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If you haven' t been to Euro pe o r 
taken a world tour lately, you may 
not have heard of AMSTRAD. So, let 
us introduce ourselves . 

AMSTRAD is the British com­
pany that makes the best se lling 
computer in Europe.* We even o ut­
sell IBM . And wo rldw ide, over 
2,000 ,000 AMSTRAD compute rs 
have been sold - not to mentio n all 
the AMSTRAD printers and word 
proce sors in use. 

ow AMSTRAD is coming to 
America . And yo u' ll oon see w hy 
AM TRAD is making the com peti ­
tio n very nervous. 

Why buy your computer in 
expensive little pieces ? 

With mos t comp uters, expand­
ing capabilitie means spend ing 
a fortune fo r add-ons. o t with 
AMSTRAD. 

"Sourct!: /ntenzational Data Corp. 

Both the PC 1640 and the PC 1512 
come with add itio nal ports b 11 ilt­
i n . That mea ns no exp ensive brain 
surgery is required w hen yo u' re 
read y to exp and . 

AMSTRA D computers also allow 
you to upgrade graphics capab il iti e 
- also w ith o ut brain surgery. The 
PC1640 has monochrome (Hercule), 
CGA and EGA capabili t ies buil t into 
a single m otherboard . o, to make 
your work look better, simpl y insta ll 
a mo re sophisti cated AMSTRAD 
high q uality mo nitor. ( ta rting to 
ee w hy AMSTRAD i so popular?) 

Everything you need in two 
manageable boxes. Everything. 

Natu ra lly, both models are IBM 
compatible. They' ll run virtua ll y a ll 
IBM oftware fo r every business o r 
per o nal need you can thin k of. 
And not onl y that , we've built in 

the boards necessary to run mo use­
driven , w indowing GEM® software 
to c rea te spectacular graphics. We 
even give you a mo use. 

Of course we realize that 's not 
eYerything you need to start com­
puting. That's why bo th co mputers 
come w ith lots of software - MS 
DOS V 3.2 , GEM® Desktop, GEM® 
Paint , LOCOMOTIVE Basic and more. 

Imagine. Virtually everything 
you need to start computing w ithin 
minutes afte r you o pen the box . (A 
smart way to bu y a computer, do n' t 
you think?) 

Ex traordinary printers, too. 
AMSTRAD gives you a cho ice of 

two brilliantly des igned printe rs ­
the DMP 3000 and the D.MP 4000 . 
Both offe r IBM compatibility and 
a li st of standard fea tures o ther 
printer manufacturers call optio ns. 













Out To Change The World: �
AConversation With John Sculley �

Keith Ferrell , Features Editor, and Selby Bateman, Associate Publisher 

John Sculley, Chief Executive 
Officer of Apple Computer, is 
a man more interested in ideas 
and innovation than tradi­
tional top management con­
cerns . In conversation, he 
com es across as very much a 
visionary, someone more in­
teres ted in extrapolating the 
consequences of decisions over 
decades than in financial mat­
ters. Of course, Apple's ongo­
ing success, and its emergence 
fro m a period of crisis, show 
that Sculley's also a brilliant 
manager and busin essman. 
That should come as no sur­
prise. Th e two sides of John 
Sculley are really one-he is a 
ma11 passionately interested in 
the futu re. 

This sense of long-term 
thinking, of fo1w ard rather 
than simply cu rrent planning, 
served Sculley well at Pepsi­
Co/a, wh ere he served as pres­
ident. Pepsi was in many ways 
a traditional , stru ctured 
American corporation. Even 
there, though, Sculley was dif­
ferent from th e class ic orgm1i­
zatio11 man. His childhood interest in electronics and 
technology helped him fo resee th e transition th at Pepsi­
and all other corpora tions-must 111 ake as the world 
moved fro m th e Industrial Age i11to the Info rm at ion Age. 

His vision was matched by an almost u11 ca 11 ny mar­
keting sense. It was during Sculley 's ten ure at the helm of 
Pepsi that the company introduced such strokes of market­
ing genius as The Pepsi Challenge, transform ing genera­
tional and lifes tyle diffe rences into market opportunities. 
This approach not only greatly boosted Pepsi's for tu nes­
it also had a dynamic effect on all of consumer advertising 
and marketing, an effect that can still be seen today. 

