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Markets overview L e

Nokia in 2009

e Top 5 global brand

e ~60 million smartphones sold to date
e Over 75 million active service users

e Over 4 million developers

2010 industry estimate

e Improving industry conditions
e \Volume growth

e More normal seasonality
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(reating value through
consumer relationships & NOKIA
partnerships - ’




From insight to solutions...
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Consumer Lifetime Value

NOKIA



Engage with consumers through our
own media

1.1 billion
consumers with

65 million visitors 230 million visitors
to nokia.com per to nokia.mobi per

Nokia devices month month

Sales boxes: Retail: 650K outlets 10 consumer
468 million in 2008 speak volumes interactions per
second in Care
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Nokia Messaging - Success in partnering
2009
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Marketing transition T
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Focus on fewer, bigger marketing

campaigns
A
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Nokia’s digital marketing spend will
surpass TVCspend in 2009
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Positive brand preference trend
despite decreased marketing spend

51 52 53
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Changing the way we invest

Marketmg spend - product launch to continuous dialogue

Traditional
approach
The new
approach
& 2 Launch B Ongoing dialogue
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Wordofmouth

Driving mobile innovation
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World's best infrastructure
Building blocks in place
Thriving ecosystem

Unparalleled reach

NOKIA





