
11.14.06 - Peter Cohen - Playlist

Apple on Tuesday announced 
plans to team up with major 
international airlines includ-

ing Air France, Continental, Delta, 
Emirates, KLM and United to inte-
grate iPods with their in-flight entertainment systems. The 
six airlines will soon offer iPod seat connections to charge 
and power iPods in-flight, and to allow the iPods to display 
video content on seat-back monitors.
 “We’ve always been successful when we take a be-
havior that exists and make it better,” Greg Joswiak, 
Apple’s vice president of worldwide iPod marketing, 
told Playlist. “And the airlines recognize that the iPod 
is what their customers are using. It’s on the go, it’s 
working out, it’s at home, and now it’s in the air.”
 Joswiak explained that the airplanes outfitted with 
iPod connectivity will feature 30-pin dock connectors in 
the seat. Once they’re plugged in, the systems will charge 
up the iPod’s battery and provide users with the ability 
to listen to music. For those aircraft that feature personal 
seat-back monitors, you’ll be able to watch video from 
your fifth-generation iPod on the larger screen, too.
 Apple said that in-flight iPod connectivity will 
be available on planes operated by the six airlines 
beginning in mid 2007. 
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Please consider 
dining at C&M.  

With more  diners,  
we ensure that 
meeting costs 

remain low. 

Thank You!!

11.9 - 82.45

Tonight’s Agenda

Help desk until 6:45 with Tom

6:45 Magic Time!
 New members - Brian 
 Dues ($3) - Ray  
   
7:00 iPod Panel Discussion
 

8:00 Wrap-up - Brian

11.13.06 - Walt Mossberg - The Wall 
Street Journal

On Tuesday, Microsoft Corp. 
will launch the most serious chal-
lenge ever mounted to Apple Computer’s 

iPod and iTunes juggernaut in digital music. The 
software giant is introducing a portable player 
called the Zune, an online music store called 
Zune Marketplace and a new music software 
program called Zune that links the two. It plans to 
put plenty of marketing muscle behind Zune and 
promises to expand and refine this new product 
line in coming years. 
    This isn’t Microsoft’s first effort to stop the iPod, 
but it’s the first for which the software giant is 
adopting Apple’s own business and design mod-
el – where one company makes and controls the 
hardware, software and online component and 
tightly integrates them. The Zune is produced by 
Microsoft’s Xbox group, which builds game con-
soles on that same end-to-end principle. 
    In its first incarnation, the Zune comes in only one 
version, a big, chunky $249 model that can hold 30 gi-
gabytes of music, videos and photos. I’ve been testing 
the Zune for the past couple of weeks and comparing 
it with the most similar of Apple’s six iPod models – the 
smaller of the two fullsize iPods, which also holds 30 
gigabytes and also costs $249. 
    Zune has several nice features the iPod lacks: a 
larger screen, the ability to exchange songs with 
other Zunes wirelessly and a built-in FM radio. 
It solves the worst problem that plagued earlier 
Microsoft-based music players – frequent failures 
to synchronize music and videos between the 
players and personal computers. Synchronization 
on the Zune is smooth and sure. 
    Also, the Zune player and software have a very 
good user interface, different from, but in some 
cases easier to use than, the iPod’s. Although it 
lacks the famous iPod scroll wheel, instead us-
ing a common four-way navigation pad, I found 
song lists easy to navigate on the Zune. It has 
only a few buttons and is quite intuitive to use. 
To my ears, it sounded as good as the iPod. 
    However, this first Zune has too many compromises 
and missing features to be as good a choice 
as the iPod for most users. The hardware feels 
rushed and incomplete. It is 60 percent larger 
and 17 percent heavier than the comparable 
iPod. It has much worse battery life for music 
than the iPod or than Microsoft claims – at 
least two hours less than the iPod’s, in my tests. 

Is this the iPod killer?
Nah. Microsoft’s Zune 
makes case but falls short
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iPod Resources
Here are resources found on the
 internet about all things iPod.

electronics.howstuffworks.com/ipod1.htm
 To see the insides of an iPod this web site 
gives you a graphic look inside a 5th generation 
iPod.

Chapters include:

• How iPods Work
• iPod Features and Hardware
• The Click Wheel
• iPod Software and iPod World
• Lots More Information. Here are links and a 
resource list to check out.

www.apple.com/itunes/
 The iPod/iTunes gospel according to Apple.

