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REMEMBER THEM
Military History Tours 2010

Military History Tours (Aust) Pty Ltd, the operators behind the successful battlefi eld tours to Villers-
Bretonneux, is proud to present six tours in 2010 to battle sites signifi cant to the Anzacs and to Australians 

as a whole.

Each tour includes accommodation, most meals, all transfers and Australian tour guides fully trained in 
military history.

The Western Desert 1940-43 (March) 
Sure to be a most memorable tour across the Western Desert of Egypt  and Libya including El Alamein, 

Tobruk and Bardia

Our Other Anzac Day Villers-Bretonnuex (April) 
Join us on our third tour to Northern France for the Anzac Day Dawn Service at the Australian War 

Memorial in Villers-Bretonneux.

The 95th Anniversary of the Gallipoli landings (April) 
Be there at Anzac Cove for the Dawn Service on the 95th Anniversary of the original Gallipoli landings

The RAAF in the UK 1939-45 (July) 
Tour the airfi elds, aircraft museums and memorials of the UK where RAAF airmen were stationed for the 

European air campaigns of WWII 

Fromelles Military Cemetery Dedication (July) 
Attend the dedication of the fi rst new Military Cemetery on the Western Front in 50 years where 170 Anzac 

soldiers will be reinterred.

Greece and Crete (October)  
Retrace the campaign of our World War II Anzacs in Greece and Crete to honour the ultimate sacrifi ce of 

those that fell.

For more information call 1300 364 671 or visit 
www.militaryhistorytours.com.au

Military History Tours recommends fl ying with Emirates, the multi award winning airline which operates direct fl ights from Sydney, 
Melbourne, Brisbane and Perth to over 100 destinations in more than 60 countries worldwide. This extensive route network 
enables convenient connections to 22 destinations in Europe and 14 destinations in the Middle East via Dubai.

This holiday is being operated by Military History Tours (Aust) Pty Ltd, a company wholly independent of Nationwide News Pty Ltd. If you choose to participate in this holiday, you will be directly dealing with, including buying 
tickets through, Military History Tours (Aust) Pty Ltd. Nationwide News Pty Ltd has no responsibility or liability in relation to this holiday and your participation in it.

FUN, GAMES AND A
LIFE TRANSFORMED

Big winner: Apple have revolutionised Firemint’s business

JAMESDUNN

LIKE many people, you may think that
the iPod and iPhone have changed your
life. But that’s nothing to the effect that
theApple suite of productshashadon the
game development industry.

Melbourne-based game development
company, Firemint Pty Ltd, has ridden
theApp Store wave tomove from being a
work-for-hire studio to this year, self-
publishing its original games.

Chief executive officer Rob Murray,
36, says Firemint, formed in 1999, has
benefited from the ‘‘massive change’’ that
Apple has brought to the industry.

‘‘The iPhone, the iPod Touch and the
App Store have completely changed our
industry,’’MrMurray says.

‘‘We used to make games on Java and
Bru and other mobile phone platforms,
and at one time we thought the colour
screens on mobile phones had changed
our lives.

‘‘ But a developer like us had to go to
every single telco around the world, get
our games out there. The telcos would
collect money from our consumers and
eventually pay us.

‘‘It’s like PC: you can put any app you
like on it, but you have to distribute it
yourself - youhave toget it to theuserand
collect themoney from them.

‘‘But the iPhone came along in 2007
and it gave us a new business model. We
develop a game, send it toApple, they say
yes, unless there is something specifically
wrongwith it that could cause themprob-
lems.Theyput it on theAppStoreand sell
it through their handsets, they collect
money from the consumer, pay us 70 per
centofall the revenueandgiveusdetailed
reports onwhere the sales come from.

‘‘Apple does all of the complex things
that are required to distribute games
worldwide, because they have this one
handset that they control in the market,
and they have theApp Store.

‘‘You only have to go to one vendor:
you put your application through Apple
and it goes worldwide on their handset.
It’s a brilliant business model.’’Under the
oldmodel,MrMurray says it was difficult
to get content through the distribution
channel, but Apple has ‘‘completely
changed the game.’’

He adds: ‘‘With the App Store, they
have just opened up the doors and said
anyone can be a game developer.

‘‘ That’s not how it was previously. It
has allowed us to put our own intellectual
property directly into themarket and sell
direct to our consumers, rather than
doing contract work for publishers. We
went fromhaving 10 customers to having
onemillion customers in threemonths.’’

MrMurray says it is not competitive to
get an application into the App Store, but
it is ‘‘hyper-competitive once you’re live.’’
There are more than 100,000 appli-
cations available on the App store:
‘‘You’recompetingagainstall of those,’’ he
says.