Five years ago, Scu lley 
left the traditional East Coast 
corp orat e wor ld behi nd. 
Handpicked to head Apple's 
management, Scu lley entered 
th e world of computers-and 
crisis. During the personal 
coi11 pu ter shakeout of the mid­
1980s, there was a real risk 
that Apple- one of th e most 
successfu l startups in histo­
ry- would be severely dam­
aged, if 11ot destroyed. 

foh11 Scu lley gu ided Apple 
through that crisis and the 
com pa11y eme rged trium ­
phant-stronger a11d more in­
11 ov a t ive th a11 eve r. Th e 
emergence, however, was not 
acco111plished without pain, 
both personal and professional. 

Now Sculley has written 
a book about his manage rial 
a11d personal jo u m ey from th e 
structured life of an industrial 
age company head, to the idea­
based life of a man immersed 
in the birth of the info rmation 
age. Odyssey: Pepsi to Apple 
(just published by Harper & 
Row, and cow ritte11 with John 

A. Byrne) is as much an acco un t of ideas as of events. 
That Sculley th inks deeply about Apple's vital business 
interests is obvious throughout th e book. Th at he also 
devotes m11 ch of his time to co11templati11g the conse­
quences of the information revolut ion is equally clear. 

COMPUTE! spoke with f oh11 Sc111ley in San Francisco, 
in a conversation that ranged from computers to class­
rooms to corporations and business educa tion. We fo und 
him to be articulate on every subject he approached, a man 
who does not let his commitment to vision overshadow the 
necessity of learning details. 

We began by discussing his new book. 
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COMPUTE!: What were your goals 
as you sat down to write Odyssey? 

Sculley: This book was written for 
people who are going to spend 
most of their lives in the twenty­
first century. Apple is a company 
which has an average age of 29-so 
many of our people are going to 
spend most of their lives in the next 
century. It 's only 13 years away. I 
felt that the world has passed 
through a transition from the In­
dustrial Age to the Information 
Age, and, having run companies in 
both worlds, I felt I had a unique 
point from which to observe that 
transition. I felt that this was a per­
spective that might be useful. 

COMPUTE!: Books obviously have 
been important to you; your love of 
books is reflected throughout Odys­
sey. What would your advice be to 
young people who are discovering the 
power of computers, perhaps to the 
exclusion of the written word? 

Sculley: The wonderful experience 
you can have with books is that 
they open your mind to new experi­
ences and discoveries that you 
might not have in your ordinary 
day-to-day experience. Life is really 
more than just episodes of what 
you do-it's being able to view the 
world ahead of you from the per­
spective of other people's eyes. 
That's what books allow you to do. 
They let you see life through many 
different lenses. 

COMPUTE!: How do we avoid the 
trap of having computers turn into 
just another TV screen? In what ways 
can computers contribute to literacy? 

Sculley: I think we have a serious 
challenge ahead, as well as a won­
derful opportunity. 

The challenge is that young 
people aren't reading books as 
much as they used to. We have 
become more dependent upon tele­
vision for our information, but tele­
vision is a very passive medium. 
You sit in front of it and don't have 
to interact with it. 

The fundamental difference of 

computers is that by their nature 
you have to interact with them in 
order to make them perform. If we 
can take that idea-which is still 
relatively primitive; we're still just 
at the beginning of the personal 
computer age-and imagine what 
it might be as technology evolves, 
then I think we can see that there 
are some really wonderful things in 
store for us. 

COMPUTE!: H.G. Wells once wrote 
that civilization is a race between 
education and catastrophe. We gather 
that you're betting we'll win the race. 

Sculley: Yes. And that's another 
very good example of why it pays 
to read. 

COMPUTE!: What sorts of things do 
you foresee? 

Sculley: I try, in Odyssey, to envi­
sion a product called the Knowledge 
Navigator, which says that if we 
could make the process of learning 
as entertaining as Star Wars, or 
MTV, or video games, and combine 
the interactive process of comput­
ing, then we might come up with a 
wonderful new machine that will 
let people navigate through knowl­
edge in incredibly interactive, yet 
entertaining ways. That's some­
thing that is very much possible, in 
terms of where technology is going 
to be around the tum of the century. 