Accessorize Accessorize!!

reviews.cnet.com/4520-6450_7-1025145-1.html
 This article on c|net, “Ultimate iPod Accesso-
ries came out in July so has not been updated 
for newest ipods. Listed by iPod generation

other accessories stores include:

www.theistore.com/
www.xtrememac.com/
www.myoddaccessories.com/
www.thinkdifferentstore.com/

This list is not an endorsement... just 
there to give you an idea of what is 
available. My lawyer made me say this!

iPods to integrate with 
in-flight entertainment
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Next Month... (only 1 meeting)

Year ending meeting. 
Gifts, food, fun and 

friendship!
The Tarmac Vaporware Gazette, named in honor of past president Jerry Rowe, is published for each meeting by smitty’s printshop, a non-existant shop 

specializing in things of little or no importance to the world at large. Send your comments, good or bad, to smittysprintshop@mac.com. 

TarMac
     Tidewater Area Macintosh Users Group

       Apple User Group

Nov. 1 - Jan. 31, 07
User ID: ipod Password: nano

Despite the larger screen, many album 
covers look worse than they do on the iPod. And 
you can’t share music libraries between comput-
ers as you can with iTunes. 
    Zune’s online store offers far fewer songs, just 
more than 2 million, compared with 3.5 million 
for the iTunes store. Also, despite the player’s ca-
pability, Zune Marketplace offers none of the TV 
shows, movies or music videos that iTunes does, 
and has no audiobooks or podcasts. 
    Even worse, to buy even a single 99-cent 
song from the Zune store, you have to purchase 
blocks of “points” from Microsoft, in increments 
of at least $5. You can’t just click and have the 99 
cents deducted from a credit card, as you can 
with iTunes. You must first add points to your 
account, then buy songs with these points. So, 
even if you are buying only one song, you have 
to allow Microsoft, one of the world’s richest 
companies, to hold on to at least $4.01 of your 
money until you buy another. And the point sys-
tem is deceptive. Songs are priced at 79 points, 
which some people might think means 79 cents. 
But 79 points actually cost 99 cents. 
    Unlike iTunes, Zune offers subscription plans, where 
you can get an unlimited number of songs for $15 
a month. However, Microsoft is deemphasizing this 
option and mostly positioning Zune Marketplace as a 
source of individually purchased songs and albums. 
    Some consumers may well choose Zune for its 
big screen, which looks great with photos and vid-
eos, for its wireless song swapping, or for its FM-
radio capability, which requires a $50 accessory on 
the iPod. Others may favor Zune because they are 
as tired of Apple’s dominance in music as some 
folks are of Microsoft’s dominance in computers. 
    Zune, though, has only around 100 acces-
sories at launch, versus 3,000 or more for the 
iPod. If you have any iPod-specific accessories, 
they won’t work on the Zune. Also, none of the 
songs you may have purchased from Apple will 
play on the Zune, unless you undertake a labori-
ous conversion process. Apple is rumored to be 
working on an all-new iPod with a screen as 
large or larger than the Zune’s. 
    Zune marks an unusual turn for Microsoft. The 
company is abandoning its favored business 
model, where it builds software platforms and 
then lets other companies make a wide variety 
of products that use that platform. Instead, 
Microsoft is building and totally controlling the 
whole chain associated with the product: the 
hardware, the software and the online music 
store. Songs sold on Zune Marketplace are in-
tended to play only on the Zune, and Zune play-
ers won’t be able to play copyprotected songs 
bought elsewhere, even at other online stores 
that use Microsoft music formats. 
    Microsoft was driven to this approach be-
cause its platform model, so successful with 
personal computers, has failed miserably in the 
music category. Apple has simply rolled over all 

