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Executive Summary

The phone industry is quickly becoming the centerpiece of personal communication, allowing us accessto
an ever-widening range of services. The global mobile phone market has been characterized by enormous
growth and technological change. This has been made possible by the deregulation of telecommunications
and the fundamental advances in wireless technology. As aresult of increased mobile phone penetration
worldwide and the devel opment of new product and services for the growing markets. Nokia expects
growth and rapid technological changesin the industry to continue

One of the most important developments in the mobile phone industry is the evolution of the mobile phone
from a mobile voice centric telephone to a personal data-centric communi cation accessory that can access

wireless content and services, including the Internet. A shift from the second generation to a 3G systemis
increasing the opportunities for Nokia to expand design capabilities. With the expansion of GSM networks,
customer focus will shift to design and service.

According to the Porter analysis, the threat of new entrantsis classified as high due to the level of
innovation and deregulation of the industry. The Supplier’s power is ranked in the medium range because
Nokiahastheir own manufacturing. The power of buyersislow because the customer’s choice of substitute
products is high and education about the product is also regularly available. Substitutes are considered a
medium threat because of Nokia s ahility to incorporate the customer’ s sense of identity into their design.
The intensity among competitors is high because of the level of product differentiation in shape and design
and brand differences.

Nokia has at least two continuous strengths that will be very hard to imitate: 1) its design and branding
capabilities coming from an understanding of the global marketsit serves, and 2) sleek manufacturing
efficiencies. Nokia has the ability to retool manufacturing for a new design in only eight days. These core
competencies directly relate to areturn of capital climbing to 29% in 1995 and to 56% in 1999. Its
earnings multiple expanded by more than a factor of six over the same period.

The growing market opportunitiesin Asiaand North America are too large to ignore. Nokia must establish
select partnerships to access these markets so they can introduce their design and manufacturing
capabilitiesto alarger population. The development of GSM will expand Nokia in design and quality into
the 3G of cell phones. Nokia needs to aggressively pursue the GSM and 3G mobile networks devel opment.
Nokia can compete within its strength of design and allow service providers to compete for service plans
not just service quality. Furthermore, to do this, Nokia must secure, through select partnerships, a position
in the Asian and North American markets. Through strategic partnerships, Nokia can introduce their design
and provide customers with a diverse range of products offered through efficient manufacturing
capabilities.

Nokia must aso plan for new features in the cell phone and strongly consider manufacturing a smartphone
model. A partnership with Microsoft would give Nokia access to Microsoft’s popular smartphone CE
Smartphone operating system. This would allow them to expand their product offerings and also to capture
the immerging consolidation market. The global position of Nokia will be engraved inthe industry and in
theconsumers’ mind. The market is exceedingly attractive for Nokiathrough select partnerships and
product development; Nokia can provide products and services that continue to capture their innovative
inventions.

Copyright © 2005 Salter Quest.com. All Rights Reserved.




History
Nokia companies are made up of three business groups. Nokia Networks, Nokia Mobile Phones, and Nokia
Communications Products. In addition, Nokia includes a separate Nokia Ventures Organization and the
corporate research unit, Nokia Research Center. At the end of 1999, Nokia boasted salesto over 10
countries, research and development in 14 countries, production in 10 countries as well as global networks
of distribution, sales, customer service, and other operational units. Headquartered in Finland, Nokiais
listed on the New Y ork, Helsinki, Stockholm, London, Frankfurt and Paris stock exchanges. Nokia
employs more than 55,000 peopl e! Understandi ng its customersisdirectly related to Nokia sinnovative
design. Therefore, out team has devel oped a comprehensive market strategy encompassing their design
and manufacturing competencies. Nokia's unique ability to forecast the design and growing segmentsin
technological growth widens Nokia's competitive advantage.