The challenge is how we use 
this wonderful machine to be able 
to revolutionize our entire educa­
tional system. 

COMPUTE!: Apple's new product, 
Hypercard, has attracted a lot of at­
tention as an example of the sort of 
interactive software that will ulti­
mately make the Knowledge Naviga­
tor possible. Underlying it are echoes 
of hypertext-the linkage of all infor­
mation into an easily accessible base. 
You've called for a Hypercard for the 
Iles. Are we now seeing the founda­
tions laid for the sort of educational 
technology you speak of? 

Sculley: Yes. Almost all of the ideas 
that are irnbedded in personal com­
puters today, whether the Iles or 

the Macintosh, have their roots 
back in the 1960s. The one funda­
mental idea that didn't make it 
across from the sixties, was hyper­
text. I felt very strongly that hyper­
text had to be in the roots of future 
technology. 

When Bill Atkinson came forth 
with this wonderful idea of taking 
hypertext and turning it into a tech­
nology that we could incorporate 
into our computers, I was very en­
thusiastic and supportive. 

As we look at computers in the 
next century, Hypercard will be one 
of the root technologies, without 
question. 

COMPUTE!: Do we run the risk of 
hypertexting changing in fundamen­
tal ways the nature of knowledge? 
Will the continuous flow of knowl­
edge and culture be transformed into 
a collection of snippets, hypertexted 
together by key phrases rather than 
concepts? 

Sculley: No, I think that what Hy­
percard will do is rather let us avoid 
the problem of information dou­
bling every three to four years. 
Database technology so highly 
structures, and is so highly proce­
dural in the way that you have to 
access information that we run the 
risk of forcing people into a very 
structured way of retrieving infor­
mation. That may discourage peo­
ple from wanting to do it in the first 
place. 

Hypercard makes the protess 
of organizing information and ac­
cessing information completely 
natural and intuitive. That's really 
what you want to have as a funda­
mental concept if you want to pur­
sue interactive video and 
multivideo learning. You can dis­
cover the contrasts and compari­
sons between different subjects 
which may have no other relation­
ship than your own curiosity. 

COMPUTE!: One of the fundamen­
tal concepts underlying your book is 
the importance of innovation. �I�n�~�o�­

vation is obviously key to something 
like Hypercard, hypertext, and the 
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Knowledge Navigator. Can schools 
teach innovative thinking, or is inno­
vation up to the individual? 

Sculley: I think schools can do a 
tremendous amount with innova­
tion. I've seen this with some of the 
experiments Apple has been in­
volved with . In one of the Open 
schools in Los Angeles that we 
sponsor, they are doing some won­
derfully innovative things with 
learning and computers. I believe 
that schools have to provide an en­
vironment that encourages people 
to be innovative. 

How can we train people to 
develop their creative skills? To be­
come builders, and not just admin­
istrators? There's a real need for our 
schools to develop sort of a right 
brain tilt. We need to look at the 
creative side of the mind as a real 
resource for the entire country, 
which will produce huge gains in 
productivity in a generation or so. 

COMPUTE!: Along the same lines, 
how can business schools encourage 
the levels of innovation needed to 
keep corporations strong? What les­
sons does Apple's success offer to 
American business? 

Sculley: One of the contrary ideas 
that Apple has brought forth, 
which corporate America hasn't 
been quite able to understand, is 
that work can be fun. If what you 
are doing is fun and interesting, the 
chances are that you're not only 
going to be more innovative, but 
you're probably going to be more 
personally productive. 

This is a fairly simple but a 
fairly revolutionary idea, as far as 
business is concerned. Business 
schools don't really talk much 
about work being fun. Business 
schools focus on analytical skills, 
on case histories of what was. 

COMPUTE!: How do we avoid this? 
What areas should American business 
and business education address in or­
der to better foster creativity and 
innovation? 

