . .. meaning getting from
the stage to the escape vehicle so
the group could go onto the next
concert. And as in real life, you do
have to plough your way through
groupies, photographers and other
real life obstacles. We talked with
Herbie Herbert of Nightmare, the
group’'s manager, and we dis-
covered, to our amazement, he was
right on track with us.

Absolutely right
“He said, "You are right, We'd love
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Great game play. And we have two
Journey hit singles in computer
sound on the game itself. Not entire
singles but excerpts.”

Doesn’'t that suggest ASCAP or
BMI royalty implications?

“We don't play the entire songs,
but excerpts. But even if we did, we
would pay them their 2 cents per unit
royalty. There’s no big deal there.

“We think, putting it all together,
and with the marketing plans we
have in mind, it's the most substan-
tial marketing program to date in the
software industry. Beginning in Janu-
ary 1983, we rolled out $4.5-million of
advertising. All the typical stuff, radio,
tv ... so on and so forth.

“And we'll do a very good job mar-
keting our product. But where the
real key comes in is when the group
goes on tour, beginning March 15,
1983. The new album is coming out in
mid-February. They go on tour, 100
concerts, two concerts per city,
standing room only.

“We'll go aggressively into each
market. Take L.A. as an example.
We'll inundate that particular market
with promotions. We'll be on radio

and tv. We will be doing a lot of heavy
in-store promotion.

“We're going to have contests run-
ning prior to the actual concert and
the contest will involve kids. The win-
ners will receive such prizes as a free
LP, a free video game, a Journey teé-
shirt and autographed photographs.
We may be doing some in-store
things where the Journey members
will sign Journey LPs and Journey
video games. The old-fashioned au-
tograph party.

“We'll give away backstage
passes to meet the group ... give
away free tickets to see the concerts.
You can’t ‘get’ tickets. They are like
gold. All that sizzle kind of stuff.”

What about a record retailer offer-
ing $1 off on the Journey LP or the
video game if a customer buys both?

“Of course,” Rice points out,
“that’s a natural situation for any rec-
ord retailer who would want to do
that. It's an obvious tie-in that would
really work well. The record dealer
needs something to get traffic into
the stores.

Opening more record doors

“Overall, here's what it offers.
Here's a distributor, sitting in Chi-
cago, or wherever. He's been knock-
ing on the doors of the record
retailers to get into games for awhile.
Now, all of a sudden, the Journey/
Escape LP comes along and the
dealer orders 50 or 100 copies of the
new album. Now, it's ludicrous for a
customer to walk into a record store
and say ‘hey, give me the new Jour-
ney LP’ without the record retailer
adding 'by the way (through point-of-
purchase or whatever) here's the
new Journey video game.

It's the same target audience, the
same loyal fan wheo's going to buy
that game also. So the distributor
should be knocking on that record
retail door and be saying ‘| know you
have been thinking about getting into
the video game business. Now you
got to get into it with Journey Es-
cape. There's no way you ought to
be in the video game business with
one cart. Tell you what . .. let's start
you out with E.T, Pitfall, Journey/Es-
cape and maybe one or two other
carts. So the customer walks in and
buys the Journey LP and video
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game. Then the clerk can say ‘by the
way, we have these other ‘hit’ titles.
Give him a Top Five or 10.

“I've been asked if that's going to
hurt the record business. You have
got to be kidding! I'm giving the re-
cord retailer new business. New dol-
lars from the identical customer. And
I'm opening up distribution for the
rest of the video game business.”

Will this be the first in a whole se-
ries of rock video/computer games
from Data Age?

“Honestly, it's a wait and see atti-
tude, but by the same token it isn't. |
don’t see how this thing won't be a
success. It's so obvious. To nurture

the appetite and not feed it would be
ridiculous. Yes, | think we’ll be coming
out with a top-notch line of rock 'n’
roll video games.

“Here we are, driving over to see
Herbie Herbert and Nightmare and |
have my crew of people with me in
the car and we're thinking about
what we are going to say and do.
And we're all pumped up to make
one hell of a pitch to this guy. So we
talk for 20 minutes, trying to convince
him that he should do it and why
Data Age was the right company to
do it with. For the next three and a
half hours we listened to him! He
wanted to go with Data Age. I've

never seen anything like that happen
before. He was so sold on it. All we
had to do was shut up. And at the
end of it we say 'is it a deal?' and he
says 'ves. We shake hands and go
straight ahead.”

One would assume that the first
rock 'n' roll video game would come
up from one of the giant software
firms with video software divisions.
Examples: Atari with their Warner
Bros./Elektra/Atlantic Records corpo-
rate family connection. Or Thorn/EMI
with its Capitol Records tie-in. Or
even CBS? After all, Journey records
for the CBS label and CBS has a
newly formed video game and com-

-;“Thunder Hoad" comg}'a. _
_.'.:MISTAI_(EN IDENTI‘!’WK]_  Car
el t :

' ﬂysng.‘debns from a hydrogen
e has gone bonkers lt started in

elson and Wa on Jenmngs
_}f_a,_Rabbitt‘s "step-*‘by st:e‘p' :

February 1983

Software Merchandising 67




Short Day’s Journey Into Video
Iﬂ many respects, the mega-Platinum pop/rock band Jour  audio and video, mostly software, but some hardware as
ney may have been the best candidate to debut on video  well, the opportunity to cross merchandise these things will
_game format. According to Herbie Herbert, the group’s San  also grow. You already have two of the major distributors,
. Francisco, Calif. manager, the band owns a number of MCA and WEA, both distributing audio disks and tapes,
~ stand-up, vintage arcade games. Moreover, they take them videodisks, videocassettes and video games to the same
_on the road with them and even ask promoters in certain place. Consumers have traditionally selected, in all the re-

cities to have several in the dressing rooms both prior to cent polls that have been taken over the last five years. that
and after the concert experiences. Herbert. one of the mu- they are mast likely to purchase their software(s) in a record

sie industry’s most acknowledged, forward- Iooklng manag- | store or the record section of a department store. Normally,
ers believes the Journey/Escape game will be a boom to  those record merchandisers have done the best job in mar-
'1he record mdustry keting software rather than the traditional hardware outlets,
“Of course,” says Herbert, "'l was just talkmg 10 amajor  'The recent Sony video 45s are the most recent exam-
record retailer the other day, and they were telilng me that ples. They are going to actually sell the video clip that was
video games were 12% of their overall volume. . . originally intended to be the promotional clip to sell the
“| think the Journey game will increase the penetration of album. There may or may not be a video version of that
video games into record retailers, : album but the content is basically conceived to sell more
“Journey'" he continues, "has been such a profitable  LPs and cassettes.
item for record retailers for so many years but [ think the "Take the new Jim Henson movie, “‘The Dark Crystal‘

real penetration that has yet to be pioneered is into the understand the music is excellent so there should be an
major distributors. After the initial press, one major rackjob- excellent soundtrack. And simultaneously there is the re-
ber called me, who went Platinum on 'Escape’ by himself. lease of a 'Dark Crystal’ computer game for the Apple Il

He sees this Journey game and says 'm not in the video  The cross marketing possibilities are mind-boggling.

game business but maybe it's time | got into the video © “But again, let me re-emphasize. A name alone won't sell
game-business. If this game is as .good to me as your rec- the video game or the computer game, It has to be there.

ords! "Hey, that's very important”  The new Journey LP Like a record, it's got to be in the grooves. Chrysalis found

 will be in stores at the beginning of the year that out on its last Blondie LP.
What does the record industry think about the hoopla “Given a solid link between the album and the game, it
surrounding the Journey/Escape game? works. Some of the Alan Parsons concept albums lend

‘Says Steve Traiman, executive director of the Recording  themselves to video game or computer software entertain-
Industry Assn. of America (RIAA), “Of course, they are not ment translation.”

exactly the first. Don't forget the KISS and Elton John pin- Is the RIAA any closer to cerhfymg video games’?
ball machines, but yes this is a new approach technology- Reahstfcaly, answers Traiman, ‘‘there's no real way to
wise. | think. given the fact that concept albums are still certify game cartridges. You eat what you buy. There are no

being produced, there is no reason why not if appropriate, returns. The numbers are ridiculous. Shipping a million is
that there shouldn't be a video game or computer game. nothing, The cost and economics are unbelievable. And
But | think there has to be a solid link between the album  now there are so many new titles and so few hits that
‘and the video game. You can't just put a group’s name on a people are going to spend $30- -$40 for. | can see why the
video game and have it tied to an album. It has to be industry is having a problem. At least with an album, if the

intelligently done and well-coordinated.  first single doesn’t make it, you can come out with a second
“Any thing that helps cross-merchandise audio and o third single. But if that game doesn 't make it the first time

video is positive. We've seen some of it and hopefully we'll  out of the box, forget it. You can write it off.

see more of it. It began to happen with the album sound-  ‘‘Combine that with interactive cable such as the

tracks and the hit movies. Particularly with ‘Grease’ and  'Games Channel’’ where you can test it at home, those

‘Saturday Night Fever' There have been a number of Gold  retailers who are renting games, and those smart software
and Platinum certifications in the past several years that stores that have devices which can enable you to sample
have reached those levels because of the cross promo- the game in-store, buyers are going to be much more selec:
tional tie-ins. And you are going to see the videocassette tive when it comes to buying video games. The industry is
and videodisk counterparts. | think we are moving towards  being fueled obviously by the number of new machines.
an audio/video recording industry which is actualty mer But that is not healthy growth. Just as in VCRs. The geo-
chandising both the audio and video media. = metric increase in the number of VCR households is what
“The obvious thing that's happening with the advent Qf fueled the pre-recorded videocassette sales, All of a sud-
the Compact Disk, now apparently reinforced by the recent  den, sales are leveling off and the per unit purchase of
Sony/CBS agreement that will launch the Compact Disk  video casseltes just were never there. What is it? Two per
here early in 1983, is that consumers will soon have the = owner? The bottom fell out. Then there was the rental situa-
opportunity to get a super fidelity digital audio disk for the  tion. | see the same thing with video games. This is what's
audio track, and for a relatively few more dollars, the video really impacting sales and profits. Sure, they are selling like
dimension on videodisk or pre-recorded videocassette. wildfire, relatively speaking, but there's a lot more to
And assuming it's convertible to game format, ‘bring the  choose from. Home computer software to be utilized in the
videe game home. With more and more traditional record _ household and other types of computer software are going

retailers openmg home entertainment centers to sell both  to cut into the cart business as well’ :
: o : —JM
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software so fast-moving,
you'll call it “fastware”!

CBS |
Software |

Now you can profit fast from a whole
new line of computer software—a line so
fast-moving, so fast-action, so fast-learning
and so fast-helping—you'll be calling it
“fastware”!

CBS Software is fast-moving because
it’s from CBS Inc. That means we'll support it
with all the resources you'd expect from a
company with our marketing expertise.

As further proof, look at our opening enter-
tainment line-up:

Fast-action games like K-RAZY ANTIKS™
K-RAZY KRITTERS™ K-STAR PATROL™ and
K-RAZY SHOOT-OUT™ are available now.

(Programs are available now as ROM
cartridges for Atari® 400™ and 800™ computers,
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Introducing CBS Software.
The new, full line of computer

with other
formats to follow. W

K-RAZY ANTIKS and K-STAR PATROL will
also be available for the Commodore VIC-20™
in March 1983.)

FASTBREAKING NEWS! Two new games
—BOULDERS AND BOMBS™ and MOUNTAIN
KING™ —and one new educational math game
—TIME TRIALS™ —are heading the list of our
new Spring 1983 releases. Make sure you stock
up on these exciting programs. And, watch for
more education, enrichment, entertainment
and home management programs coming soon!

Now, if you're fast-thinking, you'll realize
CBS Software is a quality line that’s going to
take off fast.

And that means profits for you. Fast.

So call Marty Schwartz at (212) 481-6463
for your nearest distributor. Fast!

CBS
Software

A Unit of CBS Inc., 41 Madison Ave., New York, N'Y 10010.

© CBS Inc. 1983, *VIC-20" is a trademark of Commodore Business Machines, Inc. "Atari,” “Atan 400." and *Atari 800" are trademarks of Atan, Inc.
“K-RAZY ANTIKS,” “K-RAZY KRITTERS," “K-STAR PATROL" and “K-RAZY SHOOTOUT" are trademarks of Kay Enterprises Co.



puter software arm.

Says Herbert: ‘‘Yeah, that would
have meant 15 attorneys meeting
from both sides.”

Will it be available in multi-format
software?

“Absolutely,” answers Rice, “It will
be compatible with the gaming and
computer machines as they grow. |
don't mean to overblow what we've
done but | think what we have cre-
ated here is a true classic of its
genre. It's like Chuck Berry’s "“Sweet
Little Sixteen” and all that early-on
music. | think we have the oppor-
tunity to make it a classic.

“Normally, on video games and
records you have a sales curve that's
maybe 60 days long. We're going to
pump this out in January and Febru-

sort exists in the video game or com-

puter software business.

But ... “One of the goals of this
company is to create the exposure
medium for this business. In es-
sence, develop what the radio sta-
tion is to the record business. We
have several goals. One has already
been achieved with the first rock 'n’
roll video game. | won't say anymore
than that. We may do it. We've got
some thought along those lines.

“We have been approached by
many of those interactive cable peo-
ple and some of them, like the
Games Channel in L.A., seem like
they are pretty close to being a radio
station for video games.

“Let's face it, it's a very in and out
thing, just like the record business.

“I’'ve been asked if this is going to hurt
the record business. You’ve got to be
kidding? I’m giving the record retailer

new business. New dollars from the
identical customer. And I’m opening up
distribution for the rest of the vudeo

game business.”’

ary and March and then comes the
tour. Then we'll market it all during the
tour. To borrow a record industry ex-
pression, we intend to really ‘work’
this product for quite a while.”

The company is looking at six
games in 1983 for its release pattern.

“But we all want them to be of the
magnitude of this release,’ states
Rice. “This is a ‘hits’ industry too.
That's not a new statement. But we
want to take a piece of product but
give it more than a great title. All that
does is call attention to it. You've got
to have a great game and you've got
to work the hell out of it

Or to bend another music industry
expression. It's got to be in the
‘grooves’ of the microchips.

“We want to release product that
not only lends itself to this broad-
based national marketing but market
by market,” observes Rice.

One obstacle that Rice acknowl-
edges, unlike the record industry,
where you have radio as an exposure
medium for records, nothing of that
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What's in vogue or hot today is cold
and stiff tomorrow. That lends itself,
though, to the identical marketing dy-
namics. Then you have the identical
target audience with the identical
psychographs.”

Remembers J. Ray Dettling, vice
president of program development:
“In June 1982, Bob had the idea of
someone combining rock 'n’ roll and
video games since they have the
same target audience. We had no
idea exactly how to do that until we
brainstormed a little bit and we came
up with several ideas about applying
a rock 'n’ roll theme to a video game.
One of the ideas was the approach
we took with Journey. Basically get-
ting a group through groupies, road-
ies and promoters and that kind of
thing. At that time we didn't know
who we were going to team up with,
so we hired a consultant to look into
some of the top groups. Who would
we really want to tie in with? It turned
out that Journey was it and, they
were also near us in San Francisco.

That was a lucky break. We ended up
getting together with Journey some-
time in September. They were inter-
ested and the amazing, story-book
thing that happened was we pre-
pared for the meeting for several
days, discussing our presentation
and exactly how we were going to
present it.

Because we are a start up com-
pany, why should they choose us as
opposed to Atari and some of the
other big outfits.? *'Our presentations
were all polished up, we went up
there and spoke for about 20 minutes
and Herbie Herbert also had a pre-
sentation for us because he was ex-
cited about the prospect. He spoke
for three hours.

“He not only talked for three hours
but he had a story board ready. It
was a very short concept, a one pic-
ture kind of thing, and Jim Welch,
who is the management company’s
creative director had a game con-
cept along one of the lines we were
thinking about back in June. So
that's how the promoter came into
the game and some of the other
characters that we have in our game,
thanks to Jim Welch. We were com-
ing up one side of the mountain, they
were coming up the other side of the
mountain and we both met at the
top. There was nothing to discuss in
a way. We left the meeting and they
told us later that they jumped for joy.
We had that same euphoria as we
left the meeting.”

On the development side, Dettling
adds that Data Age had a game un-
der development that incorporated
some of the play action the Night-
mare people, particularly Jim Welch
had in mind. The game in its final ver-
sion, Dettling points out, was the re-
sult of the synergy among Herbert,
Welch, Rich and Dettling.