External Analyss

The Communication NetworksIndustry

Telecommunications networks are undergoing fundamental changes. Internet and other 1P-based
applications and services have proven popular with both consumers and businesses. We anticipate strong
demand for a wide range of mobile services using third generation or 3G mobile networks as these services
become commercially available. Most of the service providers networks are second generation or 2G
networks. 2G combines humerous standards used across the globe. 2G is made out of such systems such as
GSM, CDMA, and PCS. Cellular phones with these standards use more voice orientated technology. GSM
isthe 2G telecommunications standard used world wide except in the U.S., Japan and South Korea. Most
countriesin Europe and Asia using the GSM standard. Different service providers supply the same type
SIM chip once the SIM card isinserted into a phone that phone can be used instantly. Customers can put
their service chipsinto any brand phone which usesa GSM standard. GSM service providers do not have
any power in these areas because customers can change service and keep their phone.

In Europe and Asia, the GSM system is the mainstream of telecommunication. Due to a standardized
system, peoplecan easily transfer their service providers without changing their mobile phone. Thisleads
to arelatively high competition among manufacturers of mobile phones in terms of fashion design,
functions, user-friendly interface, and technology. Their voice clarity among service providersis superior.
Customers changer their mobile phone once or twice a year. Due to improvementsin cellular phone
technology and design. People purchase cell phones not only because of design but also because of the
service and the coverage areas. The phone becomes a piece of apparel or accessory that they change just
like they change their clothes. Some people even wear their phones on straps on their necks like a
necklace.

In North America, there is no standardized system within service providers with CDMA, GSM, PCS
systems adopted by AT& T, Sprint, and Nextel. Consumers are more concerned about the voice clarity,
connectivity range and service rate, none of which can be affected by the phone. Based on research most
people use their mobile phone more than one year and have little or no brand preference. Individual phone
features, ergonomics and other design factors come second to service.

With the coming of 3G technologies, mobile phones will become much more than just a phone. They will
a so integrate more advanced technology such as PDA, Pager, and remote control. This increases

L www.nokia.com
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competition among vendorsis intense as operators make new investments parallel with 3G licensing. 3G
licenses allow operators to use new portions of radio frequenciesto provide a new generation of mobile
services. Nokiaintends to become the leading supplier of WCDMA networks and 3G mobile handsets on a
global basis.

The transition from existing second generation to 3G networks is driven primarily by two factors. First,
enhanced mobile application requires the advanced technology of 3G networks to operate. Second, strong
mobile and Internet subscriber growth has continued throughout the world and has required operators to
upgrade their networks to support additional capacity and packet data capacity. Continuing consolidations
in the network operator industry has created operators and service providers with global reach. In addition,
increased competition from new markets entrants has required existing operators to introduce a wider range
of more innovative services. Hence, a direct relation in the design and development of new products, in
line with these new technologies, is required to increase profits.

The global maobile phone market is characterized by enormous growth and technological change enabled
fundamental advancesin wireless technology. The size of mobile phone growth is measured by the number
of cellular subscriptionsworldwide as well as by the total annual sales volume. Out team expects growth
and rapid technological changesin the industry to continue, as aresult of increased mobile phone
penetration worldwide and the development of new products and services for the growing replacement
market.

The Mobile Phonelndustry

The mobile phone industry is currently estimated to be the world’ s largest consumer electronics industry as
measured by unit’'s sales. Nokia further estimates that global mobile phone sales' volumeduring 2001
totaled approximately 405 million units, rising from approximately 280 million unitsin 1999. Nokia
currently expects industry volume in 2002 to show very modest growth. Mobile phone replacement
volumes were spurred by the acceleration of technological developments and the broadening of consumer
demand. In 200", approximately, 60% of the total handset market volume derived from first mobile phone
users. However, out team expect the majority of market volume to shift in 2001 in favor of replacement
purchases. Nokia estimates that the share of replacement sales will rise to represent between 70% and 80%
of total sales within the next few years?