Sculley: There is a tendency in 
American business not only to in­
stitutionalize the process of busi­
ness, but also to specialize. And 
that means that individuals find 
themselves forced into a more nar­
row perspective on business, with­
out having a chance to zoom out 
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and look at how the whole comes 
together. 

I believe that much of the busi­
ness school curriculum that we 
have today gives too much empha­
sis to the specialization of skills­
and too much focus on where 
we've come from-as opposed to 
giving people the perspective that 
creativity, innovation, and building 
are the skills that are really going to 
make a difference, not only in busi­
ness in general, but in their own 
performance in the future. 

And that's a very contrarian 
idea. 

COMPUTE!: As you point out in 
your book, businesses tend to resist 
change except in those periods when 
there's a crisis that points out that the 
traditional isn't working. At Pepsi 
you approached problems such as this 
from a marketing perspective. Is mar­
keting the direction from which inno­
vation flows? 

Sculley: I never set out to be a 
businessman. My emphasis was al­
ways on design and architecture. I 
think that in some sense I had an 
advantage because I was always 
looking for a way to interpolate 
what I was being asked to do into 
terms that I was most interested 
and comfortable with. 

Even though I had gone to 
business school and had learned to 
work and compete in a fairly tradi­
tional environment, I never ap­
proached it in very traditional 
ways. My sense was that people 
who succeed the best-even in 
very traditional companies-are 
those who don't work in traditional 
ways. 

COMPUTE!: Among Apple's com­
petitors is one of the world's larger 
traditional corporations. IBM's tradi­
tional approach has helped it build 
ph enome nally successful relation­
ships with other traditional-style cor­
porations. Is it difficult for Apple to 
persuade Fortune 500 companies to 
relax a little bit, to look at how open 
and innovative a computer can be? 

Sculley: It was very difficult for a 
long time. Macintosh was more of a 
dream and a vision than it was a 
deliverable productivity tool for 
what corporate America wanted to 
be able to do. Not until the Macin­
tosh Plus came out, along with the 
SE and now the Macintosh II, along 

with some very rich productivity 
software, were we able really to 
capture the attention of corporate 
America. 

Now we're finding this won­
derful, enthusiastic reception. They 
really do understand that Macin­
tosh offers a genuine alternative 
which can make tremendous differ­
ences in behavior and the way peo­
ple work. I think there's a growing 
awareness in corporations that we 
aren't going to see any significant 
improvements in productivity until 
we can make some significant 
changes in people's behavior. 

What other computers did was 
to continue the behaviors that peo­
ple have had in the past, whereas 
the Macintosh actually alters the 
way people think, communicate, 
learn. You can look at a document 
that's created with deskfop publish­
ing tools and say, That's different 
from anything we've ever done. You 
could see that it was created by the 
people who were actually writing 
the substance of the document. 
They didn't have to send it off to 
some anonymous department which 
'would then take their work and 
tum it into a document, or maybe 
not turn it into a document at all. 

I think we've whetted many 
people's appetites. Now they want 
more and more. 

COMPUTE!: With this success 
comes growth, though. How do you 
avoid the risk of bureaucracy-tradi­
tional corporate structure-accompa­
nying Apple's expansion? 

Sculley: I think top management's 
main role is to set the agenda, de­
fine the vision of the company, and 
then get all the obstacles out of the 
way so that the organization can 
then achieve the vision. 

The obstacles are in most cases 
the bureaucracy of the organization. 
We approach this in several ways. 

I believe that the network, 
which has always worked infor­
mally in any institution, needs to be 
given much higher priority. We fo­
cus on the network as opposed to 
the hierarchy. We pay very little 
attention to job titles, but we pay a 
lot of attention to internal commu­
nication. I spend a lot of my time 
listening and talking, fact finding. 
Sometimes I think of my title as 
Chief Listener for the company. 

