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Topics

• Working Together with Our Operator 

Customers

• Customization

• Demand Supply Network 

• Brand
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Working Together with Our Operator Customers
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Nokia’s Total Channel Offering

• Relationship Management
• Products & Service Offerings
• Trading Terms
• Demand Generation
• Sales Tools & Merchandising
• Training Services
• Logistics Services
• Care Services

TotalTotal
ChannelChannel
OfferingOffering
(TCO)(TCO)

RoadmapsRoadmaps
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TCO Case Study: TIM

X-MAS ’04 Campaign

Summer ’04 EDGE Promotion
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Unique Portfolio Breadth
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Getting closer – recent developments

... ...



8 © NOKIA

CustomizationCustomization



9 © NOKIA

Software Customization 

Nokia competitive advantageNokia competitive advantage

Key customisation 
elements of Series 60 
• Operator-Branded icons and 

color in main menu
• Operator Soft key 

in idle mode
• Ready made settings

Key customisation
elements of Series 40 
• Operator-branded 

soft key 
• Operator logo & tones
• Colour Scheme
• Wallpaper 
• Wake Up Graphic 
• Ready made settings

Nokia can profitably offer a wider range of 
customization to a wider customer base 

than any other vendor!
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Customized Nokia devices boosts ARPU

Monthly data traffic per Monthly data traffic per 
user (mb) user (mb) –– allall apnapn

1,5
WINWIN--WINWIN

Easy to use and 
customized devices from 

Nokia boost operator 
data traffic

ANDAND
Strengthens operator 

Nokia relationship

100%100%

1

0,5

0
Customized 

Nokia smartphone
Average GPRS 

handset 
(all models, 

from all vendors)

Source: Asian operator GPRS usage dataSource: Asian operator GPRS usage data



11 © NOKIA

Demand supply network as Demand supply network as 
competitive advantagecompetitive advantage
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Opportunity cost advantage

Q3 2004 Q3 2004 -- Top 10 Volume Phones (millions)Top 10 Volume Phones (millions)

Plan
Actual
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0.000 1.000 2.000 3.000 4.000 5.000 6.000 7.000

Unit Opportunity Captured: ∼4.7 million
Revenue Opportunity Captured: ∼EUR 450 million 
Profit Opportunity Captured*: ∼EUR 215 million

* Sales margin
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Q3 Examples: 1100, 3100 and 6230

Nokia 1100 Nokia 6230Nokia 3100

• 11% higher volumes
• 140 million add’l components
• EUR 80 million add’l rev

• 26% higher volumes
• 475 million add’l components
• EUR 90 million add’l rev

• 34% higher volumes
• 412 million add’l components
• EUR 90 million add’l revenue
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BrandBrand
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Nokia brand equity
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Q2 2004Q2 2004

Global consumer preference for the 
Nokia brand is over three times

bigger than that for the next runner-
up.

Global consumer preferenceconsumer preference for the 
Nokia brand is over three timesthree times

bigger than that for the next runner-
up.

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

Nokia is on 
Interbrand´s 

list of the 
Top 10 

Global Brands
for the fourth 
consecutive 

year!

Nokia is on 
Interbrand´s 

list of the 
Top 10 Top 10 

Global BrandsGlobal Brands
for the fourth 
consecutive 

year!

Nokia was voted 
“The most trusted mobile 
phone brand” across 14 

markets in Europe for the 
fourth year in row.

Nokia was voted 
““The most trusted mobile The most trusted mobile 
phone brandphone brand”” across 14 

markets in Europe for the 
fourth year in row.

Source: Nokia market researchSource: Nokia market research
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Products = Brand

Brand

Products

Design Usability
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Thank You!
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