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EXAMPLE: Game Console Accessories Spending

Accessories | 12%

250 € 30€ 40€

Console hardware FEilZ

Game software

2002 $1.1 Billion
US market

Source: Jupiter Research 2003
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EXAMPLE: Computer Accessories

2001 Growth from
W 2002 2001 to 2002

R e =1%

T e — 1%

DVD drive | —— 48%0

External storage device S 1%
Writeable CD drive — B7Fds
Digital still camera — 64%
webcam [ 6%

Digital video camcorder g 64%
Portable MP3 player e 90%

0% 10%  20% 309 40% 50% &0% JO0% B0%

Base: Morth American PC-owmning households

Saurce: Farrester Research, Inc.

50 Billion dollar worth
of computer peripherals sold in US 2003

Source: Forrester 2003, Euromonitor 2003
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The World of Mobile Enhancements
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Key Strategies
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Stretch to new product areas

g:*f\
On the Road AN

Build the Nokia Total Product Offering
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Growth Opportunity

New product areas

A

Stretch to new product Litestyle
areas Car multimedia
Home

Intelligent enhancements

Wireless headsets

Imaging products
Advanced covers

Build the Nokia Total
Product Offering

Traditional accessories
Batteries
Covers
Headsets

From basic accessories
to intelligent enhancements!
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Mobile Enhancements

New Product
Areas

Intelligent
Enhancements

Traditional
Accessories
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Increasing Value to Enhancements

Full range of products for optimized image & video experience

Images are valuable,
when you see them!
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New Product Areas

Lifestyle products - Nokia Imagewear

[+ [§ f@

Personality statement,
with unique touch of design
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Addressable Market in 2006

Intelllgent

\ \W\
.
Home Expanding Lifestyle @
Market D

products

Car telephony &
entertainment

NOKIA
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Mobile Enhancements - Competitive Edge

Flexibility to act on :
new product areas Innovation

Contribute to & benefit
from terminal sales

U
—

World

Exploit Nokia

competitive asset Class

Products

“Act like a small startup,
but equipped with muscles of a corporation”
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Thank You!
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