Firemint has six games on the App
Store, three of its own applications and
three developed for another publisher.

This year, it launched two of the most
popular iPhone games, Flight Control
and Real Racing. Flight Control sold
more than one million copies in its first
threemonths in theApp Store.

The launchofRealRacingwas accom-
panied by a free lite version of the game,
Real Racing GTI, which was used by
Volkswagen to launch its 2010GTI in the
US, the first-ever launch of a car via a
mobile-phone campaign. Volkswagen
gave away six limited edition GTIs to US
residents as part of the launch.

Real Racing GTI has been download-
edmore than twomillion times, including
more than one million downloads in one
week. Industry reports say Flight Control
and Real Racing have each grossedmore
than $1million, butMrMurray is reticent
on this.

He says that more than 95 per cent of
Firemint’s sales are export sales: ‘‘Aust-
ralia is a greatmarket for the size it is, but
it is still relatively small in population.’’

Up next for Firemint is ‘‘more games’’,
says Mr Murray: ‘‘We’re obviously going
to make the most of the hit brands we’ve
built, but we have a number of very excit-
ing titles in the pipeline. We’re looking
forward to the new handset and the
growth of the market in 2010. There’s
nothing quite close to iPhone and iPod
Touch yet, it’s just a wonderful medium
for games,’’ he says.

Going global, virtually

ROBERTWILSON

FOR most businesses, opening up shop means
opening an office. It’s not cheap, but it’s as essen-
tial as the proverbial suit and tie in providing an
image of professionalism and competence.

For businesses that don’t want to sink their
capital into real estate or rentals there is a better
way. Sydney-based Servcorp has been providing
a place to do business for 30 years, solving the
problem for as little as $220 a month for a sup-
ported virtual office.

‘‘What we do is offer the infrastructure of a
large company or a multi-national company to
our clients,’’ says executive director, Taine
Moufarrige.

‘‘We provide the facilities they need, either a
physical office to work from, or if they want to
theycan takeavirtual office andweprovide them
with all the other facilities. They can use our
meetingrooms,ourboardrooms, theycanuseour
secretarial services and business services and
they can use our telecommunications services.’’

A virtual office is vital for any international busi-
ness, according to Mr Moufarrige. ‘‘If you are
travelling to Singapore, you can go online get a
local telephone number and give it to the people
you are meeting,’’ he says. ‘‘Our people will ans-
wer your phone anddivert it towhere youare. It’s
a global service to provide a local identity.’’

Servcorp has embraced technology with an
automated online booking system for its facili-
ties,whereclients cancheckavailabilityofoffices,
rooms and services and book them immediately.

‘‘The real point of difference is that we’ve got a
network of offices and services that’s online and
available immediately,’’ saysMrMoufarrige.

‘‘There’s nobody else that can provide that
seamless network. It’s all done online there’s no
human and it’s immediate.’’

Butaccording toMrMoufarrige it’s thehuman
touch that has been behind Servcorp’s success.

‘‘When you join as a Servcorp client, you are
allocated a Servcorp person who becomes your
go-to person.’’ he says. ‘‘That’s unique. We’re
the only ones in the industry who provide that
service.

‘‘We have no call centres. It’s about our people
understanding our client’s business so they can
help them. ‘If our clients succeed, then they keep
using our business.’’

Judging where to deploy human capital and

where to automate has been the key to creating a
superior service, he says.

‘‘Wehave takenour people out of the adminis-
trationofourbusiness, leaving themfree tobetter
look after the needs of our clients,’’ Mr Moufar-
rige says. ‘‘That creates a better service for our cli-
ents and a better job for our people.’’

Servcorp has 17 locations inAustralia and pro-
vides serviced and virtual offices in 14 countries,
with an emphasis onAsia,where it has been since
the Singapore branch opened in 1987.

The Asian presence now includes six addres-
ses in China and 18 centres in Japan.

It is expanding its presence in Europe, with a
London office opening in January, in North
America with Chicago premises opening soon,
and theMiddle East, with new centres in Jeddah
andKuwait.

‘‘We’re expanding in theUS and theUKnow,’’
Mr Moufarrige says. ‘‘It’s obviously a great time
for us to expand in thosemarkets andwe’ve been
waiting for this time.

‘‘There’s no one particular industry we’re
focused on. It’s for anyone who needs to do busi-
ness. The SMEs (small and medium enterprises)
love it because it gives them the infrastructure to
competewith thebig guys and themultinationals
love it because it gives them the infrastructure
they’re used to.’’
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