Even the business side of the deal
was handled smoothly, remembers
Dettling. "'Obviously,” he says, “Jour-
ney gets a royalty on the game but
we threw out some numbers that
were acceptable. Bob Rich and Her-
bie Herbert got up and shook hands
and agreed that each of us would
have legal people talk but we would
make it smooth and simple. The gen-
tleman’'s agreement on the business
end was handled in that meeting.” B
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Why you’ll almost always
find it’s better to use
a distributor instead of
the source. ..

Because without a distributor, you have to 4. It all means more profit potential.
deal with the whole herd...the hard way. Availability, quick delivery and support. And

Software Distributors offers numerous reduced-
price specials each month on popular packages.
Sure it’s an incentive. Take advantage of it.

That's why, with just one phone call, you can
add a whole new and easier way of software
merchandising to your operations.

1. Depend on availability.

The convenience of one phone call to Software
Distributors gets you every software package
you want. Over 3,000 titles for more than 50
machines (don't hold us to this—it's growing

each month).
Try Software Distributors. Call for a copy of

Business. Recreation. I—;ducatlon. U.tllltI'eS. our monthly catalog: 1-800-421-0814 (in
One toll-free call, one shipment, one invoice. .. California: 1-800-252-4025).

no aggravation. Knowing where you can get it
makes things a lot easier for you.

2. Depend on quick delivery.

No matter what quantity, get product when
you need it. Software Distributors ships your
order within 48 hours. In any combination.

3. Plusthe best support available across the board. I *

Software Distributors is specially set up with a ey
complete technical staff and virtually all hard- SOFTWARE DISTRIBUTORS
ware to provide immediate answers to your 10023 West Jefferson Blvd.

questions...for every package we sell. Culver City, CA 90230
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You don’'t need the entire herd when an old-
fashioned, service oriented distributor just
makes more sense.




Rentals: Helping Or Hurting Sales?

By Wolf Schneider

o rent or not to rent?

Response from manufacturers,
retailers, and distributors reveals that
the splits in opinion regarding
rental of video games and computer
software are as fractured as the mar-
ketplace itself as we rush into 1983.
The concerns are varied, and at
many companies, the verdict—or offi-
cial policy—is not yet in.

The biggest concern? Is it legal?
Will it enhance profits? Who else is
doing it? Is the merchandising of
video games and computer software
more like the record/cassette indus-
try, where rentals hurt, or does it
more closely resemble the movie vid-
eocassette field where rental is
bread-and-butter? The jury is out on
this issue, as we examine the evi-
dence.

The manufacturers are not of a like
mind on this subject. While at first
though it might seem that they'd be
dead opposed to end users access-
ing their programs for a mere dollar or
two when the retail price is at least 30
to 40 times that amount, the official
policy sometimes becomes a matter
of pride, or ego. After all, how does it
reflect upon the company's program-
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ming efforts if after a 24-hour period
the consumer either masters the
game (or program), or is so disillu-
sioned with it that they return it, never
to desire it again? Who amongst us
would admit to a little one-day tryout
being a major threat? Not Datasoft,
Inc., nor Activision, Inc., nor Atari, nor
Mattel Electronics, nor 20th Century
Fox Video Games, nor Data Age.

Not to say that these major manu-
facturers all wholeheartedly endorse
the practice either.

Feels strongly

“We feel strongly,' says Activi-
sion's product publicity manager Jan
Martin-Risk, “that unlike the movie
rental business, video games are not
something you would be satisfied
seeing just once and then returning.
Video games are not just a fad; peo-
ple enjoy playing them over and over
again, and bettering themselves at
them.

“With the rental system, they'd
spend a lot of money on rental fees
trying to improve themselves. At Ac-
tivision we're not opposed to rental,
but we feel that people will get frus-
trated renting and will want to

Sylvia Gauden

purchase the games. Although we
do not encourage rental, we do see it
as a feasible vehicle for end users to
try out the games before buying
them. We predict that the rental trend
will increase in 1983, perhaps drop-
ping off in the latter part of the year

Pluses and minuses

Al Pepper, vice president of market:
ing for 20th Century Fox Video
Games Saratoga, Calif., expresses a
similar, but somewhat more negative
line of reasoning. “There are some
real positives to rental” he com-
ments, “'if the consumers get a
chance to play the games and find
out that they're fun, they may buy
them. As a manufacturer, | feel that
the more people exposed to a good
game, the more that will buy that
game. On the negative side, though,
this whole market has been formed
on the basis of consumer purchasing
and the profits are just not as high in
rentals. It's like the record business,
the money is in buying and keeping.

“| think a certain percent of the
market isn't going to buy until they
experience a product, but | don't
think rental is going to really catch
on. Imagine renting a Monopoly
game for the weekend? It just
doesn’t make sense on a widespread
basis, the way movie rentals do. |
think there's a real financial disincen-
tive to it.”

At Mattel Electronics, the official
statement, expressed by public rela-
tions manager Charlene Margaritas,
who straddles the issue quite evenly:

There’s a difference

“We believe that video-game rent-
als differ from movie rentals. With
movies, you see it once and you're
satisfied. Well, one use of a video
game may not fulfill the needs of the
users. It takes a long time to become
proficient at M-Network or Intellivision
games. However, rental is a way to
expose consumers to a taste of the
game before purchasing it. So, we're
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How to cleanup
on personal computers.

Once upon a time, computers were
big and expensive, and had to be kept in
special rooms because they stopped
working whenever they got dirty.

Since then, almost everything has
changed.

Today, computers are a lot smaller, a
lot cheaper, and they’ve long since come
out of the closet.

But one thing hasn’t changed.

Computers still stop working when
they get dirty.

So Softsel has PerfectData.”

An ounce of prevention.
PerfectData computer care products
are designed to keep your customer’s

computers from strangling on
smoke and dust. Or on things like
oxide particles that are too
small to see, but big enough to
make a read/write head stop
reading and writing.

There’s a PerfectData prod-
uct to clean everything that can
get dirty on a computer. From
disk drives to daisy wheels.

A pound of profits.

And Softsel has them all. All at
nice, big discounts. With quan-
tity discounts on top of those.

Just like we do on over
2500 other products from over
200 publishers.

And here’s something
else we do for you. Give you money back.
In fact, our 3% dealer co-op program,
on PerfectData and other eligible pro-
ducts, can pay for up to 100% of your
media costs.

And that can add up to a tidy little sum.

S0 rlSsl

The number one source for software.
In the world.

8295 South La Cienega Blvd., Inglewood, CA 90301
(213) 670-9461/(800) 421-5770
In California (800) 262-4242 TELEX: 664-484

Los Angeles/San Jose/Chicago/Dallas/Boston/Fairfield, N.J./ Tampa/London

CIRCLE #129 ON READER SERVICE CARD



neither for or against it at this point.”

At Atari, Sunnyvale, Calif., the sen-
timent is the same. According to
spokesperson Michelle McDevit, *“We
don't mind rental of video games be-
cause we feel confident that after
consumers rent them, they'll want to
buy them.”

Representing an even more posi-
tive point of view is Bob Rice, vice
president of marketing—Data Age,
Inc., Campbell, Calif., who boldly
states: “l think it shows aggressive-
ness on the part of the retailer to cap-
italize on and expose video games to
consumers through rental programs.
Generally speaking, it's an excellent
way of merchandising video games,
and | endorse it.

“In my personal experience, when

problem. Scott Llewellyn, director of
marketing and sales, says, "“"We've
never really been confronted with it.
It's tough to say. It may be a violation
of the licensing agreement. For one
thing, there’s a problem with royalties
to writers, similar to problems that
arise with the rental of records. No-
body we're dealing with is doing it, so
we haven't developed any policies
yet.

Llewellyn predicts that the rental of
computer software will become less
of an issue in 1983 as more competi-
tors enter the marketplace, causing
severe price erosion. “Instead of in-
vesting $50 to $100,” he suggests,
“you're going to be looking at $29 or
possibly less for a good computer
game.

“It’s not our business to tell the retailer
what to do. From our perspective, our

focus and expectation is on the
traditional method of selling software.”

you stop by to play a video game at
the stores, you feel intimidated by the
lines of people. | think being able to
take the game home and play it for
the weekend is an excellent idea. If a
person can become proficient at the
game in just three days then the
game is not that good. In that time
period it should only entice the player.

“Our signature line on our games
is 'Up To Now You've Had It Easy
Data Age games are hard. For $31.95
the end user shouldn’'t become
bored with it over a weekend. It would
be a rip-off. The game should offer
enough challenge that the person
who rents it will be encouraged to
buy it and master it."

Rice furthermore is not reluctant to
comment on the thorny issue of le-
gality: “'Rental of video games is not
in violation of licensing agreements
like computer software may be, be-
cause the video games are in inte-
grated circuits, not floppy disks, and
they can't be duplicated.”’

At the retail level
Computer software manufacturer
Datasoft Inc. Chatsworth, Calif., is
somewhat more hesitant to issue an
official policy on the sticky legality
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Datasoft is also experimenting with
a brand new merchandising method
whereby end users can play games
through a cable channel and the
company gets paid a royalty every-
time someone plays a game.

Bruce Cummings, director of cor
porate marketing at Softsel Com-
puter Products Inc., Inglewood, Calif.,
is reticent to take a position on the
rental issue. He says, "lt's not our
business to tell the retailer what to
do." Admitting, “From our perspec-
tive, our focus and expectation is on
the traditional method of selling soft-
ware.”

On the retall level, the controversy
is brewing hot and heavy. Computer
software dealer Bob Meyer, owner of
two Soft Byte stores in Los Angeles,
wouldn’t even consider rental.

“We whouldn't even want to get
involved it,” he says. "It might violate
our licensing agreements. It would, in
fact, be multiple sales. Those com-
panies who are viclating their agree-
ments are in lawsuits, and the
manufacturers are winning.”

Located in Los Angeles’ Century
City shopping mall, record-tape-
video game-videodisk—and com-
puter software dealer, Nickelodeon,

does an estimated 3 percent of its
business in videocassette movie rent-
als.

Asked if they've got any plans to
rent video games or computer soft
ware, video merchandise manager
Chaz Austin replies, “Only in our
nightmares.”

Steering clear of rentals?

“It’s just not a clean way to do
business. Other stores are using it as
a leader to bring in traffic. They
nickel-and-dime it and the customers
end up with inferior products. Sec-
ond-hand clothing, OK, but second-
hand electronics, | don't like it. Our
efforts will be in the direction of forc-
ing the studios to lower their prices.”

Joel Gilgoff, owner of four
G.AM.E.S. stores, in Southern Cal-
ifornia, says that although he rents
arcade games, he would not con-
sider renting home video games or
computer software. His reasons?
The copying problem, the paperwork
hassle and minimal profits.

On the nation’s other coast, Ray
Daly's Program Store, with branches
in Washington, D.C., Baltimore, and
Columbus, Ohio, is also staying clear
of software rental, as is the Licorice
Pizza record and video game chain,
with 32 stores throughout Southern
California. General merchandise and
video buyer manager Mike Brown
feels that, “Video games are mostly
a hit business and we’ll always sell
the hits in our stores.”

On the other hand, some retailers,
while not jumping on the rental band-
wagon just yet, are considering the
idea. Cheryl Stern, executive vice
president of the Game Keeper, with
14 locations in California, Arizona,
Utah, and Nevada, and one of the
pioneers in the adult game market,
sells video games and hardware as
well as computer software and hard-
ware. She is thinking about test mar-
keting the rental of video games and
computer software in some of her
stores this year.

She hopes for increased revenues
and decreased needs for massive
store inventories.

Jim Chamberlin, president of COG
Enterprises, doing business as Pro-
grams Unlimited (the Southern Cal-
ifornia franchise of the New York
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operation), has also weighed the ad-
vantages of renting computer soft
ware, but has concluded that a
rental/purchase program for com-
puter hardware is more profitable.
Jim Lahn, president of a video
franchising company—Video
Crossroads—with 20 stores in Ne-
vada and California, tried renting
video games through a game club in
1981. Two years later, he's decided
against it, finding the rack-jobbing of
the top 25 cartridges more lucrative.

A rental success

You wonder, is anyone making
money on software rental, then?
Most definitely, yes. Take Ron
Berger's National Video with a whop-
ping 230 franchise outlets throughout
the United States and Canada where
video games have been renting for
two years now. In Berger's opinion,
“Rental encourages sales tremen-
dously. The number of cartridges
have proliferated and the typical con-
sumer can't keep up with it. The con-
sumer has no way to tell what the
games are about, especially since so
many games today are not modeled
after arcade games. | find that con-
sumers are reluctant to buy games
without trying them out.

“It's difficult to understand how
some suppliers can say their sales
can be hurt from rentals. That's like a
car dealer saying sales are hurt by
test drives. If it's a good game, how
can they worry about its being hurt
by a tryout? And | think the one-night
games would die by consumer word-
of-mouth anyhow.”

Paperwork logistics are no prob-
lem at National Video. Berger ex-
plains that steady customers who
rent either video movies or games re-
ceive personalized plastic credit
cards. ‘'You can rent a game in just
60 seconds if you've been here be-
fore. You just show your VIP card,
and that's it, no need even for a de-
posit." What about rip-offs? “Some
of our stores even rent to minors,”
replies Berger, “‘and we find them
very reliable. Less than 1 percent of
the games are not returned.”

In fact, software rental has proven
so successful at National Video, that
this past Fall they began renting
video hardware as well, at an aver-
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age price of $9.95 per night—as op-
posed to the $2 per night for the
software. Berger finds that rental of
the Atari 400 and 800, Intellivision,
ColecoVision machines follows buy-
ing trends, as does the software.

Is there any negative aspect to
video game rental? “"Well, the biggest
threat we're hearing,’ he answers,
"“is that the manufacturers may start
suing the dealers who rent. To which |
reply that we will defend our right to
rent video games vigorously.”’

In Washington, D.C., Frank Bar-
nako implemented a rental policy on
video games in his five branches of
the Video Place this past Fall. He
found that sales went up as soon as
customers had a chance to test the
games for a night. There's a minimal
$3 charge. The theft problem is elimi-
nated by a full-cost deposit. With
rental systems already set up for
movies, renting the video games is
easy.

The Wherehouse, with 133 loca-
tions in Washington, Colorado, Ne-
vada, California, and Arizona, rents
video games in its Big Ben stores.
There’s a $1 charge for 24-hours with
a full-cost deposit, and according to
Central L.A. district manager Violet

Brown, “Rental has a positive effect
on both sales and store traffic.

“Any title that comes in, we rent.
QOur agreement is pretty simple,
pretty fast, and doesn't require much
paperwork. We find that people can't
tell what a game is about just from
the packaging. We don't rent our
computer software—the prices are
so low. Of course we've been renting
video movies for four years now:"

With video game rentals proving
popular in some locations and com-
puter software rentals much more
difficult to uncover, it remains to be
seen whether the practice will indeed
take off in 1983 and if the possible
outlawing of it by manufacturers will
ever come to pass. For the time
being, software rental is yet another
merchandising alternative for the in-
dustrious retailer.

According to Dr. Egil Juliussen, Fu-
ture Computing, Richardson, TX,
“Rental of software is one of the big-
gest ‘ifs’ there is right now. It's a ma-
jor can of worms

Wolf Schneider is an L.A.-based free-
lance journalist specializing in the enter-
tainment business.
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Advertising Adventures

ideo games and computer soft-

ware have replaced designer
jeans and overnight mail services as
the darlings of the networks. Turn on
any channel during prime time, and
odds are you'll see monsters, aliens
or perky kids plugging the latest
game offerings.

But network spending is only part
of advertising picture for games and
software. Print—in comic books,
young male-ariented magazines, par-
ent-oriented magazines and news-
weeklies—adds up, too. There are
radio spots, and the co-op picture for
retailers is quite rosy.

These manufacturers want sell-
through, and they're going to all
lengths to get it. Industry estimates
put advertising expenditures for
video games hardware and software
at around $200 million for 1982. For a
$2 billion industry, that’s not chicken
feed. And wait till you see what
they've got planned for 1983!

Contests, prizes and junkets
abound. Activision sent consumers
to the lost jungle kingdom of Enarc to
find $5,000 in hidden gold (and to
promote the game Pitfall). Imagic
sent four Atlantis contest finalists to
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Bemuda to battle it out for a $10,000
prize. Odyssey's Pick Axe Pete Pick-
Off ended with five finalists flown to
the 1982 World’s Fair in Knoxville,
Tenn. And Intellivision’s Video Chal-
lenge, which ended last December,
flew 18 parent-child teams to Los An-
geles to compete for $16,000.

Adverting bonanzas

The fact is, the games software
business is lucrative for all con-
cerned: the designers, marketers and
sellers. To protect their investment in
research, design, licensing fees,
packaging and the like, the manufac-
turers turn to advertising. After all,
only hot product makes the big
bucks, and only awareness makes
product hot. Factor in the short shelf
life of most games, you come up with
a strong need to get the word out.