In 2001, digital products accounted for over 95% of total mobile phone sales volume. GSM isthe
dominant cellular standard in the world, constituting over 50% of globa salesvolumein 2001. TDMA and
CDMA digital protocols are next, representing approximately 13% and 15%, respectively of the global
sales volume in 2001. Nokia' s market forecasts indicate that GSM, including GPRS, will continue to
constitute over 50% of the total market volume through 2003 We expect that the primarily 3G, WCDMA
will start to accumulate a meaningful share of total market volume beginning in 2003. Moreover, the
increase in mobile phone use ascertains the strategic direction that Nokia should take. Most importantly,
due to the nature of the technological innovative industry, Nokia, must forecast and design according to
projection in order to capture afirst mover advantage in the market asit did in Europe.

Nokia' s future strategic decisions are greatly influenced by the growing increase in the telecommunications
evolution. Due to the increase in technology, the globa mobile phone subscriber base at the end of 2001
totaled approximately 715 million. Nokia expectsthisfigureto rise to over one billion within the first half
of 2002. This projection isbased on current subscriber growth rate estimates worldwide. Within thistime
frame, Europeislikely to remain the largest region in terms of penetration, followed by the Americas and

2 \www.nokia.com
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theAs a—Pacifi'c regions. Global penetration has reached approximately 12%; about 70% in Finland, 40%
in the United States and 7% in China.* The various global markets show a growing market potential that
Nokia has to penetrate in order to remain industry leader.

Demographic Analysis

In the region of Asia/Europe the GSM system is mainstream for telecommunication. Due to a standardized
system, people can easily transfer their service provider without changing their mobile phone. In Japan the
mainstream standard is the PHS system for which several large Japanese companies have produced maobile
phones. The North America’ s thereis no standardized system within service providers with CDMA, GSM,
PCS systems adopted by AT& T, Sprint, and Nextel. Consumers are more concerned about voice clarity,
connectivity range and service rate.

Technology

The GSM, CDMA, PCS mobile phone networks is a more voice-oriented technology. But with 3G
technol ogiesthe mobile phone is not just a phone but al so integrates more advance technologies such as a
PDA, Pager, and Remote Control. It also supports the most important evol ution technology; high speed
Internet.

Social Culture

Customers aspire to more state-of -the-art technology and more fashionable and customized design. These
trends are incorporated into the behavior of purchasing mobile phones. People also need a moreefficient
center.

Porter Analyss Five Forces

Threat of New Entrants

The telecommunications industry is comprised of an enormous number of technological firms. The
evolving nature of innovation and design increases the threat of new competitors. Therefore, the use of
technology, fixed costs, brand awareness, R& D costs, the economic scale and scope with government
policy comprise ahigh level of threat to Nokia. First, the emerging trend in the market is 3G, with high
fixed costs, making the market very competitive and difficult to enter. Second, brand awarenessin this
industry is also high because customers believe that the better brand can provide stability, quality, and
added services. Third, R&D costs are again very high both in the 3G and GSM market. It isimportant to
stay abreast of trends and create new fashions because customers always want the newest technol ogies and
design. Fourth, economies of scale and scope are high due to large company’ s ability to mass produce
products to receive larger profit margins along with the ability to limit pricing to deter smaller competitors
from entering the market. Finally, government policy strongly influences the introduction of new
technologies that require certain advances in infrastructure to provide innovative functions. An additional
threat can be traced to Nokia's relationship with select partners. The nature of the relationship can effect

4 \www.economist.com
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Nokia's product distribution, if the service provider offers poor service. On the whole, Nokia' s threat of
new competitorsis very high.

Power of Suppliers

The power of suppliers relatesto the suppliers’ level of intensity, the chip makers leverage, the transfer cost
of appliances, the transfer cost of switching chips or software, and the degree of partnerships. First, the
supplier’slevel of intensity islow because Nokia uses its own factories to make its product. When Nokia
order outside parts, it can receive good deals because it buys in bulk. Second, the technology of the chip
makersis medium because it is held by a select group of firmsincluding Texas Instruments (T1), Intel, and
Motorola. Third, the transfer cost of appliances such as the keypad is low due to the avail ability of
manufactures of these specific items. Fourth, the transfer cost of switching shipsis high. The transfer cost
isdirectly related to the costs associated with switching design and manufacturing functions. Fifth, the
power of network suppliersin the GSM areais medium. Customers can change to other suppliers easily
using their original cell phones. Network suppliers can’t control or handle all of the communication
networks industry. Sixth, the power of information technology suppliersin medium. A large company
wants to reduce costs by signing with an I T supplier so that I T suppliers will become more important
during thistrend. Finally, the AT& T partnership is high because of the risk pf loosing the partnerships;
therefore, loosing the market share. All in all, the power of suppliersisrated in the medium range.

