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;iie” lApp Store bloaded to the b ewith both nov-
elty and I~rbhnZiieb\Z mbut g&hisat ~ 1Air e b g héw
iLingual application attemp mto |raddle the line: it not
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While many comiZgb/ay nl”NPhone Ziieb\Zmtbhgl
reinforce their brand value — Emirat | %or exam i e ” %l
providing travel-related information in a novel way — de-

only off ~ k helpful travel phr Z1~In three e Z g~ n Z "But% velopment of an iPhone app aZ become a competitive

]h~llhnlba@ Irga”lbl4dice and an animated pho-

g™\ ~llbforrota”kl%hta |Zb]She cited the uproar

tograph of your own mouth. The effect can be Zfnlbg from \ntthf”kbf the Ho r mdinema c a Z bglich a Zyet

or off-putting, but it's definitely memorable either way.

Promoted in :nlmfia to |mengthen Emirat 1 growing
profile as an Australia-Europe airline, the new applica-
m b h-gévailable in Ar Z[ b \”ench and German — are
among the latest in a flood of branded applications that
[nIbg"llbld and IfZeae nlbdo build a brand pr "t
Ag\™ Zfhg™ nl” ke hugely popular iPhone.

to launch an iPhone app to counter the recently-launched
Pocket Cinema tool fr om rival G reater Union.

W " e elured iPhone Ziil can win a | mng reception
even if they don t provide equivalent functionality to a
company Web site: office supply giant Officeworks, for
hgrezZll~"*gver 1)%))llopgehzdf brnPhone ap-
ieb\Zmbhg |bgted inhat¢ September.

“We Z]oblYeb”gommtegrate ta”I~Ziieb\Zmihtog!“Wer”~\h gblfZr miah gaité becoming more popular

their overall communication and brand |mtegy % lar|
Barbara Fb lger %director of marketing \hglraaty

Zfhg lour \nthfrkl&d we law the oppo rtunity to
develop our own branded application to add value to

TrrglazZn‘lPhone Ziieb\Z mardigdt yet an ~ 11" gm bthee \ ntomer experience % lar| online marketing man-

marketing t h h éti they are very In\\~l|_HAk brand-

ager Matt hew Jeffer b~ [

building Z\\~IlIly — Zllong ZIthey are quick % bnie ~ %

nl~Nfriendly % Zg] "g Z"bg"

The app aZbeen a continuhnlpr~I~g\in the top 10
within the :nlmtian App Stor* |;nlbg”IM\'mb bau%

iPhone applica mb hEgb%er larl%ffer brZg]&[nbe]hkgffexb~larl b mpdpularity aZlliawned high vhenf?|

an additional [Z e thannel ! ZWwithnew Ziilfrom Dom-
ino |Pizza and <he”ld Highly f~ZInable marketing
th h e % ahd oppo rtunity to interact with ]1b I\rhing Gen
Y buyers who can be difficult to reach via traditional me-
dia.

RAM\h gblithg pr hfbl6f \ nfom-builtiPhone Ziil %ar-
ly entr Z g riikle White PZ ™~ | %llow PZ "~ [&d Domain.
com.au have been joined by iconic :nlralian brZg]l
Ind ZHonda :nlnte VBRY%alte q % a " ¢1886%irgin
Fhibe’a® tnlhmebZ Shh% nggiprez

All are hoping to [hhltheir pr*I*"g\"Zfhg " | if Zrt-
phone nl~kdith Ziilthat put corporate information at
the tip of customers’ fingers - or at least provide a useful
or fun tool with Irong brand Z11h\b Z m D& lighter
company Shbiihfé hg~”&Zlong offered a popu-
lar flame simulator that has become a common sight
atconcerml|l fZdbg  brketet 1Zjeam.

of customer feedback that are being used to refine and
expand future v~ klb h-glwhich may add featur ~|like
bar\h]~ I\Zggbg ™ Zg] bg&earigg” h

Building iPhone Ziieb\Zmblygla ™ Z iBbwever: anec-
dotal reports suggest third-party firms have pushed the
price for even basic apps well into the five-figure zone.
Officeworks was able to minimise costs by calling on in-
ahnldev”ehi”tolbuild bnzlii%ut Jeffer b”larlthe
company blnoneta” e “ionitoring the ROl to decide
how much efform bm \Zg cnimbothéeappmbg™ bgt

“Our initial challenge w Z Igetting the app up and into the
marketplace %he eqie Zb'tN bw we re trying to moni-
tor \ntomer feedback and |””~how we re perceived.
Ther  la time and \h | mvolved in developing anytab g
and we had th \hglbihdt.”

"%

For comi Z g b ¢dncerned about the upfront \ h | af build-
ing an iPhone app — particularly Ibg\Branded Ziil
are nearly alwarlgiven away free— <htar~\hffrg]l

Nearly every company Sydney marketing \hglnepney \hgib]itkz Ipart of their overall marketing 1i~g]%

tancy Mar keting Mec a Z g bAdr d iwith b éxplor ing
b riPhone op mb gl 4a r | %ccording to manag-
ingdirecthk =bZg”~Ma<hl

NirkdrereqnAImbg™ _mdhnyr % lanarl'™ Tech-
nology b imaking people expect more and more from
their [”~wvice proob]”kvVery day %and comiZgb “are

and plan carefully to ~ gl mrthey re providing | h fething
of value th \nhfrkl'

“There aZto be value-add % la~lar|'“But if you do it
rb ™ anfrth f”kwill keep your brand front-of-mind. And
comiZgbfHat getin early are going to be the pbgg Mkl

launching iPhone Ziilto ltay inthefzZ\~of \hglInf/KI.
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