Those words do not come cheap.
while most manufacturers decline to
reveal specific expenditures, those
who do mention budgets as high as
$4 million to $4.5 million to promote a
single game title. Parker Brothers did
it for The Empire Strikes Back and
Frogger, and Data Age is spending
that much on Journey/Escape.

Ron Lipking

Parker Brothers will spend $30 mil-
lion in the course of 1983 to promote
16 game cartridges—and even more
for its new computer software. ‘‘Be-
cause the market is so large, all kinds
of marketing resources are being
used,’ says Pete Evans of Parker
Brothers’ ad agency, Humphrey
Browning MacDougall. *“We have
very directed efforts aimed at teen-
age boys. We have a significant use
of print in that regard.”

Parker Brothers is using DC and
Marvel Comics (""We're in every issue
every month”) and supports indi-
vidual titles rather than the full line.

Still, Evans adds, “Of the $30 mil-
lion, 90 percent is for television.
That's the most effective medium
due to its dominance in communicat
ing to the target audience. We adver-
tise during prime time and on sports
shows because this is a young, male-
dominated market. But our Straw-
berry Shortcake game comes out
soon, so we'll be aiming for a differ-
ent audience.

“We also have a substantial co-op
budget,’ Evans points out.

U.S. Games ran a spot TV ad cam-
paign in 25 markets during the last
guarter of 1982, promoting the *“'satis-
faction guaranteed” slogan and the
line of games. In print, buff bocks
and male teenage magazines are tar-
geted: Scholastic and Boy's Life.

“We'll have the same mix thor-
ughout 1983, says Ron Evans, mar-
keting manager for the firm. “We'll
probably also go to newsweeklies to
communicte about our new games to
parents.” He calls the games, Egg-
omania, Gopher, Squeeze Box and
Flyswatter, “‘family fun" and "‘whimsi-
cal’ and points out that these as-
pects will be promoted.

In the co-op area, Evans says U.S.
Games has revamped its program
“to further assist the dealer. Accrual
is 10 percent of purchases. Dealer
advertising is awfully important; after
all, we must let the customers know
where these games are available.”
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For Activision, which reportedly
spent $20 million on advertising in
1982, "TV continues to be the domi-
nant marketing method for us" ac-
cording to vice president marketing
Frank Manero. “We’re also increas-
ing our co-op efforts. After that
comes print.”

Activision advertises not only on
the networks, but on cable televi-
sion—ESPN and MTV: Music Televi-
sion, to be exact. “Television is the
most efficient medium, but there's
been a real glut of late with all the
different titles. We need a more. eco-
nomical and efficient way to market
on television.”

Manero points out, “All software
companies now have accellerated
the number of new releases. There's

must recognize dealers’ problems
and help to create pull. That means
co-op. The new plan we introduced
at CES reflects a lot of that.

“In many ways, video games are
no different from years ago when
Procter & Gamble and others helped
grocery stores plan their floor traffic.
Dealers today need help weaving
their way through the maze of titles.
You can't rely on licenses as
crutches, because they no longer
guarantee an instant seller. They no
longer even guarantee shelf space.
It's amazing what word of mouth can
do to a game.”

Coleco uses broad-reach media to
advertise both its hardware and soft-
ware. “'Our message is directed at a
broad audience, but the prime target

““In many ways video games are not
different from years ago when Proctor &

Gamble and others helped grocery
stores plan their floor traffic. Dealers

today need help.”’

no way we can continue to support
each title individually as we have. We
will be increasing our advertising
budgets, but if there are three or four
times the number of releases as in
the past, it will be impossible to sup-
port each title!” Activision has two
new 30-second spots promoting new
individual titles.

“Probably all major companies will
encourage more innovative use of
co-op. The key thing today is that the
retailer is faced with an array of new
releases. They're now chasing hits
rather than buying a particular title
simply because it's licensed. They're
watching the pipeline because
there's no guarantee any more which
titles will sell.

“Last June, we were just supplying
demand. Now we have to stimulate
consumer interest.”

Shorter Shelf Lifes
Manero also points out that, with
the increased number of games,
shelf life per game shortens. “Life cy-
cles will be considerably com-
pressed, which will cause even more
pressure on dealers. Companies
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is eight to 16 year olds,” says Michael
Katz, vice president of corporate
communications. “"We do network
and spot advertising, and print to
reach the fathers of kids in that age
group. We've found it’s usually the
father who makes the buying deci-
sions in this area.”

Katz says television will continue
to be a main emphasis in 1983, both
for the hardware and cartridges.
“We'll have to evaluate how much
print we'll use,” he says.

But co-op ad plans will not change.
Coleco’s retail accounts are eligible
to apply a percentage of their sales
toward in-store promotion and adver-
tising. “It's important that their adver-
tising tie in with ours,’ Katz says.

In the last three months of 1982,
Coleco spent between $15 and $20
million advertising its hardware and
software. "'Those figures will be even
higher in 1983," Katz says. "“We al-
ways mention that our cartridges are
available also for Atari and Mattel.
There's a pretty good awareness of
the system, but we'll be advertising
the fact that you can buy add-on
modules and cartridges.”

Coleco's radio advertising has
consisted of on-air promotions during
which ColecoVision machines were
given away as prizes. In 1983, various
joint promotions with major com-
panies are also planned, most of
which will use Coleco products as
door prizes in contests.

Other advertising plans

For Atari, too, hardware and soft
ware are advertised together,
although the company is moving
away from an emphasis on its VCS
and focusing more on the newest
cartridges. It's estimated the video-
games division spent $20 million on
advertising in the fourth quarter of
1982 alone, and that's not unlikely
considering that Atari boasts three in-
house graphics departments, in-
house advertising and three outside
agencies: Young & Rubicam, Doyle
Dane Bernbach and Wells Rich
Greene.

The majority of Atari's video-game
and computer advertising, for those
of you who haven't turned on a TV
lately, is network, followed by cable.
Besides Warner-Amex-run MTV, the
Movie Channel and Nickelodeon,
spots have also appeared elsewhere
on the cable dial. Network radio is
used all year long, and Atari adver-
tises daily in newspapers around the
country. In print, Atari ran more than
90 pages in the fourth quarter of 1982
alone. Finally, there is a two-minute
commercial produced for theatrical
showing, in movie theaters and dur-
ing in-flight movies.

In the co-op area, Atari makes
money available to dealers for televi-
sion, radio, outdoor advertising and
Yellow Pages, as well as consumer
fliers and other promotional mate-
rials. There are dealer ad spots which
can be run in-store.

Imagic’s five-month ad campaign
during the last half of 1983 ran $10
million and included television, print
and co-op. Magazines advertised in
include Scholastic, Electronic Games
and Video Games. For television,
specific games promoted included
Demon Attack, Star Voyager and At
lantis. At press time, plans for 1983
had not been finalized, but a $3 re-
bate on Trick Shot runs until March 1.

Thorn EMI's computer software di-
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W!INCREASE YOUR PROFITS
WITH A FACTORY FRESH APPEARANCE

WRAP OR RE-WRAP ... With the NEW
“SUPER BRAIN” SHRINK PACKAGER

BOOKS - MAGAZINES - RECORDS

i

A COMPLETE PACKAGING SYSTEM
FOR COMPUTER SOFTWARE

For more information or for a special introductory offer:

Call Toll Free:(800) 526-2276.
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HOME COMPUTERS
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800-343-7535*
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Specializing in the distribution of ATARI and Commodore
compatible software and peripherals.

*In Massachusetts call 617-232-9686
tATARI and Commodore are registered trademarks.
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vision, headed by Nick Santrizos,
also had not finished evaluating ad
plans for 1983 at press time. “‘In
1982," Santrizos says, ‘‘we focused
attention on introducing the line to
the trade especially strongly, as well
as consumer advertising. Home com-
puter software is a formative market,
and we wanted to emphasize our
leadership commitment to this area.”

During a single week in fall 1982,
Thorn EMI had what Santrizos calls
“Thorn EMI Week™ on NBC, during
which time the company advertised
on “Hill Street Blues,” “The Tonight
Show'" and other NBC shows. A co-
op version of the commercial is avail-
able for dealers and distributors.

“Co-op is very important, because
dealers and distributors have gotten
set up to employ it effectively,”
Santrizos says. And a toll-free 800
number in the company's trade ad-
vertising has received enormous re-
sponse, he says.

“For 1983, | suspect we'll use
pretty much the same mix as in the
past. | doubt we'll get into contests
and things of that sort. This is such a
new area we want to focus directly
on the inherent value.”

Telesys had not formalized its tele-
vision and print expenditures for 1983
at press time, although Katrine Barth,
with Telesys’ ad agency Frank Barth
Inc., pointed out that, of the two, TV
is more important to the overall adver-
tising philosophy:.

Still, Barth remarked, “'A lot of
money is spent on advertising that
doesn’t necessarily help the retailer,
They need to sell at the right price,
with promotions and support.”

One recent promotion involved
Boston radio station WCOZ and a
chain of submarine sandwich shops.
The promotion, for the game Fast
Food, asked consumers to go to a
local dealer, play the game and, if
they reach a certain number of
points, to get a coupon for free ‘‘fast
food™ at D'Angelos, the food chain.

Epyx, the three-year-old computer
software company “without a lot of
dollars to play with" is dedicated to
print advertising, according to vice
president marketing John Brazier,

“Our games are role-playing and
use logic and reason rather than co-
ordination”’ [ £ |
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wabash

diskettes :
$1.39 each!

Now...Get High Quality at a Low Price

Wabash means quality products that you can depend on.
For over 16 years, Wabash has been making high quality
computer products. Wabash diskettes are made to provide
error-free performance on your computer system. Every
Wabash diskette is individually tested and is 100% certified
to insure premium performance.

Why Wabash is Special

The quality of Wabash diskettes is stressed throughout
the entire manufacturing process. After coating, all Wabash
diskettes go through a unique burnishing process that
gives each diskette a mirror-smooth appearance. Wabash
then carefully applies a lubricant that is specially form-
ulated to increase diskette life. This saves you money,
since your discs may last longer. It also assists your disk
drives in maintaining constant speed which can reduce
read and write errors.

Special Seal...Helps Prevent Contamination
Tokeepoutforeign particles, aunique heat seal bonds the
jacket and liner together. A special thermal seal which
avoids contamination from adhesives, is then used to fold
and seal the jacket. This results in outstanding perfor-
mance and true reliability. Wabash then packages each
diskette, (except bulk pack) in a super strong and tear
resistant Tyvek® evelope. The final Wabash product is
then shrink-wrapped to insure cleanliness and reduce
contamination during shipment.

Each Diskette is 100% Critically Tested

Since each step in the Wabash diskette manufacturing
process is subject to strict quality control procedures, you
can be sure Wabash diskettes will perform for you. And
every Wabash diskette meets the ultra-high standards of
ANSI, ECMA, IBM and ISO in addition to the many critical
quality control tests performed by Wabash. Wabash does
all of this testing to provide you with consistently high
qguality diskettes. Reliability and data integrity — that's
what Wabash quality is all about.

Flexible Disc Quantity Discounts Available

Wabash diskettes are packed 10 discs to a carton and 10
cartons to a case. The economy bulk pack is packaged
100 discs to a case without envelopes or labels. Please
order only in increments of 100 units for quantity 100
pricing. With the exception of bulk pack, we are also
willing to accommodate your smaller orders. Quantities
less than 100 units are available in increments of 10 units
at a 10% surcharge. Quantity discounts are also avail-
able. Order 500 or more discs atthe same time and deduct
1%; 1,000 or more saves you 2%; 2,000 or more saves you
3%; 5,000 or more saves you 4%; 10,000 or more saves
you 5%; 25,000 or more saves you 6%; 50,000 or more
saves you 7% and 100,000 or more discs earns you an 8%
discount off our super low quantity 100 price. Almost all
Wabash diskettes are immediately available from CE. Our
warehouse facilities are equipped to help us get you the
quality product you need, when you need it. If you need
further assistance to find the flexible disc that's right for
you, call the Wabash diskette compatibility hotline. Dial
toll-free 800-323-9868 and ask for your compatibility
representative. In Illinois or outside the United States dial
312-593-6363 between 9 AM to 4 PM Central Time.

CE quant.

SAVE ON WABASH DISKETTES 100 price

Product Description Part # per disc ($)
8" 85SD IBM Compatible (128 B/S, 26 Sectors) F111 1.99
8" Same as above, but bulk pack w/o envelope F111B 1.79
8 8SSD Shugart Compatible, 32 Hard Sector F31A 1.99
8" SSDD IBM Compatible (128 B/S, 26 Sectors) F131 2.49
8 DSDD Soft Sector (Unformatted) F14A 3.19
8" DSDD Soft Sector (256 B/S, 26 Sectors) F144 3.19
8" DSDD Soft Sector (512 B/S, 15 Sectors) F145 3.18
8" DSDD Soft Sector (1024 B/S, 8 Sectors) F147 3.19
5%" 8SSD Soft Sector w/Hub Ring M11A 1.59
5%" Same as above, but bulk pack w/o envelope M11AB 1.39
5%" 888D 10 Hard Sector w/Hub Ring M41A 1.59
5%" 88SD 16 Hard Sector w/Hub Ring M51A 1.59
5%" SSDD Lanier No-problem compatible M51F 2.99
5%’ SSDD Soft Sector w/Hub Ring M13A 1.89
5% Same as above, but bulk pack w/o envelope M13AB 1.69
5% SSDD Soft Sector Flippy Disk (use both sides) M18A 2.79
5% SSDD 10 Hard Sector w/Hub Ring M43A 1.89
5%" SSDD 16 Hard Sector w/Hub Ring M53A 1.89
5% DSDD Soft Sector w/Hub Ring M14A 2.79
5%" DSDD 10 Hard Sector w/Hub Ring M44A 2.79
5%" DSDD 16 Hard Sector w/Hub Ring M54A 2.79
5% SSQD Soft Sector w/Hub Ring (36 TPI) M15A 2.69
5% DSQD Soft Sector w/Hub Ring (96 TPI) M16A 3.79

SSSD = Single Sided Single Density; SSDD = Single Sided Double Density;
DSDD = Double Sided Double Density; SSQD = Single Sided Quad Density;
DSQD = Double Sided Quad Density; TPl = Tracks per inch.

Buy with Confidence

To get the fastest delivery from CE of your Wabash computer
products, send or phone your order directly to our Computer
Products Division. Be sure to calculate your price using the CE
prices in this ad. Michigan residents please add 4% sales tax or
supply your tax |.D. number. Written purchase orders are accep-
ted from approved government agencies and most well rated
firms at a 30% surcharge for net 30 billing. All sales are subject to
availability, acceptance and verification. All sales are final. Prices,
terms and specifications are subject to change without notice. All
prices are in U.S. dollars. Out of stock items will be placed on
backorder automatically unless CE is instructed differently. Min-
imum prepaid order $50.00. Minimum purchase order $200.00.
International orders are invited with a $20.00 surcharge for
special handling in addition to shipping charges. All shipments
are F.O.B. Ann Arbor, Michigan. No COD's please. Non-certified
and foreign checks require bank clearance.

For shipping charges add $8.00 per case or partial-case of
100 8-inch discs or $6.00 per case or partial-case of 100 5Va-inch
mini-discs for U.P.S. ground shipping and handling in the con-
tinental United States.

Mail orders to: Communications Electronics, Box 1002,
Ann Arbor, Michigan 48106 U.S.A. If you have a Master Card
or Visa card, you may call and place a credit card order. Order
toll-free in the U.S. Dial 800-521-4414. If you are outside the
U.S. or in Michigan, dial 313-994-4444. Order your Wabash
diskettes from Communications Electronics today.

Copyright 1982 Communications Electronics”™ Ad #110582

‘ HVISA‘

Order Toll-Free! wabash
800-521-4414 error-free

In Michigan 313-994-4444 diskettes

T™

Al COMMUNICATIONS
ELECTRONICS™

Computer Products Division

854 Phoenix O Box 1002 O Ann Arbor, Michigan 48106 U.S.A.
Call TOLL-FREE (800) 521-4414 or outside U.S.A. (313) 994-4444

CIRCLE #135 ON READER SERVICE CARD



-
By Cindy L. Morgan

here’s nothing worse to a cus-

tomer than tripping over Space
Invaders, or crunching costly Pac
Man underfoot; or turning a borrowed
floppy-disc into a peanutbutter and
jelly sandwich.

Hence, the ‘age of data decor’ has
arrived.

