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iPhone: miracle
or hi-tech toy

APPLE AIM TO TAKE A BITE OF PHONE MARKET

THERE’S a story, which I
hope is true, that during a
Celtic League game at
Thomond Park some time
back, the referee stopped
play to have a word with
Munster prop forward John
“Bull” Hayes, and a voice
from the crowd shouted
out: “Don’t listen to him
Bull, it’s your field.”

Sport and Hollywood —
ignoring this magnificent
exception — rarely mix well;
notwithstanding the odd
American football and box-
ing film, when one moves
into the other’s domain, the
result usually grates.

This past week we have
seen David Beckham on
U.S. morning chat shows
discussing his move to —
surprise, surprise — LA,
and yesterday Sylvester
Stallone ambled onto the
Goodison Park pitch and
held aloft an Everton scarf.
A strange week in football.

Stallone even offered the
former England captain his
first major role. He said of
the player’s move yester-
day: “Twenty per cent of
America is Latino and the
thing they live for is soccer.
With Beckham there it will
take off. I’ve not met him,
but I might put him in
Veqfs and chase him
around the jungle for a
couple of months.”

Not that Sly is ignorant of
the beautiful game; as
readers of a certain sensib-
ility will remember, he saved
the winning penalty against
the Nazis during the war.

This happened in Iw1
geti xs Zmgxsv}, which most
people will tell you is the
greatest football film of all
time, because it is hard to
remember any others. It
also contains Ossie Ar-
diles’ backheel flip over his
head, which schoolboys
who have seen the film will
be able to tell you, takes a
good two hours to perfect.

It is not the worst movie
of all time (Emv Fyh> [svph
Tyt — another football
movie by chance — holds
this title) but it is pretty bad.
However, those of us of a
certain sentimentality will
watch it every time it
comes on because it deals
with two of the main themes
that consume men during
their otherwise dreary lives:
thoughts of escape and
football.

Pelé scores the equaliser
for the Allied team in the
4-4 draw in the film, but in
his autobiography last year,
he tells of the fuss kicked
up by Mr Stallone that li
could not score the decisive
goal instead of the greatest
footballer of all time. Sly
was only placated when it
was added to the script that
he, as goalkeeper, would
save a late penalty. You

would wonder did he not
realise that his own great-
est movie moment came in
defeat: when he was beaten
for the World Heavyweight
title while playing Vsgo}. It
was that single stroke that
ensured that film won the
Best Picture Oscar at the
1976 Academy Awards. As
entertaining as the follow-
ing four films were, their ul-
timately satisfying denoue-
ment for the eponymous
hero ensured they were
lesser films (and atrocious
acting in the last two didn’t
help). Perhaps this shall be
corrected when the con-
cluding film, Vsgo} Fepfse,
hits our screens soon.

“A satisfying denouement
for the eponymous hero”
might be a good way to de-
scribe Planet Beckham’s
move to LA. Though limited
in his football vision, Beck-
ham was one of the best
free-kick takers and cross-
ers of a ball to grace the
Premiership. Yet this is not
a Beckham we have seen
much of since he left
Manchester United to join
Real Madrid. Internationally
too, it sometimes seemed
he was playing as much for
the three lines of Adidas on
his boot as the three lions of
England on his shirt. That
he still dominates the head-
lines has as much to do with
the vapid celebrity culture
that surrounds him as any
footballing skill he has left.

But, instead of heading
back to the Theatre of
Dreams with a team like
Portsmouth, he is off to the
land of Jmiph Sj Hvieqw2
Instead of retiring after
picking himself off the floor,
like most footballers do,
after a dramatic decline, he
has chosen to duck the
tough opponents, a heavy-
weight dropping down to
compete at welterweight.

Beckham’s journey to
Hollywood superstardom
began when he kicked a
ball from his own half over
Wimbledon goalkeeper
Neil Sullivan in 1996 and
etched his name on a na-
tion’s consciousness. He is
now the most recognisable
footballer on earth.

That was a title once
held by Pelé. The Brazilian
also headed to the States
near the end of his football
career. He also once fam-
ously lobbed a keeper from
inside his own halfway line.
In the opening group game
of the 1970 World Cup fi-
nals against Czechoslov-
akia, Pele’s audacious chip
sailed over Ivo Viktor and
trickled inches wide.

Beckham’s strike may be
a more suitable Hollywood
ending, but I’d reckon even
Stallone knows that ‘almost’,
or trying, even if not suc-
ceeding, is the better story.

W ITH his usual showmanship,
Steve Jobs, Apple boss and
spiritual leader of Mac-olytes
everywhere, announced last

week that he was about to change the way
we communicate.

Jobs unveiled his breathtaking iPhone
vision, calling it a “magical” device that
would “change the world” when it ships
— in the United States — in June.

