
�L�`�]�w�Z�m�k�a�f�]�k�k�w�g�^�w�a�H�`�g�f�]�&

�:�i�i�e�^���l App  Store �b�l loaded  to the �`�b�e�e�l with both nov-
elty and �l�^r�b�h�n�l �Z�i�i�e�b�\�Z�m�b�h�g�l�% but Emirat�^�l Air �e�b�g�^�l�� new 
iLingual appli cation attemp�m�l to �l�mraddle  the line: it not 
only of f�^�k�l helpful travel phr�Z�l�^�l in three �e�Z�g�`�n�Z�`�^�l�% but 
�]�h�^�l �l�h �n�l�b�g�` a �l�r�gt�a�^�l�b�l�^�] voice and an animated pho-
tograph of your own mouth. The effect can be �Z�f�n�l�b�g�`��

Promoted in �:�n�l�mralia  to �l�mrengthen Emirat�^�l�� growing 
-

�m�b�h�g�l – available  in Ar �Z�[�b�\�% French and German – are 

�[�n�l�b�g�^�l�l�^�l big  and �l�f�Z�e�e are �n�l�b�g�` to build  a brand pr�^�l-
�^�g�\�^���Z�f�h�g�`���n�l�^�k�l���h�_��the hugely popular iPhone.

“ We �Z�]�o�b�l�^ �\�e�b�^�g�m�l to integrate t�a�^�l� ̂ �Z�i�i�e�b�\�Z�m�b�h�g�l into 
their overall communication and brand �l�mrategy�%” �la�r�l��
Barbara F�b�lcher�% director of marketing �\�h�g�l�n�etancy 
Tr�^�g�]�a�Z�n�l�' “iPhone �Z�i�i�e�b�\�Z�m�b�h�g�l are not yet an �^�l�l�^�g�m�b�Z�e��
marketing t�h�h�e�% but they are very �l�n�\�\�^�l�l�_�n�e �Z�l a brand-
building  �Z�\�\�^�l�l�hry – �Z�l long �Z�l they are quick�% �l�bm�i�e�^�%��
�n�l�^r-friendly�%���Z�g�]���^�g�`�Z�`�b�g�`.”

iPhone applic a�m�b�h�g�l�% F�b�lcher �la�r�l�% offer br�Z�g�]�&�[�n�b�e�]�b�g�`�%��
an additional  �l�Z�e�^�l channel �!�Z�l with new �Z�i�i�l from Dom-
ino���l Pizza and �<�h�e�^�l�"�% a highly �f�^�Z�l�nrable  marketing 
t�h�h�e�% and the oppo rtunity to interact with �]�b�l�\�^rning Gen 

-
dia.

R�^�\�h�`�g�b�l�b�g�` the pr�h�f�b�l�^ of �\�n�ltom-built iPhone �Z�i�i�l�% ear-
ly entr�Z�g�m�l like Whit e P�Z�`�^�l�% Yellow P�Z�`�^�l�% and Domain.
com.au have been joined by iconic �:�n�l�mralian br�Z�g�]�l��
�l�nch �Z�l Honda �:�n�l�mr�Z�e�b�Z�% MBF�% Calte�q�% �L�a�^�e�e�% HBA�% Virgin 
�F�h�[�b�e�^�%��t�a�^���:�n�l�mr�Z�e�b�Z���S�h�h�%���Z�g�]���f�Zny more.

All are hoping to �[�h�h�l�m their pr�^�l�^�g�\�^ �Z�f�h�g�`�l�m �l�f�Zrt-
phone �n�l�^�k�l with �Z�i�i�l that put corporate information at 

or fun tool with �l�mrong brand �Z�l�l�h�\�b�Z�m�b�h�g�l�' US lighter 
company �S�b�i�i�h�% for �h�g�^�% �a�Z�l long offered a popu-

at concer�m�l�������f�Z�d�b�g�`���b�m���Z���f�Zrketer���l���]ream.

Nearly every company Sydney marketing �\�h�g�l�n�e-
tancy Mar keting Mec�a�Z�g�b�\�l wor�d�l with �b�l explor ing 
�b�m�l iPhone op�m�b�h�g�l t�a�^�l� ̂da�r�l�% according to manag-
ing di rect�h�k���=�b�Z�g�^���<�h�lta.