With an overwhelming tidal wave
of available computer software, deal-
ers are finding that ‘stacking up' col-
orful, clever displays of storage
accessory products alongside the
cash register and/or next to the hard-
ware moves mountains of this in-
ventory, Not to say they stock up
extra profits as well.

And since much of the wherewithal
to buy this costly media comes from
adult pockets—whether it is intended
to house more ‘‘frivolous' video
games or more ‘‘serious’ financial
packages—there's been more pres-
sure on manufacturers to offer stor-
age products with a certain
“cachet!’ In other words, these units
must look better than plastic shoe-
boxes.

The incentive is there for the manu-
facturers to meet this demand. Stor-
age products and other related
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accessories are admittedly point-of-
purchase, impulse items—rather
than premeditated “‘buys.” There-
fore, recently more attention has
been paid to creating useful and at-
tractive goods that feature upbeat
designs such that buyers would not
be embarrassed to display them in
their homes and offices.

Perhaps learning a few tips from
their forebears in the audio cassette
storage business, video and com-
puter media accessory manufactur-
ers are creating products that seem
to be more stylish in “‘neatness” fac-
tors—space has been designed into
the product to accommodate instruc-
tion booklets or accessory products
to give the piece added flexibility.

Who’s the competition?

What types of dealers are pushing
data storage products at retail? Busi-
ness supply stores, for one, who of-
fer immediate entry into the finan-
cially lucrative corporate community.
They've established steady ongoing
accounts, where often a single
phone call to a purchasing manager
can push a large dollar order right out
the door.

Ron Lipking

“Despite this great potential,
notes a spokesman for a large mid-
western OEM maker of storage prod-
ucts, ““We find that a number of sta-
tionery and business supply outlets
are still missing the boat. There's an
incredible variety of storage binders
and boxes designed especially for
the business client. Particularly useful
are types of storage boxes with spe-
cial locks, or the types designed like
library books that make organization
in a heavy-user environment a cinch.”

Explains this producer and others
such as Norwesco, VuCase II®
maker, and Total Video Supply which
offers a '"Game Safe;" locks are
there for one simple reason—but not
the reason that you might think of
initially.

Norwesco spokesman Bruce Li-
chorowic explains, "It's not that we
are protecting the material inside
from theft—someone can just pick
the lock or take the whole container.
But it does cut down on accidental
disc erasure in situations where one
employee might accidentally pick up
another’s floppy disc and program
over it

Several computer dealers, who say
it seems like computer accessory
products are springing up from no-
where, find that accessory items
largely supplement the service orien-
tation of their retail environment.

“It's not that we make a great deal
on the product, but we do regard it
as a convenience that we offer our
hardware and software customers,”
concludes a floor sales manager.
“Our customers expect us to be fa-
miliar with this type of convenience
product.”

Generally, computer specialists
find that although accessory prod-
ucts might be less glamorized than
that of their video-game cousins,
they do offer a variety of product in-
dexing features and other points
important to computer users.

Some computer dealers view
these products in a less than serious
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Presenting a case for
outstanding sales.

w Hang it. Carry it. Lock it. Stack it.

And just try to keep it in stock.

Let’s take this point by point.

1. Every 5% inch disk user needs some kind of storage
system.

2. Norwesco has been specializing in plastics for over 43 years
and making media storage containers since 1968.

3. The best, most versatile system will naturally capture the
most business.

4. The VuCase Il is hangable, carryable, lockable* and
stackable. And because it's made of Lexan®, it's virtually
unbreakable

5. The VuCase || stores and indexes up to 50 minidisks.

6. The VuCase Il has a unique hinged lid that’s easily
removable so it won't take up desk space. *key lock optional

7. And it's competitively priced for fast turnover.
That’s our case. The conclusion?

When it comes to versatility, nothing else stacks up quite like VuCase |I. If you're
looking for better computer accessory sales, look into it. Call 1-800-328-1126.

) NORWESCO

7850 Metro Parkway, Minneapolis, MN 55420
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For example, a store manager from
Micro Computer Systems in Tampa,
Fla., calls its storage devices ‘‘give-
aways.’ But this store finds that de-
mand for its 8-inch capacity product
is backordered, despite the store's
admitted lack of emphasis on the
category.

At Computer Techniques in Vir-
ginia, two sizes of storage compart-
ments are carried, with a suggested
retail price range of $10 to $40. At
Computer Source in Pittsfield, Mass.,
which also uses the product as a ser-
vice support item, products are
shown with diskettes and considered
“high quality,” offering indexing fea-
ture tabs and filing capability.

Interestingly, most of the salespeo-

ness should the lost material have to
be replaced due to less-than-consid-
erate storage or handling.”

Adds the Norwesco representa-
tive: “The average disc storage unit
can hold a quantity of discs that rep-
resent thousands of dollars worth of
material—so clearly if promoted as
an add-on at the time of purchase,
these products are worth the extra
dollars to the consumer”

Similar demographics shared

So, who else is moving into the
storage unit game? Practically any-
one that has a store front, in any
business even closely allied to audio,
video or computers, sells some form
of storage product from “breakable”
plastic to more sophisticated woods

Generally, computer specialists find that
although accessory products might be
less glamourized than that of their video

game cousins, they do offer a variety of
product indexing features and other
points important to computer users.

ple polled by SM couldn't recall spe-
cific brand names of the data-stor-
age items, though they were strong
on recalling specific design features,
Some note their stores were using
“house” branded products as dis-
play pieces. All agree that the prod-
ucts were moving reasonably well,
particularly recently as gifts for com-
puter owners.

One important difference between
the type of storage boxes carried by
computer dealers—versus retailers in
record stores, mass merchandising
or game-related outlets—lies in the
differences in the actual product
itself.

According to one observer at Inno-
vative Concepts, a manufacturer of
well-styled storage products in both
the game and computer areas,
“Floppy discs need special care. Fin-
gerprints and smudges, folding, tear-
ing and other calamities can destroy
a valuable investment that took lots
of expensive man hours to produce.
Where a company is concerned, it
could cost an operation lots of busi-

84 Software Merchandising

or high-tech plastics.

Record stores, including chains
surveyed like the 25-store Music Plus
operation in Southern California,
share customer demographics simi-
lar to that of video game purchasers.
Since several customers are already
accustomed to buying record ac-
cessories from retail outlets, they
have become natural sources for
game storage-accessory devices, it
is believed. Some record stores do
not carry computer storage products
because there isn't enough volume
demand, although some managers
report that products that house
game cartridges are selling.

“We just stack them up in front of
the store)’ says a Music Plus man-
ager “We don’t promote them, we
don't advertise them because they
don't produce high enough revenues
to warrant that. As impulse items,
priced around $10 or $15, customers
just scoop them up on the way out.”

Promotion on such products: Once
in a shop to purchase other items,
consumers are guickly drawn to stor-

age products stacked by registers or
which are included in displays with
hardware or software.

Dealer decor

“These packages often come in
bright colors and clever packaging—
they are their own point-of-purchase
display in one self-contained pack-
age. They dress up other items as
well. They can't help but catch the
customer’s eye,’ observes a floor
manager for the Record Bar in Dur-
ham, N.C.

Not all data decor products restrict
the user to a formidable box shape:
vinyl-covered storage binders are
available. In addition to being simple
and neat, the color keying feature
lets users classify material by color
so that, at a glance, they can thumb
through to the color assigned to spe-
cific categories of displayed data.
This is a particularly good selling tip
for dealers handling business cus-
tomers.

But there's nothing wrong with
“boxes’’ either ‘As a family home
entertainment center, and not just a
product restricted to children, we find
that customers are easily convinced
to trade up to stackable, durable
data storage pieces,’' said the
makers of the all-wood entertainment
center by Innovative Concepts. The
Rack Factory in San Antonio, Texas,
also makes real wood cartridge stor-
age products in a variety of configu-
rations.

Other products offer efficient de-
signs, such as Hartzell's which stores
the whole game with its cartridges,
while others just store cartridge
pieces. Entertainment Accessories,
in Mineola, New York, offers a stor-
age unit called the Atari Designer unit
which features a smoke-colored dust
cover, hard plastic base with black-
and-walnut laminate trim, and room
to hold several sets of controls, the
game switch box, AC power supply
and 13 cartridges.

How’s Business?

The video-game accessory market
is in transition, says Tom Easterling of
Total Video Supply. “‘Now that it has
become a volume business, we find
that it has turned into an area that
increasingly attracts mass mer-
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chants.

Best of all, partly due to the "'pic-
ture-says-a-thousand-words’' point
of-view, storage products do not
need a sales person to pitch them as
long as they are displayed ob-
viously—right out in front of the cus-
tomer’s nose, filled to the brim with
related product. The most successful
price range for game storage cases
seems to be less than $15.

Additionally, as consumers appear
interested in buying quantities of
software like they do records and
tapes, storage products are becom-
ing more ‘'staples” in inventory,

“It isn't unusual anymore to sell
five or more cartridges at a time.
Hence it shouldn't be tough to con-
vince your customer that he might
want to protect his valuable invest
ment with a storage case of some
type,” says a record store merchant.

Much as the “tape industry” gave
away storage cases with purchase,
suppliers of floppy discs like Memo-
rex and Maxell are said to be working
on similar giveaways for floppy disc
devices along the same lines as their
audio clientele’s promotions.

Doing “Okay”’

How do sales of storage pieces
rate on a scale of one-to-ten? Sum-
marized a Music Plus retailer, “| rate
them a 'five’—they are easy to dance
0." Computer and video retailers
agree on a number of points associ-
ated with the product:

= They are great add ons.

« They are traffic stimulators.
They keep customers com-
ing in the store between
step-up purchases.

» They protect an investment.

« Advertising a single piece
doesn’t pay off, but include
them in ads for other prod-
ucts so that consumers
know where to go when they
need to buy that type of
product.

Dealers say they can't find one line
that satisfies all their needs at this
time, so they admit to ‘“‘cherry-pick-
ing"" across a number of manufac-
turer lines. Manufacturers, however,
are worried about the influx of low-
ball importers dumping ‘cheap’ prod-
uct into retailers hands. Some admit
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that they can’t exactly predict the fu-
ture of storage accessories, partly
due to the poor economy and partly
due to the variety of formats cur-
rently on the market, but note an attri-
tion in the manufacturers’ ranks.
“The industry appears to be bounc-
ing back to those names which have

been around. Late-comers are drop-

ping by the way side,’ noted one
manufacturing executive.
Clearly data decor is here. [+ ]

Cindy L. Morgan is a New York-based
free-lance journalist specializing in con-
sumer electronics.

KEEP YOUR
DATA FLOWING.

If you're using 5'4 " or 8" floppy disk drives as your
computer storage medium, then you need the HEAD-
MASTER by SSK™ Computer Disk Drive Cleaners.

Designed to use SSK's unique continuously alternating
wet/dry cleaning action, the HEADMASTER
HCC-2005 and HCC-2008 disk drive cleaners con keep
your data flowing by thoroughly cleaning the read /write
head(s) of your disk drive.

Buildup of oxide and dust can not only inhibit the
proper transfer of data, but can actually damage the
sensitive disk media causing a costly “disk crash;” possibly

resulting in permanent data loss.

HEADMASTER by SSK Computer Disk Drive
Cleaners will etfectively and safely clean both single and
dual-sided disk drives, and can be inserted from any side.

Available as HCC-2005 for 54" drives or HCC-2008
for 8" drives, HEADMASTER by SSK Computer
Disk Drive Cleaners are manufactured to the same
exacting standards as our renowned audio and video
headcleaners.

So, if you're using or selling computers with disk drive
storage, you need . . .

HEADMASTER 8

The Very Finest Audio/Video/Computer Headcleaners

2488 Townsgate Road, Westlake Village, CA 91361 * (213) 889-1831 « TWX 910-336-5737
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Life After Logo

By David Keenan

Any novice skier will tell you, there
is nothing quite like finally skiing
down that colossally steep slope with
some semblance of style and grace,
and without ending up at the bottom
in a cartwheeling heap. At last you
can look down your nose at the rest
of those beginners because you can
SKI! They are still learning to stand up
on skis.

This feeling of superiority is short
lived, however, when out of the trees
comes a gaggle of 9 and 10 year olds
skiing at nearly 50 mph with all the
style and form of a junior Jean
Claude Killys. They schuss pass you
virtually leaving you to eat their roost
ertails.

Something akin to this feeling oc-
curs when most adults have their first
contact with personal computers and
video games. Their sense of accom-
plishment at being able to turn on the
machines is shattered when their son
or daughter sits down and begins
hacking out original programs and
games.

Children and computers. There is
no denying that both will be growing
old together in the future. Youngsters
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today are being raised with hands-on
computer knowledge. They will be
able to use and feel comfortable with
computers in their own homes.
Naturally one would assume that
with this giant market of 7 to 12 year
olds to tap, bookstores and
publishers would be falling over
themselves in a scramble to provide
books geared to today’s computer
whizkids and future ones. But, it
seems, some are, some are not.
Here is what several bookstores
had to say about children’s computer
books. Is there life after LOGO?

Waldenbooks

According to Jeff Miles, assistant
manager of Cupertino, Calif., branch
of Waldenbooks, this bookstore
chain stocks only a few computer
books for 7 to 2 year olds. "“The
books we carry are mostly technical
books and are not aimed at children,”
he says.

It has a few beginner's books, but
mostly what the children themselves
are looking for are books that deal
with how to win at computer and
video games. We carry a good num-

Ron Lipking

ber of these books, he adds.

But who is it that is actually coming
into the store looking for these kinds
of books? Is it the youngsters them-
selves or their parents?

Miles explains: “Mostly it's the kids
themselves coming in with parents
dragging behind. The children know
exactly what they want and force
their parents over to the displays.
Youngsters seem to know more
about the books than their parents,”
Miles says.

As a result of a number of re-
quests for computer books, Walden
has started what is calls “Compu-
center’’ Compucenter is a catalog of
all computer-related books. Custom-
ers can look up their book requests,
check them off and ask a Walden
salesperson to order the books. Usu-
ally delivery takes a few days, Miles
reports.

Compucenter has helped cut
down on having a large inventory of
books. But, on the other hand, it in-
hibits impulse buying and those cus-
tomers "“who must have the -book
today" Such customers will go from
store to store until they find the prod-
uct.

B. Dalton Booksellers

If you are looking for an ideal situa-
tion in which to maximize profits from
computer-related books for both
adults and children, the Cupertino
branch of B. Dalton booksellers is
one such example.

Located down the street from Ap-
ple Computers headquarters, Four
Phase's and a main office for
Hewlett-Packard, this store when it
opened nearly 2 years ago carried
nearly 16 square feet of computer-
related books. Since then it has
quadrupled to 64 square feet. Addi-
tionally, the store holds computer
fairs twice a year and works with lo-
cal elementary schools in setting up
seminars and similar computer fairs
at the schools.

Renee Howe, manager of the
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SOFTWARE INC.

Outstanding, ready-to-run software
for personal computer users
Distributed by TAB BOOKS Inc.!

All Windcrest Software is fully documented . Colorfully packaged,
shrink wrapped, and die-punched for easy and attractive hanger display;
and each unit carries a limited warranty. All terms and conditions of sale

are those offered by TAB on its books.

U.S. Geography Master

A set of two fascinating educational games featuring U.S. cities,
states, and capitals . . . includes flashing lights and advanced string-
packing techniques that create outstanding graphic maps. Ne. 7101
Tape for TRS-80, PMC, LNW with 16K, $19.95. No. 7102 Disk for
TRS-80 Model | with 32K, $24.95. No. 7103 Disk for TRS-80 Model
Il with 32K, $24.95.

Checkbook Analyzer

User friendly check management program that includes 35 use-
definable account categories, graphic and tabular displays, check
numbering and editing capabilities, and handles over 1,000 transac-
tions on a single disk. No. 7201 Disk for Apple Il with 48K, $34.95.
No. 7301 Disk for IBM PC with 48K, $34.95.

Diesel Engines

Teaches the principles and operations of diesel engines for do-
it-yourself mechanics and auto buffs—step by step descriptions and
more detailed graphics than are found in many TRS-80 programs. No.
7107 Tape for TRS-80 Level Il, PMC, LNW with 16K, $14.95. No.
7108 Disk for TRS-80 Model | with 32K, $19.95. No. 7109 Disk for
TRS-80 Model lll with 32K, $19.95.

Ignition Systems

Step-by-step written and graphic descriptions of both older
condenser-type ignition systems and new electronic units. Features
“in-action” pictures and easy, fast access to any section of the pro-
gram. No. 7110 Tape for TRS-80 Level Il, PMC, LNW with 16K,
$14.95. No. 7111 Disk for TRS-80 Model | with 32K, $19.95. No.
7112 Disk for TRS-80 Model Il with 32K, $19.95.