Power of Buyers

The areas to be discussed include the buyers' level of intensity, transfer costs, the buyers' information, and
forward integration power, loyalty, choice and finally the purchase quantity. First, we have the buyers
level of intensity which isrelatively low. Nokiaisaglobal company with customers located in various
countries around the world. Second, the transfer cost is also qualified as alow threat. Customers can easily
use other brands. Therefore, customers do not need to be concerned with transfer costs. Third, the buyers
information is also high due to the advent of the Internet where customers' have accessto an unlimited
amount of buying information. Customers can compare brands while educating themselves on the newest
technological offerings. Fourth, the buyers’ forward integration power is marked as low because of the
buyers' ability to select forward and backward compatible products. Fifth, the buyers’ loyalty israted in the
medium range. Thisis directly related to the improvement in technology. Customers’ want the newest in
fashion with the price being the limited factor. If another manufacturer produces the product that
customers' desire, then price and service may be the only thing customers' are loyal too. Sixth, the level of
buyers' choiceisvery high. With constant innovation, the consumer is continuously offered new products
with the newest technologies. Finally, the separation between the end user and the company user or dealers
isnecessary. The end user purchase quantity islow because that are generally limited to using one phone.
However, a growing trend has centered on changing phones yearly, to keep up with the latest designs and
technology. The company or dealer purchase quantity is high due to their desire to distribute and sell the
product and a markup cost. In the American market, wireless network AT& T and Sprint are handling the
industry because of the special system. Their roles are both supplier and buyers. In most GSM systems
areas, the network companies only can become buyers. By the large the power of the buyer israted asa
high average.

Product Substitutes

The mgjor substitutes for the mobile telephone industry can be influenced by technological products that
include pagers, walkie-talkies, cellular/Internet PDA devices, toll phones, 3G products, and smartphones. A
majority of these substitutes are outdated technologies that no longer classified as strong substitutes for the
mobile phone. On that note, the introduction of consolidated products has strongly positioned themselvesin

7
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the market. Fcir example, the smartphones serves the function of a cell phone, wireless Internet device,
pager, and PDA. This growing trend is not alarge threat because of the innovationbehind the partnerships
as well asinnovation of the products.

Intensity among Rivalry

Theintensity among rivalry are functions based on looking at the growth of the industry, capital intensity to
produce the product, product differentiation, brand differentiation, transfer cost, information complexity,
and competitiveness. First, the growth industry is high. The growing trend is a shift towards making
productsin line with 3G capahilities, growing at arate of 20% annually. GSM market sale is still growing
in the developing countriesin Asiaand is a very large business opportunity. GSM cell phones are the main
market for cell phones producing companies. These companies earn most profits from these GSM areas.
Second, the capital intensity is very high for the industry, for R&D, for development, and for
manufacturing. Third, the level of product differentiation in shape and design is very high with many
companies producing their own version. Function of the product is ranked at the medium range because of
the ability of companies to reverse engineer products. Fourth, brand rivalry is very high dueto the
importance of brand awareness show four main characteristics. 1) Easy to use 2) product design 3) quality
and stability, and 4) customer service. Fifth, the information complexity is marked as being in the low
range because consumers can educate themselves easily. Final, the level of competitivenessis high. Very
few firms control the global market. Many firms such as Motorola, and Ericsson, are trying to reach the
number one position in the industry. In various countries, many small companied want to grab hold of a
piece of this market comprised of products offering exclusive design to attract new customers. Generally
the competitiveness of the market can be summarized as high for the intensity among rivalry section. The
subsequent will provide and in-dept analysis of thetwo main competitors for Nokia.