Then I believe there will be 
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COMPUTEl 's Apple llGS Machine Language 
tor Beginners 
Roger Wagner $19.95 
The latest in a series of introductory ma­
chine language books. COMPUTE!'s Apple 
llGS Machine Language for Beginners is a 
clear and concise tutorial to learning the 
llGs's native language. Written by noted 
Apple columnist Roger Wagner. this book In­
cludes many programming examples and 
detailed explanations that make learning 
65816 machine language easy. For begin­
ning and intermediate machine language 
programmers as well as those who know an­
other machine language and want to move 
up to this fast 16-bit language. A COMPUTE! 
Library Selection. 
ISBN 0-87455-097-1 

Mastering the Apple llGs Toolbox 
Dan Gookin and Morgan Davis $19.95 
The Apple llGS merges the consumer soft­
ware base of the popular Apple Ii machines 
with the advanced graphics and intuitive 
interface of the Macintosh. The Toolbox of 
the llGS contains the routines which help the 
program access the powerful graphics and 
sound features built into this computer. 
Mastering the Apple I/GS Toolbox sorts the 
volumes of information and documentation 
about the Toolbox into a concise and prac­
tical reference that makes the Toolbox far 
easier to use. Some of the topics covered 
include how to make Toolbox calls. memory 
management. disk use. graphics. event 
management. sound. and much more. This 
book is Ideal for the intermediate- to 
advanced-level C or machine language 
programmer. A COMPUTE! Library Selection. 
ISBN 0-87455-120-X 

To order COMPUTE! books. coll toll free 
1-800-346-6767 (in NY 212-887-8525) or write 
COMPUTE! Books, Customer Service. P.O. Box 
5038, F.D.R. Station. New York. NY 10150. 
Customer Service hours ore 10:00 o .m. to 12:30 
p .m. and 1 :30 p .m. to 3:30 p.m. Eastern time. 
Monday through Friday. Please odd $2.00 per 
book shipping and handling. NC residents odd 5 
percent soles tax and NY residents odd 8.25 per­
cent soles tax. Please allow 4-6 weeks for delivery. 
COMPUTE! books ore available outside the United 
States from subsidiaries of McGraw-Hill Inter­
national Book Company. 

COMPUTE! brings you two new books to help you 
access the power and versatility of your Apple llGS. 
You'll find in-depth instructions for machine language 
programming as well as numerous programming 
examples, explanations on using the Toolbox, c:md 
ways to take advantage of the special graphics and 
sound features of the llGS. Plus, like all of COMPUTE!'s 
books. the tutorials are clear, easy to understand, and 
the programs are fully tested. 

�~�~�P�U�!�!�,�~�u�b�l�i�c�a�t�i�o�n�s�,�l�n�c�. �9� �
One of the ABC Publishing Companies 



some new paradigms, new models 
that business may follow in the fu­
ture that are quite different from 
those of the past. 

COMPUTE!: What sort of models? 

Sculley: During the industrial age, 
corporate America decided to dem­
onstrate as much self-sufficiency as 
possible, by becoming as large as 
possible, and doing everything 
themselves. 

On the contrary, during the 
information age, there's not just a 
network that's being formalized in­
side companies, there is also a net­
work of interdependencies with 
companies outside the organiza­
tion. At Apple, we are very depen­
dent upon software developers, 
upon dealers who sell our products, 
upon critics who write about our 
products and inform users. That of­
fers some suggestion as to how 
companies might want to organize 
in the future. 

COMPUTE!: How will this ap­
proach alter the ways in which corpo­
rations grow? 

Sculley: It's very possible that we'll 
see spinouts from corporations. In 
fact, we're creating one ourselves 
right now. With our new software 
applications company called Claris. 
We're actually taking a group of 
Apple managers, taking some Ap­
ple products, and spinning it out of 
the company. Apple holds a minor­
ity interest in Claris, so we can go 
and create a better entity which, 
hopefully, will help us sell more 
computers but also will create a lot 
of exciting software. 

If that works, I expect to see 
other spinouts from Apple. We can 
grow, and our enterprise can get 
larger, but we also offer a wonderful 
avenue for individuals who don't 
want to work with a giant corpora­
tion, but want to continue to work in 
a much smaller environment. 

COMPUTE!: Your points of differ­
ence with traditional corporations are 
clearly elucidated in Odyssey-per­
haps nowhere so clearly as in the 
book's opening section, where you 
talk about a personal and professional 
crisis in very open, emotional terms. 
Why did you start your book with that 
level of revelation? 