Analogies

A program that actually shows how to successfully take any type
of test or exam, using analogies set up in the style used in most
aptitude tests. Educational and a fascinating game to play, it includes
end-of-game score summary. No. 7119 Tape for TRS-80, PMC, LNW
with 16K, $14.95. No. 7502 Tape for TS-1000, ZX81 with 16K,
$14.95. No. 7120 Disk for TRS-80 Model | with 32K, $19.95. No.
7121 Disk for TRS-80 Model il with 32K, $19.95.

Miller’'s Cover

Exciting adventure, buried pirate’s treasure, and lots of action
highlight this machine language text game for all ages! Designed so a
player's progress can be saved to tape or disk for later game resump-
tion. No. 7116 Tape for TRS-80, PMC, LNW with 16K, $19.95. No.
7501 Tape for TS-1000, ZX81 with 16K, $19.95. No. 7117 Disk for
TRS-80 Model | with 32K, $19.95. No. 7118 Disk for TRS-80 Model
Il with 32K, $19.95.

Logical Reasoning

Contains all the basic building blocks for math and science in 12
compact lessons. Users progress at their own pace, covering condi-
tional statements, hypotheses, conclusions, deductions, and defini-
tions. No. 7122 Tape for TRS-80, PMC, LNW with 16K, $14.95. No.
7503 Tape for TS-1000, ZX81 with 16K, $14.95. No. 7123 Disk for
TRS-80 Model | with 32K, $19.95. No. 7124 Disk for TRS-80 Model
Il with 32K, $19.95.

C-BIMS Cassette-Based
Information Management System

Unique and highly flexible data-based management system that
uses a cassette rather than the more expensive disk drive . . . Requires
only an Upgrade ROM system with 16K and a single cassette drive.
No. 7701 Tape for PET with 16K, $34.95. No. 7702 Tape for Com-
modore 64 with 16K, $34.95. No. 7703 for VIC-20 with 16K, $34.95.

Circuit Layout Planner

Easy-to-use electronic design program for hobbyists and ex-
perimenters. Gives immediate access to best design and layout for
almost every circuit imaginable . . . allows easy manipulation of
graphics. Alphanumeric plus labeling capability. No. 7104 for
TRS-80, PMC, LNW with 16K, $29.95. No. 7105 Disk for TRS-80
Model | with 32K, $29.95. No. 7106 Disk for TRS-80 Model Ill with
32K, $29.95.

Gridiron Offense/Defense

A fast-paced football game that lets players choose team
characteristics using the most recent NFL statistics . . . plus there’s a
special utility that allows users to customize programs by loading
highschool, college or “dream team’ statistics. No. 7113 Tape for
TRS-80, PMC, LNW with 16K, $24.95. No. 7114 Disk for TRS-80
Model | with 32K, $29.95. No. 7115 Disk for TRS-80 Model Il with
32K, $29.95.

For more information about Windcrest
Software, contact your TAB BOOKS sales
representative, or order direct: Call Toll
Free 800-233-1128 (Alaska, Hawaii, and
Pennsylvania call 717-794-2191)

j TAB BOOKS INC. i
j Blue Ridge Summit, PA 17214 i
I [ Please send additional information on Windcrest Software I
l tapes and disks. 1

I [J Please have a TAB representative call with more information I
l on the Windcrest line of ready-to-run software.

I Name: Bhongi——e———=—

| Company:
I Address:

State: ZIP

I City: — —
Prices higher outside USA SFWM-283
= i S N EEE B e i e T O B A S WO ) T
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store: ""Computer books are defintely
our best sellers.”

And children's books?

“Our best seller so far is Basic Fun
(Avon $2.25). We keep running out of
them, selling maybe more than 20
copies each week.”

Also, she finds, parents come in
and they go through the computer
section, looking for books for their
youngsters. ""Quite a few parents
come in specifically asking for that
book or others like it.”

But, "The demand for children’'s
books has gone up in the past two
yeas, while the supply and range of
topics covered has not,' says
Josalyn Moran, children’s book buyer
for the Minneapolis based B. Daltons.
She is seeing a gap between what

are released.”

For B. Daltons the computer book
market is here to stay, she adds.

It seems, that childrens’ computer
books are big sellers in parts of the
country that are suburban in nature
and where school age children are
getting hands-on computer experi-
ence in schools. Also high sales de-
pend on the type of bookstore doing
the selling.

At the Beverly Hills branch of
Crown Books, for example, there is
virtually none. Only a few computer
books are found there and children’s
computer books typically are not
stocked there.

Such books for children are a spe-
cialty item, which does not fit into
Crown’'s mass marketing, high vol-

Naturally one would assume that with
this giant market of 7 to 12 year olds to
tap, bookstores and publishers would

be falling over themselves in a
scramble to provide books geared to
today’s computer whiz kids.

customers want and what is avail-
able. Because of this, the market is
an extremely minuscule one.

“We are pleased with the Avon
book (Basic Fun) because we have
something to sell. Sales on this book
are going well. We think a few of the
publishers are going to come out in
the spring with a great deal more
(books)," she adds.

B. Dalton Booksellers believes that
the computer book market for both
adults and children is one that is
growing and expanding.

Moran says, growth in adultbook
sales has been phenomenal. *The
adult book division projects big in-
creases and is very bullish on com-
puter books.”

While the child market's growth
has been less than similar to the
adults’, a market for juvenile books
does exist. “'We are going after it and
expect to bring out more products
soon,' she says. “We have been in
contact wih several publishers of chil-
dren’s books. We have several books
on line to distribute as soon as they
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ume approach.

At the San Francisco branch of
Brentanos, a spokesperson says that
the store does not carry any com-
puter books for children at all. There
is also little demand for such items.

The major reason that Brentano's
has not gotten into either the adult or
the children's computer book market
is not from lack of a desire to do so,
but more out of economic reason. A
spokesperson for the firm states,
Brentano's is in such a state of transi-
tion right now that the buyers' hands
are tied in terms of what they can
purchase to stock the stores with.

The major reason for this state of
affairs: Brentano's declared Chapter
Xl.

Hunter’s Books—Books Inc.

But, the Books Inc. in San Fran-
cisco reports it is experiencing a
damand for such books.

Unfortunately, the store has very
little to offer in the way of children’s
computer books.

Patrick Marks at the San Franciso

store says that there is a gap be-
tween what people want and what
they stock. “We would like to get
more (because) we get requests for
them all the time."

Since this demand has only re-
cently occurred, the chain's main of-
fice has not yet responded, a spokes-
man for the store alleges.

Michael Grant, book buyer for
Books Inc., says “he is aware that
people are buying all kinds of com-
puter books.” In addition he says,
“the company would be more than
happy to carry a line of computer
books for children if any were of-
fered.”

Hence there is life after LOGO. The
demand for children's computer
books certainly is there, if only in cer-
tain markets. What are the book
publishers doing to ensure a supply
of children’s books gets to retail out-
lets?

Mark Chesire, editorial director of
the children’s book division for Holt,
Rinehart and Winston in New York ex-
plains: ‘| am actively looking for au-
thors who can do computer books
for children. We published one book
in the spring called /t's Basic: The
ABCs of Computer Programming by
Shelley Lipson. We have sold quite a
few of them and plan to do a reprint-
ing of the book. Children's computer
books seem to be something the
public wants. The positive response
to It's Basic reveals a demand for
such books."

In addition to being a software
manufacturer, Datamost, Inc.,
Chatsworth, Calif., publishes easy-to-
read computer books for children. A
spokesman for the company states
that there is certainly a gap between
what is available on the market and
consumer demand. Supply is not
keeping up with demand, he ex-
plains.

Datamost expects a huge increase
in sales and is making efforts to sup-
ply books to bookstores, software
stores and consumer electronics
stores.

If Holt, Rinehart and Winston is
characteristic of the book publishing
industry, more computer books for
youngsters should be forthcoming in
the near future.

Currently, two types of children's
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Somethmg for Everyone

EduFun! .. .educational computer games
from Milliken Publishing Company, the
leading publisher of educational software and
teaching aids for schools. Designed to excite
parents, kids, and you, the retailer.

EduFun! ... there’s something for everyone.

Educational Value

With years of experience and success in
schools, we at Milliken know what kids need
and like to learn. Parents,
concerned about their kids
playing video
games, will
realize that
Milliken’s
EduFun!
educational
computer
games
offer great
educational
value.
parents would like to
challenge their kids, provide them with extra
help or help them get ahead, EduFun! games

are just right.

And, who knows, mom and dad just
might play a game or two
themselves.

Learning Fun

We all know that kids love
to play games.

Available on the Atari 400 and 800
and Apple |1+ Computers.
Available soon on the VIC 20 and
Tl 99/4 Computers.

EduFun! games offer the same excitement,

challenge, color, sound, and graphics which

really
e

motivate kids. And, please
don't tell them, kids just
might forget that
they’re really learning.

(i’
N

Learning made fun for kids of all ages.

Increased Sales and Profits

Educational software used to sit on the retail
shelf —until EduFun! Our product is designed
to sell through — from quality packaging and
game design to extensive promotion. It’s the
retailer’s ticket to increased sales and
profits. From a company fully
committed to a booming market.

Watch us make learning fun
and profitable, too.

A Division of Milliken Publishing Co.
1100 Research Blvd.
St. Louis, MO 63132
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versatility
portability
_affordability

versatil.ity;p.d i '
Atari 400 or 800
;_S_idev.;ir:ﬁter’-’ :

ts, completely in-
your dealer for
Dealer inquiries

' 14416 So. Outer 40-Rd. |
Chesterfield, MO 63017
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Quality software
from the name you know.

Reader's
Our software is DlgeSt are of consis-

new, but our tently high qual-
name 1s not. We're  ity. The Reader's Digest
known world-wide for  name tells you. Reader's
publishing excellence. So  Digest Software is avail-
when you sell software  able from your distribu-
from Reader's Digest, you  tor. Write or call 914-
— and your customers —  769-7000 (ext 240) for
will know the products  more information.

eader’s Reader’s Digest Services, Inc.
Digest Microcomputer Software Division
Pleasantville, NY 10570
SOFTWARE
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computer books are available for re-
tailers to sell in their stores. One type
is the books that enable junior to be-
come a wiz at Pac-Man, Space Invad-
ers or any of the more popular video
and computer games. These are the
“How-to-beatthe-odds" type books.
Generally such books come in paper-
back and contain tips and strategies
for achieving high scores.

The major problem with these
books is that today’s best selling
game often becomes tomorrow’s tur-
key, as more attractive and newer
games come on the market. In other
words, when the game stops selling,
the book on how to win at that game
stops selling also.

Another type is books that teach
the reader how to program or learn
about computers—educational
books. These books show young-
sters how to work on the computer.
Books that teach the reader about
computers are also available.

Is his area one in which computer
books are in demand? Are there con-
sumers who are looking for children’s
computer books? And finally, are
there any books available to stock
his shelfs with? These are just a few
of the questions the retailer must ask
himself.

Here is a list of some books for
children:

Basic Fun (Avon $2.25) by Susan
Drake Lipscomb and Margaret Ann
Zuanch. Appears to be the current
best seller in this market.

It's Basic: The ABCs of Computer
Programming (Holt, $8.95) by Shelley
Lipson. Another fast mover.

Every Kid'’s First Book of Robots and
Computers (Compute Books $4.95)
Not as popular as Basic Fun but still
moves off the shelves.

Computers For Kids (Creative Com-
uting Press $4.95) Different editions
are available for the Atari, Apple,
TRS-80 and Vic-20 microcomputers.
Kids & the Apple (Datamost $19.95)
For the child that owns an Apple.
Kids & the Atari (Datamost $19.95)
Same as above except for the Atari.
Kids & the Vic (Datamost $19.95)
Likewise. n

David Keenan writes and studies about
computers at the University of Santa
Cruz, Calif.
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Soft Byte

Stepping through the perfectly
white, all-glass french doors into

Soft Byte is like entering a 20th Cen-
tury fairyland. Instead of gingerbread
and candy, this little wooden shop in
affluent Tarzana, Calif. offers com-
puter software. All the same, there’s
a magical atmosphere here. It could
be due to the pretty blue and white
color scheme and the custom-built
wall shelves on which the programs
are displayed, much the way fine
china is shown in china cabinets. Or
maybe it's the sales staff—all well un-
der the age of 25, but dressed for
business and exhibiting a very pro-
fessional demeanor; this kingdom is
run by kids, and they take the respon-
sibility very seriously. Or perhaps it's
because everything is so small, but
capable of doing so much . . . It just
doesn't seem completely real here.

It is, though.

Founded in the Spring of 1982 by
company president Bob Meyer, Soft
Byte is a complete computer soft-
ware store. The product mix divides
up into 80 percent software pro-
grams, 15 percent peripherals, and 5
percent books and magazines. Al-
though popular games like Broder-
bund's Choplifter, available at an
average price of $30 each, far outsell
the business programs in terms of
quantity, it's the business programs
that generate the higher dollar vol-
ume. Selling for approximately $200
apiece, the serious money is in the
home management and small busi-
ness packages, he believes.

Meyer has had his strongest sales
success to date with Micropro's
word-processing Wordstar, Software
Publishing's PFES. (Personal Filing
System), and Continental's Home
Accountant. In total, he carries 300 to
400 different titles, and stocks them
three-to-four deep. He finds that the
average life of a business program is
about six months.

Although Soft Byte does .no
custom or outside consultation work,
they do try to extend full support to
their customers; they are happy to
amend, adapt, help, and teach.
Meyer explains, “‘“The demonstrations
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That little shop on L.A’s Ventura Blvd. is a new breed computer software emporium.

Business and recreational software marry
well at Soft Byte.

are very important. Our philosophy
revolves around service. We give the
customers what they want, for a fair
price. We'll send someone away if we
don't have what's right for them. We
try to sell them something for less
money, rather than oversell them. We
have a high reputation for being ac-
curate and helpful. People even call
us from other stores with questions.”

A full complement of technical
books and magazines containing in-
formative and instructive computer

lore is available to further extend the
customer’'s knowledge base. Then
there are the many accessories: ex-
pansion boards, interfaces, modems,
joysticks, disk storage mediums, and
disks, for added versatility. Because
Mevyer feels so strongly that cus-
tomer support is essential, he has de-
cided against operation of a mail
order division.

It's been almost a year since Soft
Byte opened its doors on Ventura
Boulevard. A second shop, in West
Hollywood, was launched later in
1982. Meyer estimates an approxi-
mate cost of $100,000 to put a com-
puter software store in business, and
says that the product appeals to one-
to-two percent of the population now.

It sounds like a tough proposition.
Itis, Meyer says, and he stresses that
in order to cash in, you've got to
make all the right decisions.

One very significant consideration
is location. Meyer suggests that
since computer software is a luxury
item, it's advisable to situate yourself
in a market area where the average
income is more than $35,000. Prox-
imity to technical industries or educa-
tion centers where aerospace,
science, and engineering are popular,
is also key; Meyer has found that the
scientifically-aware are more eager to
spend for computer software than
the somewhat idle very rich. And al-
though teen-agers are often fasci-
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nated by the merchandise, it is more
likely the young adult male who
plunks down the cash.

Meyer cautions that you need a
healthy traffic flow (making busy Ven-
tura Boulevard ideal), and he feels
that having other software and hard-
ware stores nearby is a definite as-
set. Rather than worrying about the
competition, he is secure that he
draws off the other shops.

Advertising and promotional plans
must also hit the spot. With a sheep-
ish grin, Meyer admits, “We're num-
ber two and we try harder’’ He uses
the Los Angeles Times Saturday
sports section almost exclusively for
his print ads, citing it as an already
set precedent for computer advertis-
ing. Soft Byte ads appear in some
user group newsletters; additionally
Meyer publishes his own Soft Byte
monthly newsletter. Six-to-seven
pages long, it features articles on ap-
plications, new products, and a cus-
tomer input section.

The biggest industry pitfall, how-
ever, is one that cannot be side-
stepped, says Meyer.

“Pirating is rampant. Pirates have
the programs even before we get
them from the manufacturers. The
copywrite protections just don't
last—people break into the copy pro-
tection programs. Thousands of peo-
ple get these programs without
paying for them. They're transferred
through telephone modems, friends,
direct connections, electronic bulletin
boards . . . | personally know of one
person who has an inventory of 300
or so programs and hasn’t paid for
one, other than the cost of the disks.
He transfers them over a modem to
his friends. Piracy is probably in the
million-dollar range by now.’

Meyer also objects to some of the
manufacturers' business practices:
“They seem to be obsessed with
prerelease advertising. Three-to-four
months prior to the release of the arti-
cle, they run full-page ads. They hurt
themselves because the excitement
culminates two months before the re-
lease. When it's finally released, no
one is interested anymore and the
retailers are disgusted.