CompetitiveAnalyss

Across the globe, telephone service providers are expanding networks for wireless and wireline
communications. And, the industry has also undergone deregulation which spawned a wave of smaller
regional network operators. Devel oping nations have stepped up efforts to expand basic telephone service.
The global telecom equipment market broke $325 hillion in 1999 and will continue to grow by about 15%
annually. The U.S. telecommunications equipment industry grew to $91.5 billion in 1999. Asthe wireless
segment has heated up, so has competition to be the top provider of mobile staying ahead of Ericsson,
which has focused on becoming the industry leader in wireless infrastructure equipment sales.®

Ericcson

Ericsson has always been a runner-up to Nokiain terms of its telecommunications technol ogies. However,
it was lacking in design, ergonomics and user-friendliness. Ericcson successfully established itself among
the top three companies in the industry. Ericsson has successfully established itself among the top three
companiesin the industry. They had great success in Europe and Asia, but its North American product line
proved unexciting for the consumer. In April 2001, Ericcson made a very interesting decision opened the
door to directly compete with Nokia, not only in terms of communication technology, but also with their
innovative design and BlueT ooth technology integration. Ericsson has formed a strategic alliance with
Sony Electronics Corporations and agreed to share technologies in the field. Sony a consumer electronic
giant, already has not only a number of fashionable cellular phones and accessories but also a great
customer base, and recognition and brand loyalty. Since the formulation of thisjoint-venture, both
companies came out with a new line of technologically advanced and very user-friendly phones. Today,

5 www.hoover.com
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Ericcson phones are recognized more not only in the European and Asian customers but also greatly
welcomed by the recently discovered North American market.

Motorola

Motorola, the former dominant company in the telecommunications industry, is currently struggling from
falling sales and reduced market share. To find the reason one does not need to look back very far. In 1998,
Nokiaintroduced the new digital standard which not only dramatically improved the quality of voice
communications, allowed for smaller phones, and improved battery life, but also became the foundation for
the new standards which eventually led to the development and introduction of 2G, GS<, 2.5G and 3G (nhot
al standards are available in all areas). Motorola failed to reengineer their products and adopt the new
digital standard. They seceded to stick to their analogue “flip” phones which shortly became unpopular due
to their user-unfriendliness, bulkiness and generally problematic nature. Since then, Nokia' s market share
grew dramatically and shortly overtook Motorola s domination.

Few years after the switch to digital, Motorola unsuccessfully tried to regain their position in the
telecommunication industry buy was not able to do so. Consumer behavior had changed. They now
demanded dlick, stylish and user friendly phones, which Motorola could not deliver.

Competitive Advantage

Design/Brand

Clearly, one of Nokia' s main competitive advantages is its dedgn edge. Nokia' s trademark, curved shape
and other features, such as removable covers, designer models and personalized tones came from its early
recognition that mobile phones were not just a niche product, but a massmarket phenomenon. Nokia's
segmentation strategy, targeting different products to different customers depending on how they use their
phones, is areason for its leading market position. Business customers, for example, favored feature-rich,
dual-mode phones, while other consumers wanted voice services with easy-to-use handsets.

This strategy led Nokia to introduce 31 phone modelsin 1998, 17 in 1999, and 18 in 2000. It drove
production volume up 92% to 40.8 million unitsin 1998 the year it took the market-share lead for
Motorola, which failed to manufacture digital phones quickly.®

Innovative Manufacturing

Of course, a segmentation strategy is not of much use if the company can not support differentiation and
short product cycles with manufacturing efficiency. From 1996 to 1999, Nokia improved its operating
profit margins from 10.8% to an industry-leading 19.8%. This strategy is very respectable for a company
with gross margins of just 38.6%.