Sculley: I wanted to shatter the 
myth that corporate leaders are in­
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vincible. We have lived in an indus­
trial age where corporate CEOs are 
modeled after John Wayne. I felt 
that in the information age, we 
have to have companies that are 
highly flexible, that are going to be 
taking big chances and sometimes, 
therefore, making mistakes, we 
needed to show that leadership 
must have a side to it that's willing 
to be human, that's willing to make 
mistakes in order to learn. Crisis, as 
painful as it may be, is often one of 
the most valuable experiences that 
a company can go through. 

COMPUTE!: From that painful be­
ginning, Odyssey builds to a vision­
ary epilogue: A Twenty-First 
Century Renaissance. It's clear, 
though, that the world faces many 
crises, transitions, and displacements 
on its way toward that Renaissance. 
How do you see Apple over the com­
ing decades participating in the cre­
ation of these new orders? 

Sculley: In the book, I describe the 
biggest crisis that I foresee, and 
that's the weakening of the affluent 
American middle class. For us it's a 
lifestyle; to the world it's a market­
place. I compare it to the rain for­
ests in Brazil, which are being 
destroyed each year at a rate com­
parable to a land mass the size of 
Arkansas. Yet those rain forests 
provide some 80 percent of the oxy­
gen for the planet. 

The American middle-class 
marketplace provides the greatest 
resources for a global, dynamic 
world economy that we are in for 
the information age. But we are liv­
ing beyond our means. We no long­
er have a clear vision in this country 
of how we are going to pay for the 
lifestyle of the affluent middle class 
in the early twenty-first century. 
That's the crisis that looms ahead. 

The key to the crisis, I believe, 
is not found in any of the ideas that 
politicians are setting forth today. 
They're all focusing on short-term 
goals. To solve this crisis is going to 
require a Jong-term vision. 1 think 
the Jong-term vision is one that is 
going to build upon rejuvenating 
innovation-and innovation is 
really what America was built upon 
in the first place. Ever since the 
country was founded and all 
through the industrial age, we have 
built on creativity, entrepreneurs, 
and innovation. 

Somehow this has become so 
large and so institutionalized a 
country that we have forgotten 
what our roots are, what our 
strengths are. 

COMPUTE!: How do we rediscover 
those roots and reintroduce tlzem into 
our lives? 

Sculley: To bring back innovation 
and creativity, the fundamental 
change must begin with our educa­
tional system. We have to revolu­
tionize education. This doesn't 
mean just spending more money, 
although that's certainly a factor. 

But it also means changing the 
tools that we give to students and to 
educators to help people learn. We 
must prepare them for a very differ­
ent world that they're going to live 
in. The world that our education 
system today is designed for is es­
sentially that of the early industrial 
age, when people could expect to 
have a manual job and do it for the 
rest of their lifetime. 

Those jobs rarely exist any 
more. The jobs of the future are 
going to require thinking skills. 
People will probably change jobs­
and therefore skills-four or five 
times during their lives. Our curric­
ulum isn't preparing them for that. 
So I think there are some wonderful 
challenges for us in education. 

And as I look at how much I 
have gotten out of my life, I asked 
how I can give something back. The 
area that I'm most interested in giv­
ing something back is in the area of 
education. 

COMPUTE!: What about Apple? 
Where do you think Apple will be at 
the turn of the century? 

Sculley: I believe that we have a 
chance of making Apple the most 
exciting company in the world dur­
ing the 1990s. I see the epicenter of 
computing shifting from main­
frames to networks such as we have 
today, and then to connecting peo­
ple to those networks. This is what 
Apple is interested in-the individ­
ual. I see a wonderful future ahead 
for a company that can bring the 
individual and technology together. 

My sense is that we are only at 
the beginning. If Apple continues to 
pursue this vision without compro­
mises, we have a chance to be real 
world-changers in the twenty-first 
century. @ 
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In-House Experts �
Putting Professional Skills On Disk �

Is there a doctor in the house? Some­
day the answer might be yes-in 
those houses equipped with comput­
ers. As professional information net­
works grow more sophisticated, so 
does the expert software being devel­
oped to manipulate the networks' 
data. Already doctors and lawyers are 
using computers to help make diag­
noses and prepare cases. Before long, 
we'll see expert systems in the hands 
of consumers. As artificial intelli­
gence becomes more powerful, com­
puters will i11creasi11gly provide 
expert advice i11 the home. 