“This industry,’ continues Meyer,
“is run by engineers, by ‘computer-
nics, and by programmers. It's a very
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Owner/president Steve Meyer eyeballs Atari display and inventory.

Interior of Soft Byte has a clean, high-tech and open look.

unorganized, unbusiness-like indus-
try, going through growing pains. It's
very frustrating for businessmen like
myself who got into it because of the
need for more professionalism.
Professional or not, the new busi-
ness year is one that twenty-five year-
old Meyer sees being shaped pri-
marily by the national economy. "‘As
a retailer” he predicts, "'l see a trend
towards small business machines, in
the $5,000 range. There will be defi-
nite growth if the economy either
stays flat or picks up. If the economy
gets worse, we might be in for a
rough year. Some software-only

stores may be eliminated, and | ex-
pect a rapid growth in franchise oper-
ations where they have a common
base to draw upon and everything is
organized for them. There will be a
huge demand for qualified sales per-
sonnel. If someone is competent and
experienced, then | think they’ll be
able to pretty much write their own
ticket in 1983. This is a young indus-
try, and as time goes on, it wil be-
come even more youth oriented.” B

By Wolf Schneider, a freelance journal-
ist who specializes in the entertainment
industry:
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Explore the Frontiers of Intelligence

THE MIND OF MAN

Chess, Checkers, and Odin (as played by U.S.
Othello Association rules) are classic games of
the intellect. They evolved over the centfuries as
a way fo understand complex sifuations and
achieve mastery in acfion.

Now, by interacting with the infelligence
embodied in these programs, you can
participate in the exciting challenge of the
Mind of Man.

- BY LARRY ATKIN
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CHALLENGES THE PROFICIENT;
INSTRUCTS THE BEGINNER.

A new microcomputer standard for what many
consider to be the ultimate game of the intellect.
In addition to its superior playing strength,
Chess from Odesta infroduces a new
generation of inferactive intelligence—with 27
cursor-controlled features, including:

 Advice and prediction of best moves e Save
games to disk ® Graphic illustration of aftacks
and defenses e Variations of blind-fold chess e
17 levels of play, including postal and
mate-finder modes e Enactment of over 30
classic human and computer chess games ®
Plus—an opening library of over 7000 moves.

For those who want the best.

930 Pitner

(US.A)

Evanston, IL 60202

FOR ALL GENERATIONS—
A NEW GENERATION OF
INTERACTIVE INTELLIGENCE

Chess, Checkers, and Odin are unigue—in
playing sfrength and in what they let you do.
You can fry out any idea—and even get ideas
fromthe programs themselves. Plus, it is easy
andfunto play the games and use their many
features:

e Different levels of play, from beginner fo
experf e Advice on best move e Take back and
replay moves ® Auto and manual modes ®
Instant replay of games e “Change” feature
adds or subfracts pieces ® Sophisticated
opening libraries  Clear graphics ®
Instructions include chapter on skillful play.

Checkers oo un

YOU'VE NEVER KNOWN CHECKERS
LIKE THIS!

Learn the complexities of this surprisingly
sophisticated strategy game by inferacting with
Checkers’ 24 user features:

 Play against 16 levels of difficulty ® Waich
Checkers play against itself—one level against
another ® Swifch to “Give-away” mode, where
the object is fo make your opponent fake your
pieces e Watch the Checkers movie—an
instant replay of a whole game e For those
inferesfed in the inner-workings of “programs
that think”, adjust 58 program parameters, so
that you can experiment with the way
Checkers ifself thinks, and how if plays.

An ideal introduction to arfificial infelligence.

Chess: $69.95
Checkers: $49.95
Odin: $49.95

(Mastercard or Visa):
800-323-5423

(in lllinois, call 312-328-7101)
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THE PEOPLE BEHIND THE PROGRAMS

LARRY ATKIN AND DAVID SLATE

Authors of the Northwestern University 4.7
Computer Chess program; Winners of the
World Computer Chess Tournament,
1977-1980; Winners of 8 North American
Computer Chess Championships befween
1970 and 1979; Two of the world's authorities
on machine infelligence.

PETER FREY

Professor at Northwestern University, feaching
courses in Psychology and Computer Science.
Editor of and contribufor to the definitive fext on
computer chess: Chess Skill in Man and
Machine. One of the U.S. Othello Association’s
top-ranked players.

WHY ARE 20 MILLION PEOPLE PLAYING
THIS GAME?

A classic board game, where the object is fo
entrap your opponent’s pieces—but only at the
righttime. The rules of play are simple and the
game fast. At your disposal are the full range of
features found in all of Odesta’s Mind of Man
series. You will need them, along with your
keenest insight and deepest perception, fo
master the secret of Odin (playing by U.S.
Othello Association rules). Join the growing
number of strafegists exploring the subfleties of
a game that may change the way you think.

See your local software dealer, or order  For Apple Il, Apple Il Plus 48K disk

systems, and Atari 48K disk systems.
QOdin is also available for TRS-80 Model
1 & 3 32K disk systems.

©1982 ODESTA



The Computer Store

hen it opened for business

back in the pioneer days of
1975, the Computer Store in Santa
Monica was known primarily as a
gathering place for area enthusiasts
who met to trade information, swap
newly devised skills and explore the
limitless parameters of the then-in-
fant computer hardware field.

Like the industry itself, the empha-
sis now has shifted to the neophyte
personal and business user. ''The
real market lies with the businessmen
who are not computer enthusiasts,”
explains Brian Donner, who
purchased the store in 1981. "'These
are people with a problem and they
are looking for a solution.”

His comments suggest a pragma-
tism that has come to dominate the
field. It is also responsible for the on-
going success of The Computer
Store, which has prospered in the
face of growing competition and the
advent of severe discounting. Billing
itself as the world’'s first computer
store, the shop has turned a profit
every year since its opening. Donner
says the recession is having an ad-
verse impact, but he doesn't expect
the generally optimistic sales history
to alter in 1983.

In part this is because Donner’'s
shop is becoming increasingly
geared toward meeting the demands
of the small business user. Although
an estimated 70 percent of 1982
sales involved the personal user or
computer enthusiast, Donner antici-
pates some 60 percent of 1983 sales
will involve the business community.

He is embarking on a full redesign-
ing of the store's interior that will cost
approximately $60,000 and be com-
pleted by the end of the first quarter
of 1983. Currently the store features
sofware in front, a bank of desks and
offices to the side and hardware dis-
played toward the rear. Donner plans
to upgrade the entire facility, empha-
sizing a more intimate and profes-
sional appearance. There will be a
clean, open look with low modular di-
viders adding privacy and intimacy to
the setting.

“We'll be more of a showroom for
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The Computer Store in affluent Santa Monica, Calif., lays claim to being one of the

earliest and more innovative of the new breed of hardware/software dealer.

business,” Donner explains. “"We'll be
a real showpiece for our suppliers like
Apple so they can even shoot film in
here."

But the physical upgrade is only
secondary to what Donner considers
the major offering of The Computer
Store: service. The shop has ag-
gressively competed with discount-
ers in the personal computer field by
offering a sales package that in-
cludes training, consultation and a
full year of ongoing telephone sup-
port for computer users.

“This business is becoming
meaner,” Donner contends. “‘There
are people selling software and hard-
ware and they are not backing the
product with any support. They're
selling just a box and saying, ‘Here it
is, take it! Yet people are naive and
looking to save money, especially in
today’'s economy.

“We're not positioned as a know-
nothing discounter. We've been un-
der some price pressure, but we're
very successful in pointing out to
people that they should really be in-
terested in maximizing the value. We
have to be more effective in convinc-
ing prospective customers that that
is not just rhetoric. People are looking
to be convinced that that's true.

“We've had to become more clear
in our minds about the services we're
providing, and more efficient in com-

municating what that service is.”

The philosophy is explained clearly
in a slick three-fold brochure that is
handed out as part of a sales kit to
prospective customers. The bro-
chure is entitled, How To Tell the Dif-
ference Between A Computer Store
and The Computer Store.

“The easiest way to tell The Com-
puter Store from a computer store is
to look at our expertise,” the docu-
ment explains. ""We call it The
Smarts. The Smarts is a blend of ex-
pert knowledge of the. small com-
puter field and small business ap-
plicatons so unusual in a computer
store that we've trademarked it . . .

"We see ourselves as educators
as much as salesmen. We help you
analyze your needs. To help you gain
the expertise necessary to make an
informed decision on the system
that's best for you. So you're never
oversold. Or undersold. Or missold.”

In fact, Donner takes the commit
ment toward education so seriously
that the sales force of 9 (there are 14
full-time employees) has extensive
teaching experience on the college
level. Some are even psychologists.

The Computer Store's personal
approach also emphasizes flexibility.
Customers are told that since their
needs are being analyzed before
they purchase a system, they will find
it easier to expand or to add new
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D applications in the future. Donner
says the approach pays off; many of
The Computer Store's customers are
repeat clientele seeking to upgrade.
The shop also will provide, through its
service department, consultation,
training and service to customers
who have purchased hardware else-
where, including area discounters.
Prices can range up to $60 an hour.

The experience helps convince
customers grappling with unfamiliar
computer hardware and software
“that they might have saved money
in the long run by buying from us in
the first place.” The service operation
has successfully introduced potential
clients to the store “and many will
come back and upgrade the system
they have through us.”

The tremendous emphasis Donner
places on service wil, he believes,
aid in the development of strong
business clients. “The potential for
us continues to be with the business
community. They realize the need for
support, and that's important for us.”

Donner also attempts to remove
some of the complexity out of the
computer guestion by stocking only
limited hardware and shunning sys-
tems that complete closely with each
other. Video games and cheap, dis-
count systems like the new Timex
computer also are spurned. The dis-
counted systems have too low a
profit margin and are essentially
“loss leaders to build traffic.” Many of
those devices also have “'the poten-
tial for excellent arcade and video
games’’ but are ultimately too limited
in scope.

“We market to the sophisticated
user,’ says Donner. “‘Those machines
don't fit into our marketing thrust.”

What does fit snugly into the phi-
losophy, however, is the Apple com-
puter line. The Apple Il has been the
most successful system the store
carries since it is versatile, useful to
both the enthusiast and the busi-
nessman, and has a full line of sup-
porting software. In actual dollar
volume, about half of the store's per-
sonal computer sales was Apple |l
hardware and software.

In business computer hardware,
Donner estimates that about one-
third of sales are Apple Il systems,
one-third are Vector-4 systems and
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the remainder ''‘going to Altos be-
cause it offers a multi-task computer
having a number of terminals. It's
strong with vertical markets.”

An additional business hardware
line may be added “'but you don't
want to confuse the customer by
having things that are going after the
same market. You want systems with
various degrees of power and per-
formance that don’t compete (with
each other)”

The Apple Il system with a monitor,
one disc drive, some software and
service retails for about $2,000 at
The Computer Store. Apple 3 and
Vector 4 systems—with hardware,
software, training and printer—sell
for about $10,000. The Altos multi-
terminal system is offered in the
$15,000 range.

The store also offers leasing and
financing arrangements with outside
financial agencies acting as lenders.
About 80 percent of the systems are
sold to customers outright, Donner
estimates.

The average customer is de-
scribed as a '‘white businessman
around 30 years old.” Since the store,
located at 820 Broadway at the junc-
ture of Broadway and Lincoln Blvd. in
Santa Monica, is situated in an area
with heavy pedestrian traffic, the cus-
tomer range is diverse. ‘‘You see a lot
of housewives with young kids look-
ing at the Apple Il. They may have
gotten some computer training in
school and the parents are looking at
a home system to continue their work
at home."

There also is a full line of personal
and business software. Donner tries
to stock three software packages for
each generic business category. “We
look at the software and select abso-
lutely the very best that are there—
two or three packages that are the
same generically but slightly different
in style. We try not to simply have
software packages proliferate just to
have them proliferate.”

The software packages average
about $100 each and comprise about
40 percent of total software sales.
The percentage is likely to grow as
hardware sales become more busi-
ness oriented. In fact, the software
“solutions’’ to the business commu-
nity's productivity ‘‘problems" likely

will become more significant to The
Computer Store during 1983. Busi-
nessmen investing in a computer
system will look to the software pack-
ages, more than the computer hard-
ware, to improve their overall
business operations, Donner be-
lieves.

The shop also stocks a full array of
popular video games that range from
$29.95 to $49.95. The popularity of
the games tends to be shortlived—
about two or three months—but the
profit margin is better and the dis-
counting less intense than with some
of the more popular commercial
hardware. Virtually all popular games
have a version compatible with the
Apple Il system that is primarily mar-
keted to home users.

Donner does not stock software
for hardware systems other than
those he sells because “the margins
aren't there to carry the other soft
ware.”

The third major area of software is
educational in nature. “We sell a lot
of it as does everybody else. It's an
easy sell!" About 20 percent of soft-
ware sales fall into this category, and
Donner believes sales would be
much stronger if additional software
products were available. The basic
mathematics and spelling programs
are geared mainly toward pre- and
elementary schoolers. High school,
college and post college adults
would likely purchase educational
software if it was available, Donner
believes. "It could be one of the pri-
mary software products. The ven-
dors haven't done a good job on this
end of the market."

Donner sees 1983 as the year The
Computer Store, a 4,000 sq. ft. facil-
ity that generated sales of about $2
million in 1982, consolidates its soft-
ware and hardware lines and pre-
pares to ride the crest of the next
emerging trend: “‘The 16-bit micro-
computer entering the real world and
moving beyond the computer enthu-
siast. Our first priority is to bring the
appearance of the store up to the
level of the staffing and the service
we provide.” n

By Al Senia, an L.A. based journalist
specializing In business, marketing and
merchandising topics.
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MERCE

VIDEON

natural outgrowth of adjoining

Laurel Canyon, Hollywood, and
Burbank, Studio City, Calif., is home
to the CBS studio lot as well as
dozens of production companies
and hundreds of writers, producers,
cameramen, and entertainment busi-
ness staffers. It's where movieland
goes to lay low, and at Videon, they
plan to supply everyone's recrea-
tional software needs. Coming later

. recreational computer software.

Dealing with a very sophisticated
clientele, store manager Rochelle
Seidman decided that positioning in
the marketplace and product selec-
tion would be most crucial to her op-
eration’s success. Owned by Show
Industries—parent company to the
proliferous, local Music Plus record
chain—Videon, a soon-to-be com-
plete software specialty store,
opened its doors in August, 1982.
While Seidman is hesitant to divulge
a bottom line on gross profits, she is
eager to point out that the shop has
had steadily increasing business
each consecutive week and each
consecutive month so far. She cred-
its the positive trend primarily to a
very loyal and expanding adult cus-
tomer base.

Videon stocks approximately 1,500
different video titles: sporting events,
exercise programs, musical con-
certs, and movies—from classics to
popular releases and everything in
between—uwith 4,000 to 5,000 pieces
of inventory in-house. Available on
videocassette (Beta or VHS) or vid-
eodisk (CED or laser), the movies are
priced competitively with selection
stressed rather than price point.
Rental of videocassettes at $10 for
two nights forms the basis for 10 to
20% of the profits, but is not encour-
aged. Rather wall-to-wall glass dis-
play cases and prominently-
showcased home storage cabinets
help to further a ""home library’ orien-
tation. Blank video cassettes and
cleaning products are also available.
This past December, a major transi-
tion was made with the addition of
video games to the product mix.

In Seidman's words, “We felt the
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VIDEON, yet another new breed entertainment software store in L.A’s San Fernando
Valley, started with videocassettes and videodisks. Now ... video games. Coming . ..
computer software.

customers should have access to
presents for children as well as adults
in one location. We're going to keep
the games permanently because we
feel that they go hand-in-hand with
the movies. As software specialists,
we have decided that the games be-
long here. They're doing very well—
they've started out at about a 10%
contribution to the overall business.
Pitfall is the number one seller right
now, with E.T and Frogger also very
popular. Although we're only carrying
the top 35-t0-50 titles right now, we
expect to expand.”

If the immediate sales contribution
of the video games has been rela-
tively limited, the activity and interest
surrounding them has been dis-
proportionately large. With 1,200
square feet, one corner of the shop is
devoted to the games—top sellers
by Atari, ActiVision, Imagic, M. Net
work, Coleco, Vectrex, Intellivision,
and Parker Brothers. The only hard-
ware available in the entire store is
the Vectrex video unit. “It's a spe-
cialty item,” offers Seidman. "It can
be plugged in anywhere, you don't
need a television. It's a finer video
game computer ... it can do more
than the others." It also draws in en-
thusiastic kids who not only play
while their parents pay, but also on
occasion linger on indefinitely.