the hardware companies and online stores that 
were built around Microsoft’s previous music 
system, called “PlaysForSure.” 
    Zune comes in three colors: black and white, like 
the comparable iPod, and brown, a daring color for 
a consumer-electronics device, but one that has be-
come popular in the fashion world. Each model also 
has a second color on a translucent band around its 
edge; the brown one is trimmed in green. 
    Placing the Zune next to the 30-gigabyte 
iPod provides a strong contrast. The iPod is thin, 
sleek and elegant looking. The Zune looks big 
and blocky, sort of like a prototype for a gadget, 
rather than a finished product. It is longer, thick-
er and heavier than even the 80-gigabyte iPod, 
which has more than twice its capacity. 
    Zune was adapted from a muchpraised but 
slight-selling music player, the Toshiba Gigabeat, 
in order to get it to market more quickly. 
    The word “Microsoft” never appears any-
where on the Zune, only the new Zune logo and 
a cheeky “Hello from Seattle” in tiny type at the 
bottom of the back of the device. The Zune’s 
tag line, evident immediately when you open 
the box, is “Welcome to the Social,” a phrase 
meant to stress the device’s wireless song-shar-
ing feature and to reach out to the Zune’s target 
market, young music lovers who build social re-
lationships around favorite songs and artists. 
    The wireless music-sharing feature on the Zune, 
however, is heavily compromised in a way that is 
bound to annoy the very audience it is targeting. 
Each song sent to your Zune from another Zune 
can be played only three times and is available 
for playing for only three days. After that, it dies 
and can’t be played again unless you buy it. Even 
if you play the song only halfway through, or for 
one minute, that counts as one of your three al-
lowed plays. In fact, in my tests, a song I sent to my 
assistant’s Zune expired after only two plays, one 
of which lasted just a few seconds. Microsoft at-
tributed that to a bug that it said would be fixed. 
    The Zune’s other big plus, the big screen, is 
similarly compromised. Although it is 3 inches 
versus 2.5 inches for the iPod’s screen, it uses 
the same resolution. That combination can 
make images coarser and grainier. In my tests, 
on photos and videos, this didn’t matter much, 
and the Zune did a good job, even automatically 
switching into horizontal screen mode. But im-
ages of album covers often looked fuzzy, grainy 
and even distorted on the Zune when compared 
with how they looked on the iPod. 
    And for a product that’s all about “the Social,” 
Zune is curiously lacking a popular iTunes fea-
ture – the ability to view and to listen to another 
user’s music library over a local network. This 
iTunes feature works in homes, offices, college 
dorms, hotels, and other places, and it func-
tions in mixed groups of Windows and Macin-
tosh computers. With the new Zune software, 
though, you can share your library only with 
Xbox game consoles, not other computers. 

    On the plus side, I really liked the interface on 
the Zune. In some modes, it allows you to do 
things with fewer clicks than the iPod does. For 
instance, if you are browsing through music, you 
don’t have to go back a step to switch from, say, a 
list of artists to a list of albums. Those choices are 
arrayed at the top of the screen and can be selected 
with a sideways push of the navigation pad. 
    Also, the entire interface is more colorful and 
visually satisfying than the iPod’s. Lists of albums are 
accompanied by thumbnails of their covers. Menus 
zoom in and out, and some are translucent. You 
can also select your own photo as the wallpaper 
or background for the device. Unlike on the iPod, 
though, you can’t customize the main menu or go 
to “Now Playing,” or shuffle all songs with one click. 
    The Zune software also has a handsome look 
and feel. And it allows you to “guest synchro-
nize” a Zune on another computer, something 
iTunes doesn’t allow. You can load songs from 
someone else’s library onto your Zune without 
wiping out your own library, though you can’t 
then transfer those songs back to your own PC. 
    Battery life on the Zune was disappointing. 
Microsoft claims 14 hours of music playback on a 
single charge with the wireless feature turned off 
– the same as the comparable iPod – and 13 hours 
with wireless turned on. But Microsoft bases these 
claims on strict and unnatural usage conditions, 
such as never increasing the default volume, play-
ing only one album over and over, and keeping the 
backlight on for just one second. 
    I tested the Zune in more normal conditions, 
shuffling through hundreds of songs, adjusting 
the volume where needed, skipping or repeating 
songs occasionally and using a 30-second back-
light. In my test, I got just 12 hours and 18 minutes 
of music playback, versus 14 hours and 44 minutes 
from an iPod under the same usage pattern. With 
the wireless turned on, battery life on the Zune 
was worse – just 10 hours and 12 minutes, even 
though I didn’t send or receive any songs. 
    Overall, the iPod and iTunes are still the champs. 
Still, I expect the Zune to attract some converts and 
to get better with time. This kind of competition 
from a big company with deep pockets and lots of 
talent is good for consumers in the long run.

Walt Mossberg writes 
on personal technology 
issues for the Wall Street 
Journal. E-mail him at 
mossberg@wsj.com. He 
OK’d the use of this article.
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