One of speculative fiction's classic 
predictions is the automated doctor. 
Suppose you had a mechanical 
physician ready to attend at an in­
stant's notice to your every ache. 
From that, it's an easy extension to 
conceive of other computerized 
professionals. Imagine the conven­
ience of having your own in-house 
attorney, accountant, and psychol­
ogist. Scenatios that once were re­
stricted to fiction are now being 
regarded with increasing serious­
ness by members of the professions 
themselves. 

The prestigious New England 
Journal of Medicin e, for example, 
frequently contains articles examin­
ing the ways in which computers 
and medical databases are imping­
ing upon doctors. Last July, The 
Journal of the American Medical As­
sociation published a look at "Com­
puter Programs to Support Clinical 
Decision Making." The popular 
press has carried many stories, re­
cently, discussing the pros and cons 
of high finance's growing depen­
dence upon computerized decision­
making tools. 

What is happening is that the 
2'3 COMPUTE! December 1987 

Ke1 h Ferre ll. Features Editor 

entry and organization of profes­
sional information is approaching 
critical mass. Medical and legal da­
tabases, court and hospital records, 
clinical and diagnostic analyses, ju­
dicial and legislative rulings-all of 
this data is increasingly accessible 
via computer. Nor are areas of infor­
mation isolated-huge networks 
have sprung up, letting a physician 
in one part of the world draw easily 
upon information and advice from 
all over the globe. As this infor­
mation has grown more accessible, 
and computers more powerful, the 
ways in which the information is 
examined and assembled, likewise, 
continue to evolve. 

We are fast approaching an age 
of expert systems, wherein the 
computer will play an integral role 
in medical diagnoses and the devel­
opment of legal and financial strat­
egy, and in making vital 
contributions to the actual decision­
making processes. 

Here Come The Experts 
Sooner or later, advances at the up­
per end of computing find their 
way to the consumer. While we 
haven' t yet reached the point of 
receiving medical attention or legal 
counsel via machine, we are in­
creasingly able to draw upon expert 
software in our own home. At pre­
sent, that software most often con­
sists of databases made up of 
words, or stored text-such as 
standard contracts. 

Tomorrow, however, or the 
day after, we may really have a 
desktop doctor, or a lawyer ac­
cessed through a compact disc in­
teractive (CDI) system, or an 
automated accountant slaved to our 
electronic bankbook. None of this is 
inconceivable. The foundatibns for 
interactive professional assistance 

are already being put into place, 
and some of the structure is even 
now beginning to take shape. 

The Word Is Given 
At the heart of a profession, side by 
side with its specialized skills, are 
words. Every profession has its own 
vocabulary, its exclusive jargon. Al­
ready, those vocabularies are ap­
pearing on disk. 

Lexicons, or words lists, can be 
assembled with relative ease, form ­
ing a database that consists of prop­
erly spelled words. Most word 
processors now include a spelling 
checker; many offer a thesaurus. 
Their acceptance has paved the way 
for dedicated lexicons-those de­
voted to specialized vocabularies. 

Among the first of these new 
tools to appear are, perhaps unsur­
prisingly, professional dictionaries. 
Two standard professional texts, 
Stedman's Medical Dictionary and 
Black's Law Dictionary, are now 
available on floppy disk from Ref­
erence Software. 

The immediate audience for 
these packages, of course, consists 
of doctors and lawyers, although 
Reference spokesman Scott Sedlik 
notes a growing consumer interest 
in the programs. As for the profes­
sionals, Sedlik points out that both 
physicians and attorneys are under 
mounting pressure from insurance 
companies to produce only perfect 
documents-no typos or correc­
tions allowed. The availability of a 
resident proofreader fam iliar with 
legal and medical terms is warmly 
welcomed by the legal and medical 
communities. 

Strong consumer response to 
such specialized lexicons is indica­
tive of, among other things, con­
sumer desire to know more about 
the professional services they com­
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