Teenage obsession with a product
is nothing new to Seidman, who
spent five-and-a-half years managing
Music Plus record stores. Indeed, the
Plus even experimented with the
rental and sale of videocassettes.
“We found it to be too much of bur-
den,’ summarizes Seidman, “‘on the
employees as well as on the custom-
ers. With video products, it takes a
longer time to help the customer and
you just can't devote that time to
someone in a record-store atmo-
sphere where everything’'s moving so
fast. In the record business sales are
pretty consistent . .. you can guess
from week-to-week and day-to-day
how much business you'll do, give or
take a hundred dollars. In the video
business, there are no patterns.”

Still, there are similarities between
the entertainment mediums, particu-
larly between the video games and
records, both charted by their sales
strengths. “The games,’ Seidman
comments, ""have a definite new-re-
lease type life span; | would say 30 to
90 days, depending on the item. |
think that their pricing is somewhat
higher than most children can afford.
They can muster up $10 for a record,
but with the games at $20 to $30
each, it's harder”

So the parents are usually the ones
to pay, and Seidman estimates a typi-
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cal game sale at $50 to $75, for two
games. Relying on a large percent-
age of repeat customers, advertising
is limited to print only. Videon ads can
be found in the Friday edition of the
L.A. Times Calendar (entertainment)
section—where Seidman hopes to
entice weekend shoppers; Group
W's local cable/pay TV Galaxy maga-
zine; and as a complementary tag to
all Music Plus print ads. Why adver-
tise in a cable TV magazine—seem-
ingly your competition for home
movie presentations? The Seidman
psychology is that consumers may
enjoy the film so much that they will
want to purchase it for their own li-
brary. Or they may be hyped for it by
the cable channel’'s promotional
efforts, but miss it due to inconve-
nient scheduling ... leaving them
hungry for the product. Plus, Seid-
man says that research indicates
that most pay TV movie aficionados
own their own VCRs. For those hard
core movie fans, Videon publishes a
monthly newsletter and a weekly flier,
and hosts a rental-discount club.

Correct and complete stock selec-
tion, adequate advertising, and a
good location in a heavily-trafficked,
affluent, and entertainment-oriented
area are three of Seidman’s four core
considerations. The final aspect?
Customer service. Videon is open
seven days a week, from 10 in the
morning until 10 or 11 at night. The
merchandise is laid out in an open
horseshoe arrangement with titles
stacked in custom glass cases so
that packaging is optimally visible.
The sales staffers all work full time;
Seidman believes that she just can’t
get the kind of commitment that she
requires from part-timers. More than
a background in video, when hiring
she searches for good personalities,
people who she feels will be able to
relate to customers in a professional
and patient fashion.

If she has any problems in this new
realm, Seidman admits that they may
be due to her youthful appearance
coupled with her sex. Twenty-five
years old, she explains, "lt's not hard
for me to be a woman and be the
boss, but sometimes it's been hard
for some of the male employees.
More than the fact that I'm a woman,
the fact that | look young causes
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problems. Interestingly enough, I've
had people agree to take the job
knowing full well that | was the one
who interviewed them and chose to
hire them, that | was the one running
the store, and then had occurrences
come up afterward when they came
in and told me how tough it was to

take direction from a female.”

Still, with sales on the upswing it's
not much for Seidman to lose sleep
over ... she's running a tight ship
and it's right on course. [ ; |

Wolf Schneider is an L .A.-based, free-
lance entertainment journalist.

When It Comes To Buying Software Be Sure You're

Making The Right Connection.

%,

£

4

S
Like any other business, it’s who you know that *“* There are no minimum order requirements and
makes the difference. And staying on top means  all software is available at prices 40% below retail
making the right connections. (additional volume discounts up to 10%).

Alpha Et Cetera is now one of the largest distri- But selections and discounts aren’t enough.
butors of business, educational and recreational When profitability is the bottomline. The
software in the United States. And for good rea-  difference is professional experience in retail man-
sons. Only Alpha Et Cetera, The Software Source]™ agement, merchandising, sales, marketing and
offers dealers the highest return on their dollar. distribution. Alpha management and sales force

The software connection. As The Software help dealers create successful software programs
Source, Alpha offers more than just product — ways to find new customers, net greater

availability and 24-hour shipments. Alpha
does carry all the major
brands and the latest best-
sellers for personal and
business microcomputers,
including Apple)® TRS-80¢
Commodore VIC-20®

N
SOFTWARE

inventory turns and select the right products
for higher profits.

Making the right connec-
tion. When multi-supplier
connections have already

resulted in off-schedule de-
liveries, more paperwork and

IBM*®/PC, Atari® and CP/M?® Over a hundred
new software selections each month.,

AlphaEtCetera,Ltd.
ACE Marketing Division
Box 231, 1229 S. Morgan Street, Shelby, North Carolina 28150

TOLL FREE outside NC: 1-800-438-0676
NC: 1-800-222-3855

lost profits, next time give Alpha a call. There's
one Software Source that will make the difference.

™The Software Source is a trademark of Alpha Et Cetera, Ltd.
"Apple is  registered trademark of Apple Computer, Inc., *TRS.80 is & registered trademark of The Tandy Corp. “VIC-20 is a registered trademark of Commodore Business Machines. "IBM/PC s a
registered traemark of International Business Machines, Inc. “Atr 1 & segistered tradermark of Warner Communications, Inc. SCP/M is a registered tradentark of Digita Research, Inc:
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SHAPES IN COLORS:
Hayden Software. Create
your own animated shapes
and figures . . . paint a land-
scape . .. design an alpha-
bet. Explore the limits of
your imagination with this
precision shape plotting
tool. Command the power
of Hi-Res graphics to pro-
duce animations, games,
graphic presentations and
more. That's how Hayden
describes this software. Ap-
ple Il with Applesoft, 48K.

CIRCLE #188 ON READER SERVICE CARD

TRASHMAN: Creative
Software. The player is the
spearhead of the city's anti-
litter campaign. As a role
model to your political ad-
visors and in an attempt to
get more votes, you decide
to drive the town’s garbage
truck. It certainly is a
grassroots campaign. You
patrol the city streets, pick-
ing up litter and emptying
trash cans. Your attempts to
clean up the town, however,
are thwarted by the enor-
mous flies that threaten
your truck wherever it goes.
For the Commodore VIC-20.

CIRCLE #189 ON
READER SERVICE CARD

COSMIC CREEPS: Tele-
sys. The pressureis on . ..
Civilization is doocmed un-
less the player can save the
Cosmic Kids. The kids are
on a planet whose orbit is
rapidly decaying. Te save
them, one must fight off
Space Skeeters and Cos-
mic Creeps who are con-
stantly on the offensive. Get
your Orbinaut onto safe
land and rescue the kids.
Their fate is in your hands.
For the Atari VCS.

CIRCLE #190 ON
READER SERVICE CARD

CONSTRUCTION SET:
BudgeCo. This pinball con-
struction kit by Bill Budge
contains all the pieces and
tools one needs to make hi-
rez video-pinball games. Ex-
tremely user friendly, no
programming or typing is
necessary. Players just take
parts from the set and put

them on the game board—

press a button and play ac-
tion starts. Users can use
the video tool to make bor-
ders, obstacles, paint, and
add game logic and scoring
rules of one's choosing. For
the Apple Il or Apple Il Plus,
48K, and one or two button
joystick.

CIRCLE #191 ON
READER SERVICE CARD

WORDTRIX: Insoft (R). In
this world of fast-paced
everything, comes a fast
paced word game in which
the computer's dictionary is
the player's competitor.
Wordirix requires the player
finds words in a 4-by-4 grid
of random letters. Hurry
though, the computer plays
against you with its entour-
age of thousands of words.

Personal Computer (64K).

CIRCLE #192 ON
READER SERVICE CARD

KID GRID: Tronix Publish-
ing, Inc. In this chase
game, players race around
a grid connecting dots. But
keep on the look out for a
mysterious bounding gues-
tion mark and don't slow
down at corners because
‘‘Squashface, Thuggy,
Muggy and Moose'' are in
hot pursuit. Your only
weapon is the button on the
joystick. Press it and the
bullies get zapped. For the
Atari 400/800.

CIRCLE #193 ON READER SERVICE CARD

98 Software Merchandising

February 1983

Six skill levels. For the IBM




ASTRON IV: Syncro, Inc.
In this adventure game play-
ers are space warriors and
must battle robots and
deadly Orbitron to destroy
the dangerous pirate as-
teroid. In full color, you can
chose Orbitron throughout
the universe. On 16K cas-
sette/24K disk and load
tested. Cassettes come
with programs recorded on
both sides with music track.
For the Atari 400/800.

CIRCLE #194 ON READER SERVICE CARD

SWAMP CHOMP: Pro-
gram Design, Inc. It's
feeding time in Muckedoo
and guess who must get to
the feeding station? Sounds
easy. Not really. The player's
trek to the station involves
fighting off alligators, low-
flying objects and unknown
creatures infesting the
swamp. The player's only
salvation is to eat a ghost
and then you can chomp on
the swamp ghoulies.
Swamp monsters come on
the Atari Home Computers
with 24K disk/24K cassette
and requires a joystick.

CIRCLE #195 ON
READER SERVICE CARD

MIX AND MATCH: Apple
Computer. These educa-
tional games for pre-
schoolers have been
developed by Sesame
Street, the Electric Com-

BANK STREET WRITER:
Broderbund Software.
The company calls this “‘the
first truly home-oriented
word processing system.”
Features include: automatic
word wrap; add, move, in-
sert and erase blocks of
text; universal search and
replace; automatic center-
ing and indent; disk storage
and retrieve functions with
password protection; docu-
ment chaining which allows
documents of unlimited
length; and more. For Apple
with 48K.

CIRCLE #197 ON
READER SERVICE CARD

CRIBBAGE & DOMINOS:
Thorn EMI Video. It's a
game of skill. It has 10 game
variations and needs one
player. For experienced
players you will need to try
out new tactics. Later you
might have to admit defeat.
For a beginner, the com-
puter might have mercy. But
as you learn some tricks you
may well have the computer
at your mercy. For Atari 400
and 800.

CIRCLE #198 ON
READER SERVICE CARD

pany and 3-2-1 Contact. The
programs were designed
with the child as a user in
mind. They provide interac-
tion with the computer in a
friendly easy-to-use manner.
For the Apple Computer.

CIRCLE #196 ON
READER SERVICE CARD

SPYS

iy penguin software

SPY’S DEMISE: Penguin
Software. All of a sudden
you're sipping a double
vodka with a twist. The nap-
kin below your drink says
the “'Bangkok Hilton.” There

is no Sam at the piano and
John Lecarre, Agatha
Christie and Sam Spade are
not in the bar. All alone, you
realize you are about to en-
counter several strangers
who will change your pur-
pose there. You overhear
two employees discussing
an encoded message.
“They are KGB agents!"
The message is the key and
you must figure out what it
means. For the Apple.

CIRCLE #199 ON READER SERVICE CARD
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ARTESIANS: Rena-Soft.
In this hi-rez adventure, the
player enters a four-story
building to obtain water-
filled jugs from the fourth
floor and then must climb
back down. In this mad-cap
attempt to reach the fourth
floor the player must avoid
obstacles, elude a watch-
man and his dog and arte-
sians. For Apple Il or Apple I
Plus computer with 48K
compatible with 16 sector
drive formats.

CIRCLE #200 ON READER SERVICE CARD

DELTA DRAWING: Spin-
naker Software Corp. For
ages 4 to 14, youngsters

learn computer program-
ming concepts while creat
ing colorful pictures in this
educationally-enriched pro-
gram. As a child creates
pictures, the computer
keeps track of every key-
stroke and records it as a
program in the text mode.
By touching a single key, the
child can see the program
that was written. As chil-
dren progress, they can
write their own programs in
the text mode to see their
picture. For the Apple Il
plus, 48K Disk Drive.

CIRCLE #140 ON READER SERVICE CARD

100

Software Merchandising

CIRCLE #143 ON READER SERVICE CARD

February 1983




& ' Synergistic
e SOMWOre

ROBERT
NEW

MICROBE: THE ANA-
TOMICAL ADVENTURE:

Synergistic Software.
This one is for the aspiring
physician in you. It's a com-
puter program directed at a
number of diverse users
with differing goals. It acts
as both game and educator.
Game-wise you execute a
complex mission within the
human body. Can you ac-
complish your mission in
time and save the critically
injured patient while fending
off attacking bacteria, para-
sites, dodging clots and tu-
mours? As an educator it
teaches users everything
they ever wanted to know
about the human body.

WAVY NAVY: Sirius Soft-
ware, Inc. With the sky
filled with enemy bombers

and Kamikaze fighters, the
player quickly knows the
score. Blast those guys out
of the sky. You may think
“Why me?"" The PT. boat is
being tossed about by 30-
foot waves and as you rush
to the gun, you notice heli-
copters as the enemy's
backup. Your heart starts
pounding as the gun starts
pumping. You jerk the
joystick to the starboard
while keeping your hand on
the fire button. Sometimes
its hard to believe Wavy
Navy is only a game for the
Apple Il and Apple Il Plus
(48K and one Apple Disk
Drive).
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The Sensible Speller...

what a spelling verification program should be!

THE SENSIBLE SPELLER is the first COMPLETE spelling
verification program for the Apple Computer. NO other
spelling program includes as many options, or has a
dictionary (on diskette) as large as ours, and includes a
well known dictionary, too. THE SENSIBLE SPELLER now
features the complete CONCISE EDITION of the RANDOM
HOUSE® DICTIONARY. If you question the definition,
pronunciation, or spelling of any word, you can simply look it up
in the supplied hardcover dictionary.

Five versions of THE SENSIBLE SPELLER are available. There is
no need to MUFFIN or transfer your files from one operating
system to another.

PR USACE | ABELS R0 MTES
HASEC WAL OF STTLE
£ COVIRAGE OF STANDA) VOCARL 45T
A CORENT BRISMSS SCENTFE
TEmeS

Works with almost every word THE SENSIBLE SPELLER package
processar, editor, or program DOS 3.3 | includes:
that _gl_;eﬁrateslitandar‘cli D0S e an easy to read instruction manual
3.3 TEXT or BINARY files = « two copies of THE SENSIBLE SPELLER program
: WORD | e a main dictionary diskette, containing 40,000 of the
Works with WordHandler Il |HANDLER| ~ most commonly used English language words (there is room
Works with all versions of SUPER to add apprommatgly_ 10,000 of your own wpr_ds) L
Super Text TEXT = a supplementary dictionary diskette, containing the remaining
: 40,000 words in the RANDOM HOUSE DICTIONARY
K\Afgglgesrw;r?d\';grdosttﬁé} \F‘:‘vlg.m"fype « the hard cover RANDOMHOUSE DICTIONARY, CONCISE EDITION
processor that bl CP/M | THE SENSIBLE SPELLER requires an Applell/ .
compact text Apple Il + equipped with 48K, DOS 3.3 and ‘ Sensible
: : 1 or 2 disk drives. Two disk drives are _)mSoftwore,
Works with the Pascal Editor | pagcAL | required to delete or add words to the 6619 Perham Drive,
and Prose. dictionary. The price is only $125.00 West Bloomfield, Michigan 48033

(313) 399-8877

Visa and Mastercard Welcome
Add $1.25 postage and handling per program.

APPLE is a registered trademark of APPLE Computer Company » CP/M is a registered trademark of Digital Research Corp
SUPER TEXT is a registered lrademark of Muse Softwara « APPLE PASCAL Is a registered frademark o U1.C.5.C

RANDOM HOUSE and the House design are registered Irademarks of Random House, Inc. Copyright 1982 Random House., Inc
WORD HANDLER is a registered trademark of Silicon Valley Systems, Inc.
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DRAGONFIRE: Imagic.
Dragons rule the day. The
player. the young Prince,
hopes to defeat them. But
first he must reclaim the
King's treasures. He at-
tempts to cross castle
bridges. Hatchling dragons
try to prevent him. They hurl
deadly fireballs at the agile
Prince. He leaps, ducks and
sprints to avoid them. When
the Prince gets across the
bridge, he finds a wondrous
storeroom and its ferocious
guardian as well. VCS
compatible.
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CAPTAIN COSMO: Nexa
Corporation. Captain
Cosmo with his Somanizer
Ray is here to zap out
Munchies and repel Spacey
Stacey He is a hero of the
universe in this arcade-style
game. Cosmo is controlled
by a joystick. He can fly and
walk, as he is maneuvered
around the landscape zap-
ping those munchies—
"yellow guys''—turning
them into ‘‘green guys"
which he carries to the Zoo.
Each game begins with four
men. For the Atari 400 and
800, with 32K Joystick.
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frobco: The Toolmakers of the
Game Cartridge Industry

Welcome Dealers:

You are cordially invited to see us at the
8th West Coast Computer Faire,
March 18-21, 1983, San Francisco California.