One of the biggest growth drivers is Nokia' s cross-platform manufacturing facilities. Nokia' s plants can be
reconfigured to manufacturing any phonein just eight days, regardless of where the plant isor what it is
currently producing. This provides alot of flexibility to support product launches and manufacturing

8 \www.nokia.com
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schedules. In some markets such as Japan, the lifespan of certain modelsis only ayear. This has forced
Nokiato keep-close tabs on its customers and its own ability to execute quickly onthe'manufacturing side:

Nokia’s Network Training Program for Managers

Nokiatraining programsistargeted at experts and managers with two to three as managerial experience,
aiming at developing a business mindset as well as a general management and leadership skills. The
management training program is structured to focus managers to international operationsto effectively train
managers on the international market opportunities. This program is designed to teach Nokia people to
become better leaders and team builders. The effective of these management programsis clearly seenin
Nokia s ability to effectively represent the global consumer init’s deign and customer service.

SWOT Analyss

Nokia strengths are undoubtedly found in its design and branding capabilities and efficient manufacturing
capabilities. Nokia' sreturn on capital soared to 55.7% in 1999 and Nokia s earnings expanded by morethan a
factor of six over the last five years. This move made it possible for Nokiato overtake Motorolaas the world's
largest producer of mobile phones, garnering roughly 30% worldwide market share.

By focusing on telecommuni cation products, producing phones based on all four dominant technological
sandards, recognizing how important it is to personalize products, spending heavily to promote its brand, and
trying R& D closely to marketing and production. Theindustry is at the junction of the convergence between
wireless phones and the Internet. Nokiais strongly entrenched in a strategy to design and innovate to meet the
needs of the consumer. Below we introduce adetailed list of Nokia's strengths, weaknesses, opportunities, and
threats.

Strengths

1) Ability to apply its understanding of fashion, design and lifestyle trendsto its business.
2) AT&T relationship in the U.S. market (to use Nokia's TDMA standard products)
3) Worldwide brand recognition and consumer-friendly product design.

4) Thelargest supplier of mobile phones (Nokia#1, Motorola#2, Ericsson #3) by innovative digital
introduction.

5) Market sharein European GSM market.

6) Strong, respected and compatible senior management team.

7) Thesecond largest supplier of wireless communications' infrastructure.

8) Symbiotic joint venture and EPOC operating system for mobile Internet.

9) A BlueTooth special Internet group founder (with Intel, IBM, Ericsson and Toshiba).

10) Flexible and creative team-oriented corporate culture not overburdened with bureaucracy.

10
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Weaknesses

1)
2)

3)

4)

5)

AT&T relationship in the U.S. market (A shift from Nokia’'s TDMA standard products).
Market share in Japan and United States reduces potential revenue streams.

U.S. market share in competition against Qualcomm’s CDMA standard used by U.S. operators
(except AT&T).

Nokia's primary business perception as a mobile phone manufacturer.

Profit dependency on mobile phone business risky because of the speed of innovation and
development of new standards.

Opportunities

1)

2)

3)
4)
5)
6)
7)
8)

9)

Develop the 3G cellular market in North America.

Develop partnerships and alliances to further penetrate the mobile Internet market in Asiaand U.S.
markets. For example, the AT&T partnership.

Introduction of a smartphone model.

Expand into the Asian and United States markets within the allotted legal guidelines.
Continue to expand development of GSM market.

Expand the market share in the U.S. market.

Advance E-Car technologies.

Leverage status as founder of BlueTooth.

Decrease the environmental impact of reduced paper weight.

10) Expand GSM networks capabilities.

Threats

1)

2)

3)

Japanese 3G mobile phone manufacturers penetrate the European market and take the share from
Nokia.

Consumer electronic firms like Sony and Panasonic of Japan aggressively move into the mobile
Internet appliances and device market seeking dominant share positions.

Nokia defaults to a manufacturer with low-margin infrastructure hardware and commaodity
consumer products.

11
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4) Nokiamisses acycle of new innovative mobile phones and fall behind competitors as the market
shifts from 2G to 3G. (Possibly by investing monies in a standard that is'not-adopted by the
customer’ s and another standard is accepted)

5) Nokialoses focus onits core business asit diversifies into home networking and mobile Internet
devices, appliances, and servers.

