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undeveloped "strategy" components, the Start-up Committee reacted fa-
vorably to Bill's plan and, as Abruzzi recalled, he began to help Bill fine-
tune the Plan.

We required them to write a business plan. They wrote a first
draft and I reviewed it and improved it and now (early 1983) it's
a 70 page document. [Microware was accepted] once they met
our requirements. (NSU magazine)

As reported in the NSU magazine: "Alexander worked with Abruzzi to
develop the Plan and on June 14, 1982 Microware was accepted into the
Start-up Project.”

The company officially became a member of the Start-up Project after
Bill and the other founders formally presented the business plan and
fragments of working software to the Start-up Committee. In their pre-
sentation they provided an overview of the business plan (presenting an
outline of the plan via overhead projector) and demonstrated some of the
unfinished software on a microcomputer. This same type of presentation
was used when Bill and the other founders made formal presentations to
others, such as potential investors and/or potential members of the com-
pany's board of directors.

ATTRACTING EMPLOYERS AND A BOARD OF DIRECTORS:
EDWARD MURPHY AND THE LARGE MARKET ARGUMENT

While dutifully including all of the generic elemnets that Abruzzi required,
Bill had clearly emphasized one of these elements: Microware's potential
markets and, more specifically, the idea that computers could reach "mass
markets." Bill devoted approximately 22 to 47 pages of text (sec. 2 and
secs. 3.1 - 3.4, see figure 13.2) to painting an enticing picture of the huge
mass market potential for a microcomputing software company. In contrast,
he devoted 7 of 47 pages -- relatively little -- to discussions of Microware's
products (secs. 1.3, 4.1) and to Microware's production and sales strategies
(secs. 3.5,4.1, 4.2).

Bill's "market-driven™ motivation was in evidence at the very inception
of the company. When he and others decided to start the company through
an independent study course at NSU, he did not seek out advice and direc-
tion from the computer science faculty. Indeed, he asked an NSU marketing
professor, Dr. Edward Murphy, to direct the independent study. Persuading
an NSU professor to support Bill's vision would be a crucial first step for
the company and Murphy went on to play a key role in the founding of
Microware. Murphy, who had been working with IBM personal computers
since they were first made available, was persuaded by Bill's developing
view of the potential market as he worked on the business plan for the inde-
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pendent study. Bill's view was that the computer software business was
on the verge of entering the mass market because at that time (late 1981/
early 1982) IBM was beginning to enter the microcomputer business.
Bill was boldly enthusiastic about the potential of a company that pro-
duced software for the IBM PC. Dr. Murphy described his first meeting
with Bill concerning the independent study:

Bill Alexander camen in here with a Xerox of an article from Byte
magazine about the new IBM PC, and he threw it down on my desk
and said that IBM had introduced this great machine, and that he
and some other students, from computer science mainly, were going
to write programs for it. (Interview, 15 July 1983).

Murphy decided to moderate the independent study and eventually he
allowed the independent study group to use some of his facilities -- his
office and computer. More important, after Bill had written the business
plan and applied for incorporation, Murphy agreed to be on the board of
directors even though he had some serious reservations about the com-
pany -- reservations that will be discussed later.

Before he had appoached Murphy, Bill and Greg Jerling, a computer
science major and cofounder, had considered trying to sell the idea for
an independent study course to the Chemistry Department at NSU, be-
cause Gred and another friend had designed computer graphics software
for chemists during the previous year. But Bill recognized that "big
money" was not to be made producing software for the Chemistry De-
partment. Instead, with the growing success of things like computer
arcade games, the microcomputer market seemed to have the potential
to become a true mass market. This great potential dramatically attracted
individuals to work for Microware. For example, during the independent
study course Bill surprised the other students by telling them that he
planned to incorporate the group. Bill laid out a grand vision that included
his five-year marketing milestones which projected sales revenues in the
millions. Greg Jerling recalled that upon seeing this one of the program-
mers said,

"Bill, don't you think those numbers are a little big?" And Bill blew
up at her and he said, "If you don't believe that we can do this then
you don't belong here, because | believe that we can do this. This is
what I'm out for and if you're thinking small time then you might as
well walk out now, and that goes for anybody else in the room." And
everybody stayed. (Interview, 15 July 1983).
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According to Bill's vision they had to be aggressive if they were to take
advantage of the lucrative possibilities before them.

In the business plan, Bill developed a powerful argument that empha-
sized how well Microware was positioned to take advantage of these
possibilities. The major premise of the argument was that the total poten-
tial market for microcomputer software was extremely lucrative. The
minor premise was that other companies, similar to Microware in that
they were entrepreneurial start-up companies, have gained highly profit-
able shares of that potential market. The conclusion of the argument was
that Microware is positioned to take a significant share of that market.
Figures 13.3A, 13.3B, and 13.3C illustrate this argument with excerpts from
the business plan.

Advertising Age estimates that the gross revenues for video games in 1982
will top $6 billion, and will approach $20 billion by 1985. (p. 3)

Today's computer revolution has been growing at a pace of well over 50 per-
cent annually for the past several years. This growth, along with the expecta-
tion of future growth, has prompted several venture capital firms and public
companies to invest significant amounts of money in recognized industry
leaders, and in new start-ups such as Microware. (p. 10)

Video game mania is sweeping the country, and many consumers are find-
ing that home computers, in additionto performinghome tasks such as budget-
ing, finance, and education, are also very good game machines. (p. 12)






























