�
�N�l�^�k�l are req�n�^�l�m�b�g�` �n�l�^�_�n�e r�^�l�h�nr�\�^�l�%” �l�a�^ �la�r�l�' “ Tech-
nology  �b�l making people expect more and more from 
their �l�^rvice pro�o�b�]�^�k�l every day�% and com�i�Z�g�b�^�l are 
launching iPhone �Z�i�i�l to �ltay in the f�Z�\�^�l of �\�h�g�l�n�f�^�k�l.”

While many com�i�Z�g�b�^�l may �n�l�^ iPhone �Z�i�i�e�b�\�Z�m�b�h�g�l to 
reinforce their brand value – Emirat�^�l�% for exam�i�e�^�% �b�l��
providing travel-related information in a novel way – de-
velopment of an iPhone app  �a�Z�l become a competitive 
�g�^�\�^�l�l�b�m�r for ot�a�^�k�l�% �<�h�lta �l�Z�b�]�' She cited the uproar 
from �\�n�lt�h�f�^�k�l of the Ho�r�m�l cinema c�a�Z�b�g�% which �a�Z�l yet 
to launch an iPhone app  to counter the recently-launched 
Pocket Cinema tool fr om rival G reater Union.

W�^�e�e�&�l�mructured iPhone �Z�i�i�l can win a �l�mrong reception 
even if they don��t provide equivalent functionality  to a 

�h�g�^�% �a�Z�l �l�^�^�g over 1�)�%�)�)�) do�p�g�e�h�Z�]�l of �b�m�l iPhone ap-
�i�e�b�\�Z�m�b�h�g���l�b�g�\�^���b�m���]�^�[�nted in la te September.

“ We r�^�\�h�`�g�b�l�^ �l�f�Zr�m�i�a�h�g�^�l are becoming more popular 
�Z�f�h�g�`�l�m our �\�n�lt�h�f�^�k�l�% and we �law the oppo rtunity to 
develop our own branded application  to add  value to 
the �\�n�ltomer exper ience�%” �la�r�l online marketing man-
ager Matt hew Jeffer�b�^�l�'

The app  �a�Z�l been a continu�h�n�l pr�^�l�^�g�\�^ in the top 10 
within the �:�n�l�mralian App  Stor�^���l �;�n�l�b�g�^�l�l �l�^�\�m�b�h�g�% and 
Jeffer�b�^�l �la�r�l �b�m�l popula rity �a�Z�l �l�iawned high v�h�e�n�f�^�l��

expand  future v�^�k�l�b�h�g�l – which may add  featur�^�l like 
bar�\�h�]�^���l�\�Z�g�g�b�g�`���Z�g�]���b�g�&�i�a�h�g�^���hrdering.

Building iPhone �Z�i�i�e�b�\�Z�m�b�h�g�l �b�l�g��t c�a�^�Z�i�% however: anec-

-
�a�h�n�l�^ dev�^�e�h�i�^�k�l to build  �b�m�l �Z�i�i�% but Jeffer�b�^�l �la�r�l the 
company �b�l nonet�a�^�e�^�l�l monitor ing the ROI  to decide 
how much effor �m���b�m���\�Z�g���c�n�l�m�b�_�r���i�n�m�m�b�g�`���b�gto the app.

“Our  initial challenge w�Z�l getting the app  up and into the 
marketplace�%” he e�q�i�e�Z�b�g�l�' “N ow we��re trying to moni-
tor �\�n�ltomer feedback and �l�^�^ how we��re perceived. 
Ther�^���l a time and �\�h�l�m involved in developing anyt�a�b�g�`�%��
and we had t�h���\�h�g�l�b�]�^�k��that.”

For com�i�Z�g�b�^�l concerned about the upfront �\�h�l�m of build -
ing an iPhone app  – particular ly �l�b�g�\�^ branded �Z�i�i�l��
are nearly alwa�r�l given away free – �<�h�lta r�^�\�h�f�f�^�g�]�l��
they �\�h�g�l�b�]�^�k it �Z�l part of their overall marketing �l�i�^�g�]�%��
and plan carefully to �^�g�l�nre they��re providing �l�h�fething 
of value t�h���\�n�lt�h�f�^�k�l�'

“ There �a�Z�l to be value-add�%” �l�a�^ �la�r�l�' “But if you do it 
r�b�`�a�m�% �\�n�lt�h�f�^�k�l will keep your brand front-of-mind. And 
com�i�Z�g�b�^�l that get in early are going to be the �p�b�g�g�^�k�l.”
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