Brooks Hall—Booth 2015.
Ask us about our constantly expanding
frob™ product (ine.

The company that provides

game development systems for:

Atari® 2600 VCS™
(4-16 Kbyte bank switching)

Atari 5200 Supersystem™
(4-16 Kbytes)

frobco:

Where the Miracle of Creation Can Be Yours™

For more information call 408-429-1552

or write P.O. Box 8378, Santa Cruz, CA 95061-8378

frob is a trademark of frobco.
Atari is a registered trademark of Atari, Inc.
VCS and Supersystem are trademarks of Atari, Inc.
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If this ad were bigger,
our discount
wouldn’t be 45%.

Sir Tech Phoenix
Broderbund Tech Designs
 Sierra Online Sirius
~ Penguin Infocom
~ Adventure International - L 58l
Beagle Bros Datasoft
Datamost - Synergistic
TG Products
Budgeco and others...
: distributing

Prices, Service and Honest Answers.

SoftCenter, 521 Hamilton, Geneva, IL, 60134.
(312)232-1992.
Toll-free (except in IL): (800) 323-0116.

' SoftCenter West, 486 Landsdown Circle,
Rohnert Park, CA, 94928. -

(707) 795-3489.
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AMERICAN TOY FAIR
R e R e v e : _ Feb. 7-16, 1983—New York City
~ Alpha Et Cetera, Ltd 91 Mbrweseo . 83 Toy Manufacturers of America, Inc.
 Apex Resources Inc. | i © Odesta. i 93 200 5th Ave.

| Autovend : Packagmg (l\zli‘é") EO'/Z(H ;\H 10010

- Program Design ' . 39
Readers Digest Serwces Inc‘- .90

Roklan Corp 13
: - 56-57 LA
a0 March 6-9, 1983—Hollywood, FL
101 International Tape/Disc. Assn.
79 10 Columbus Circle
28-29 Suite 2270
; 102 New York, N.Y. 10019
_ : . 37,73 (212) 956-7110
; '_Software Dnstrlbutbrs T 71
. South Pacific theo st -~ 61 NAF.'M o
~ Spinnaker Corp e g April 10-13, 1983—Miami
. oSk _ _ 85 National Assomailon of Recording
Synapse Software - - 13 M iononclesis
 SVipeme 17 el
Tab Books, lnc S a7 Cherry Hill, N.J. 08034
Triangle Electronics Co., Inc 75 (609) 424-7404
United Mlcroware Industnes Inc - 59
US Games 33 aE=

June 5-8, 1983—Chicago

( Ed‘-c txon Pubhcatlcns 40-41‘ : ;
Consumer Electronics Shows

APRIL ISSUE SOFTWARE DISTRIBUTION. The broadening retailer mix for
marketplace dominance—specialist, video store, record merchant,
IN mass merchandiser; bookstore, direct marketer, etc. How will it sort

SOFTWARE itself out?

MERCHANDISING PERILS OF COUNTERFEITING AND PIRACY. What are the industry
problems and how are they being solved? Will the same demons
plague the software industry as the record and home video industries?

COMPUTER LITERACY. Who's teaching computer literacy to
consumers? Manufacturers? Distributors? Retailers? Should the
software retailer add classes for kids as well as mom and pop?

HOW TO BEAT THE ODDS. What kinds of books are being writting
on how to beat arcade, home and computer games? And the next
step. Tips on videotape and videodisk. Viable merchandise for the
software retailer?

APPEALING DISPLAYS. What can retailers do to make software
seductive? How various kinds of merchants design and execute their

displays.

PLUS: Bonus distribution at NARM Convention.

SOFTWARE OLASSIOS ADVERTISING CLOSING DATE, MARCH 1.
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1. FROGGER—Sierra On-Line. The loveable
frog of arcade fame comes to computers. Player must
maneuver the frog over a variety of obstacles—includ-
ing a busy highway The frog does get his reward,
however—if you can help him catch flies. For Atari
400/800 with 48K,

2. CHOPLIFTER—Broderbund. Player is the pi-
lot of a helicopter that must rescue four groups of
hostages in a foreign land. Tanks, jet fighters, and air
mines all attempt to stop the rescue mission—which
gets harder every time the player goes back to rescue
another load of hostages. Hi-resolution and simulated
3-D graphics are used. For Atari 400/800 with 48K, and
Apple Il or Apple Il or Apple Il Plus with 48K. Joystick
required.

3. CENTIPEDE—Atari. Another arcade hit
moves to the home computer arena. The object is still
to shoot the centipede’s sections as it winds down the
screen, with arcade-styled graphics and action. For
Atari 400/800 computers.

4. CASTLE WOLFENSTEIN—Muse. You're a
soldier during World War |l, and have been brought
back for interrogation. You're secretly handed a
loaded pistol by a dying cellmate, and must then cap-
ture hidden war plans in the castle—without being
shot or recaptured. For Apple Il Plus with 48K.

5. WIZARDRY—Sir Tech. You can choose from 5
races and 8 professions to create up to 6 characters,
each with their own strengths and weaknesses. These
characters explore a dungeon, fighting groups of mon-
sters, casting spells, finding treasure and magic items,
and amazing clues to solve the puzzle presented in

R ... .G A M E S

each scenario. For Apple Il or Il Plus, 48K, with disk
drive, DOS 3.3 or PASCAL 740-002 Disk.

6. SHAMUS—Synapse. You're the detective on
the case—but watch out! As you move from room to
room, you might get shot at. A fast action, arcade-
styled game in the genre of Berzerk. For Atari 400/800.

7. DEADLINE—Infocom. There's a murder—and
you're the detective on the case. But there's a 12-hour
time limit to solve the crime, and the clues are con-
tained in the game's packaging and manual. A real
who-done-it for computer users. For Apple, Atari, IBM,
CP/M, and NEC computer systems.

8. TEMPLE OF APSHAI—Automated Simula-
tions. One of the first role-playing adventure games, it
involves a four-level dungeon. Player wanders through,
building character strength in an attempt to gather all
20 treasures. A local innkeeper sells you weapons,
armor, and healing salves. For Apple Il or Apple Il Plus
with 48K, or IBM Personal Computer.

9. CANYON CLIMBER—Datasoft. You've got to
climb out of the Grand Canyon on your burro—but
watch out for the rocks and swooping birds. The ob-
ject is to reach the rim of the canyon intact. For Atari
400/800.

10. ZORK I—Infocom. One of the first computer
adventure games, Zork puts the player in a mythical
adventure scenario. More than 80 locations are in-
cluded. But watch out—the troll will eat whatever you
throw at it.

Best-selling software programs across the country based on retail
sales volume as surveyed by Software Merchandising.
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Until very recently, home-oriented software (video game and home computer programs
for recreation, education, and personal productivity) was sold in essentially one place:
computer stores. Right next to all the word processors, accounting packages, and other
business software.

But now that situation is changing — FAST.

With millions of video game machines and personal computers in homes around the
nation — and thousands more every day — retailers of every stripe are scrambling to stake a
claim in the home software bonanza.

More than anything else, they need reliable information about this brand-new muilti-bil-
lion-dollar industry.

Recently, a clear trend has emerged in the marketing of microcomputer software. With
home computer installations overtaking the early lead of small business system sales,
traditional computer dealers are forced to choose between supporting one market or the
other. The following comparison chart illustrates the drastically different demands of the
two categories.

Business Software Home Software
Retailer Retailer
Number of hardware lines supported 1-3 6-10
Number of software titles carried 8-10+ 25-150
Average time spent on a sale 3-20+ hrs. 1 min.-2 hrs.
Typical profit margin on software 50% 25%
Types of software carried Accounting, data base Games, educational,
Management, word communications
processing, home management,
communications personal productivity
Average retail price paid $300 $30

With such fundamentally different marketing profiles, no one publication can effectively
serve both markets. Computer Merchandising will continue its award-winning coverage of
the hardware and business software fields. But for home software, you need Software
Merchandising!

To reserve advertising space call:

East Coast Midwest Northern California  Advertising Director
Paul McGinnis George Mannion Dwight Schwab Paul Turchetta
(212) 490-1021 (312) 467-4200 (415) 574-3088 (213) 995-0436

15720 Ventura Boulevard, Suite 222 « Encino, California 91436 « (213) 995-0436
RS EA TS R O I e S R S U S R S TR SRS A P R R SRR .




1. PITFALL—Activision. Subtitied “Pitfall Harry's
Jungle Adventure," this David Crane-authored game
could have also been subtitled “Legs.” It's staying
power at retail has been explosive since introduction.
It's a true adventure game as the player directs Harry
in a search for secret riches. Along the way, he's
hassled by scorpions, crocodiles, etc. If they invent
the Grammy equivalent for games this year, Crane is
the early contender. Holding strong at number one.
VCS compatible.

2. DONKEY KONG—Coleco. Still at number two
this month but that’s hardly a knock. It, too, continues
to remain a powerful seller as Mario continues to try
and save his girlfriend from the clutches of D.K. Mov-
ing through three levels of adventure, Mario keeps
dodging those fireballs and barrells. Colecovision, VCS
and Mattel Intellivision compatible.

3. FROGGER-Parker Brothers. Backed by one
of the cleverist television commercials, this game also
is leap-frogging over the counter in huge numbers.
Player must maneuver a frog over several lanes of
highway. If trucks or cars don't squash it, it then must
then cross over a river inhabited by crocodiles hungry
for ‘mountain chicken. VCS compatible.

4. ZAXXON—Coleco. This popular arcade-to-
video game cartridge with its exciting 3-D space battle
takes a giant step this month, moving from number
eight to four. The game puts the player in control of a
futuristic spaceship which zooms over an alien as-
teroid. Colecovision compatible.

5. E.T./THE EXTRA TERRESTIAL—Atari. E.T.
drops back one notch this month, although sales re-
main strong. It's the film-to-video-game transition as
that charming little space creature must find the three
pieces of his interstellar telephone, call his ship and
“go home.” VCS compatible.

6. RAIDERS OF THE LOST ARK—Atari. Hold-
ing again at the number six position, this, too, is a film-
to-video-game treatment of a hit, a game trend that will
certainly continue in the coming months. The player is
Indiana Jones and, as in the movie, he must discover
the Ark Of The Lost Covenant. VCS compatible.

7. ADVANCED DUNGEONS & DRAGONS—
Mattel Intellivision. Still holding on to the number
seven position this month, the object is to lead a three
man expedition through winding mountain caverns in
search of tools and arrows. Deadly monsters lie in wait
and your ultimate goal is to find the crown of kings and
eliminate the deadliest terror of all, the Winged Drag-
ons. Mattel Intellivision compatible.

8. TURBO—Colecovision. A strong new entry
this month, it's for use with Coleco’s Expansion Mod-
ule #2. The module is a real-like steering wheel which
is also connected to a foot accelerator. Like its popular
Sega arcade game parent, the player presses down on
the pedal and races through city, country and moun-
tain roads. You don't need a driver's license but it's not
for the weak at heart either Colecovision compatible.

9. MOUSETRAP—Coleco. Another new entry
this month, this high resolution game is a cat 'n mouse
maze thriller where the player is the “'brains™ behind a
speedy mouse, racing along a fairly tricky maze, eat
ing cheese bits. But no resting for this mouse, as a
posse of hungry cats are on the prowl. Eating bones,
though, turns the mouse into a dog. Then, cats, watch
out!

10. PAC-MAN—Atari. He just won't fade away. At
retail he continues to gobble up sales points and is
one of the strongest catalog titles in the business. VCS
compatible.

Best-selling software programs across the country based on retail
sales volume as surveyed by Software Merchandising.
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BECAUSE OF THE CURRENT ECONOMY AND THE UNSETTLED
CONDITION OF OUR INDUSTRY, IT IS IMPORTANT THAT YOU

ATTEND THE ITA SEMINAR TO EXPLORE NEW AREAS OF IN-
TEREST AND OPPORTUNITY.

WORKSHOPS INCLUDE ... HOME VIDEO AND AUDIO SYSTEMS ... VIDEO FOR
BUSINESS, INDUSTRY AND EDUCATION, AND THREE NEW AREAS OF IN-
TEREST ..

VIDEO GAMES .. PERSONAL COMPUTERS COMPUTER
SOFTWARE

(|

THE INTERNATIONAL TAPE/DISC ASSOCIATION
PRESENTS
THE ITA THIRTEENTH ANNUAL SPRING SEMINAR

NN\
{181 AUDIO/VIDEO UPDATE-1983

MARCH 6-9, 1983
THE DIPLOMAT HOTEL, HOLLYWOOD, FLORIDA

PROGRAM

SPEAKERS AND PAMNELISTS ARE KNOWL-
EDGEABLE EXPERTS AND KEY EXECUTIVES OF
ITA MEMBER COMPANIES IN THE AREAS OF
HARDWARE AND SOFTWARE, NEW
TECHNOLOGIES AND OPPORTUNITIES, AND
MARKETING STRATEGIES.

DISPLAYS

EXECUTIVES OF ITA MEMBER COMPANIES DIS-
PLAY NEWEST PRODUCTS AND DISCUSS SER-
VICES ON AN INFORMAL FACE-TO-FACE BASIS
IN PRIVACY OF HOSPITALITY SUITES.

NO INCREASE IN SEMINAR REGISTRATION FEE

BECAUSE WE ARE SENSITIVE TG TODAY'S
ECONOMY, WE ARE NOT INCREASING REGIS-
TRATION FEES, EVEN THOUGH COSTS HAVE
RISEN DRAMATICALLY SINCE THE ITA 12th AN-
NUAL SEMINAR IN MARCH, 1982,

ATTENDANCE LIMITED TO 300!

AT PAST ITA SEMINARS, HUNDREDS HAVE
BEEN TURNED AWAY BECAUSE OF LIMITED
CAPACITY. REGISTRATIONS ACCEPTED ON A
"FIRST-COME, FIRST-SERVED" BASIS. BECAUSE
MARCH IS THE HEIGHT OF THE SEASON IN
FLORIDA, WE HAVE ONLY A LIMITED NUMBER
OF ACCOMMODATIONS AT THE DIPLOMAT AT
A SUBSTANTIALLY REDUCED RATE. TO OBTAIN
THIS RATE, RESERVATIONS MUST BE MADE ON
A SPECIAL ITA FORM, WHICH 1S MAILED UPON
RECEIPT OF SEMINAR REGISTRATIONS.

FOR PROGRAM AND REGISTRATION
INFORMATION PHONE OR WRITE:

ITA, 10 COLUMBUS CIRCLE, NEW YORK, NY
10019; TELE: {212) 956-7110; TX: 42 15 08. IN
EUROPE: ARNOLD NORREGAARD/ITA, DOR-
THEAVE) 71, DK-2400, COPENHAGEN NV,
DENMARK; TELE: 01-19 2000; TX, 22226.

Opening Address

ART BUC

INNOVATIVE IDEAS and METHODS to meet
THE CHALLENGE IN TODAY'S MARKETPLACE!

TOPICS INCLUDE:
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Kids of all ages are thrilling to our

series of books that are virtual
“open sesames” to basic

understanding and use of all the

most popular personal micro

computers: KIDS & THE APPLE, KIDS
& THE ATARI, KIDS AND THE VIC and

KIDS AND THE T.I. (Texas
Instruments).

These fun-to-read books will
prepare your children to take
their place in the computer
generation by solving the
mysteries of their computer in
ways they'll find interesting
and fun! Thousands of copies
dre already being used by
families (kids and adults),
schools and computer clubs
throughout the U.S.

These marvelous books,
authored by Ed Carlson, lead
the reader gently, yet quickly,
info the fascinating world of
computers. Eachis a large
872" x 11", spiral-bound book
which can be opened flat
easily, 33 chapters, each cne

1g upon the knowledge
in the previous—present
scores of carfoons and
illustrations which amuse as they
make important points easy to
understand.

gainec

There are even special sections
daf the beginning of each
chapter for parents and teachers
which aid in creating lesson
plans and in helping the kids
over any rough spots,

But the reason kids of all ages really
love these bocks is that they're
written to be truly easy to
understand—without confusing
technical language that makes
computers seem more complicated
than they really are. And the results
of their learing can be seen on-
screen almost immediately!

The computer world is roaring toward
us. Make sure your children are
prepared for the challenge. With our
books at their side, they'll enjoy
learning about computers. And
you'll know you've helped open the
door to their successful future.

DATAMOST

8943 Fullbright Avenue,
Chatsworth, CA 91311
(213) 709-1202
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