Jobs’ use of the word “magical” hit the
nail on the head. Jobs’ keynotes are more
than just speeches. They’re magic shows.
And this was one hell of a rabbit he pulled
from the hat.

Never one for understatement, Jobs’
grand declaration about the impending
release of the iPhone sent the US into a
frenzy, with thousands of calls being
logged in Apple’s Hollyhill call centre.
The excitable Americans may have been
right to drop their burgers and fire guns
into the air in shock: the iPhone is the
gadget the world has been waiting for.

It combines three products — a revolu-
tionary mobile phone, a widescreen iPod
with touch controls, and a breakthrough
internet communications device with
desktop-class email, web browsing, maps,
and searching — into one small and light-
weight handheld device. It also introduces
an entirely new user interface based on a
large multi-touch display and pioneering
new software, letting you control
everything with just your fingers.

Clumsy buttons (even if they can be
useful) aren’t commonly seen on gadgets
bearing the Apple logo, but while the
touchscreen probably adds substantially
to the cost, from a design perspective, it’s
worth it. Whether it’s a good idea from
the perspective of usability, well, we’ll
have to wait and see.

The iPhone certainly looks sexy, but
it’ll be interesting to see if touchscreens
and cellphones go together. The iPhone is
likely to have one of the best touchscreens
around, but you have to wonder if it’s
good (and robust) enough.

So it ushers in an era of software power
and sophistication never before seen in a
mobile device, completely redefining
what you can do on a mobile phone.

And just as the iPod changed the way
we listen to music, so too the iPhone may
change how we communicate. But some
people weren’t too pleased with Jobs’
great new invention — namely the com-
pany who had released another iPhone
about a month earlier.

Cisco Systems is suing Apple in a US
court, saying its just-revealed iPhone viol-
ates its trademark. Cisco, the world’s
largest network-equipment maker, has
owned the trademark on the name
‘iPhone’ since 2000, when it acquired
InfoGear Technology, which originally re-
gistered the name.

Three weeks ago, Cisco’s Linksy’s divi-
sion put the trademark to use, releasing

an internet phone called ‘iPhone’ that
uses the increasingly popular Voice over
Internet Protocol, or VoIP.

Apple argues it is entitled to use the
name iPhone because the products are
materially different. And given that the
Apple brand seems to be almost unstop-
pable these days, it looks as though Jobs
will win. And besides, Cisco’s iPhone
looks like a brick, so if it comes to a fight
over who’s more deserving, the newly re-
christened Apple Inc may win.

But the iPhone may take some time to
really establish itself as an essential item
for today’s mobile conniseur.

First, making an entertainment device
is much different from making a phone.

Over the years, plenty of phones offer-
ing lots of nice ‘toys’ for users have disap-
pointed. Ultimately, they were not very
good phones. And the bottom line is that
you have to build a good phone first, and
then add features on top of that. Other-
wise, don’t bother. Nokia and Motorola
already rule the roost in the mobile
market and Apple will face some stiff
competition from them.

Second, the price is steep – €400 to €600
for a phone? Even an all-singing all-dan-
cing one needs to be pretty amazing to
command that sort of fee.

Even if the prices were cut in half, that
is hefty for a phone device these days,
even one with loads of features. How
many consumers are willing to pay that
much, plus €50 to €80 per month for a
price plan that includes 3G data services
(which will be necessary to access many
of the phone’s features).

Also, Apple are notoriously picky about
who deals with their goods – their exclus-

ivity is part of what makes their brand so
powerful. In the United States, only one
mobile firm is carrying the iPhone. So the
same may happen here, with O2, Meteor
and Vodafone locked in a battle royale to
sell it. This would mean no competition
for the eventual carrier – not good news
for Joe or Jane Poseur, who simply can’t
live without the latest gizmo.

And the one major crib most people
have with iPods will most likely apply to
the iPhone too – battery life. Apple doesn’t
do replaceable batteries but if they want
to succeed in the cellphone market, this is
something that will have to change.

A sexy phone with a dead battery is just
a pretty paperweight. Given that you’re
going to be using this phone as an MP3
player, the battery will be constantly in
heavy use, and a phone with a battery
that needs to be charged every day is no
use to anyone.

Apple — which has a call centre in Cork
—will need to solve this problem, and
fast. But they have six months to the
launch, so they have time to iron out
kinks, battle people over the trademark,
and plan how they are going to take over
global communication networks.

The iPhone will sell because it’s stylish
and desireable, and in today’s Celtic tiger
Ireland, that’s enough to guarantee
success — at least in the short term.

To go the distance, the iPhone will need
to be practical and affordable, something
that it may not be for some time yet.

How it fares on the US market will tell
us a lot about its value — and whether Mr
Jobs and co are truly magicians, or
whether the iPhone is just smoke and
mir rors.

Apple CEO Steve
Jobs introducing
the new iPhone
in San Francisco
last week.
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