6) Nokia s culture and management style become less effective as Nokia expands into the U.S.
market, acquires start-ups and hires U.S. managers.

7) U.S. based technology firm'’s capture the most profitable parts for the mobile Internet.

8) Microsoft’s Window CE operating system and Explorer Mabile micro browser dominate the
mobile I nternet, software market.

Constant changes in technology greatly increase the level of competition with new patented technologies
reaching the market. Therefore, the industry is attractive for Nokia because of its ability to create
partnerships with expansion of consumer driven products driving industry change. Therefore, Nokia has an
opportunity to increase its market position through constant innovation and development.

Srategy

With different mobile standardsaround the world, Nokia should develop a strategy to cater to different
network demands. As agroup, we recommend that Nokia build strategies for The United States' and Asian
markets. The development of Nokia s strategic plan may include one of the following objectives:

1) Nokiacan sell wireless network equipment or become ajoint partner in this area. Nokia currently
followsits competitorsin this area. Other companies want to merge with firms seeking to expand
wirdess product offerings.

2) Focus on core business, with expansion of the GSM networks along with an increased investment
in 3G technologies.

3) Select partnershipsto develop market potential in the U.S. and Asian markets.

4) Research potential alliances with Intel or Microsoft in order to meet growing customer demands.
5) Develop networksin South American and Africa under the GSM standard.

6) Focus on the manufacturing and design of innovative mobile devices.

These are some of the strategic decisions that Nokia can pursue. Our team strongly advocatesthat Nokia
push for anetwork in Asiaand in Europe that utilizesa GSM system, since consumers are more concerned
with the outfit and the function of the mobile device. There is no doubt that Nokia should place more
emphasisinteracting with consumers and grasping consumer trends. Meanwhile with the emergence of 3G
services, Nokia can develop more applications on mobile phones to meet customer demands. With the

development and standardization of GSM, Nokia can have more influence on the growth of the industry
and continueto hold the lead position.

In North America, because of several standards floating around the market, Nokia needs to create a
partnership with several large companies to sell its products. With a different standard, customers are more
concerned about which service plan acompany can provide, along with its clarity and its price. Therefore,
Nokia should push for the standardization of networks so that their core competencies in design and

manufacturing can be maximized. The best way for Nokia to penetrate the North American market isto
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partner with large U.S. service providers. With the standardization of GSM, Nokia can hold power in the
mobile phone industry through leading innovation and design. Nokia's dear strengths are in the areas of
product design and manufacturing efficiencies.

Nokia would also be well advised to seek a partnership with Microsoft or Palmin order to develop a
Smartphone. The partnership is needed to adopt the Microsoft CE or Palm OSoperating system. These
systems are the two most commonly used systems in the market today and ajoint-venture will allow. Nokia
to expand its dready diverse product offerings. There is a strategic advantage for Nokia to adopt Microsoft
Windows CE Operating System because of compatibility, flexibility and popularity. °

Conclugon

Nokiais the undisputed leader in the telecommunication industry, and the world’ s largest producer of
numerous technology-related products and services. Within just under 150 years, the company has been
transformed from a small family owned paper manufacturer into a manufacturer of rubber shoes, tires and
raincoats. Subsequently it became atelephone and telegraph cable producer, and finally, what it is today.
Nokiais arguably among the top two companies in numerous ratings done by many reputable industry
analysts. Nokia's brand name is world renown; its products consumed by billions of people worldwide.

Finally, Nokiais an innovator and generally the first company in the indugry to invent, implement and
commercialize its never-ending technological breakthroughs. WAP, 3G, wireless applications and other
new cutting-edge technologies never thought possible are being injected into current telecommunications.
As was proven before, what was once boring will become “hip” if only Nokia blessesit with its magic
touch? Thisis good, not only for the public, but also for other companies in the telecommunications
industry. The envelope will be pushed harder and further, and in the end, the world as a whole will benefit
from the discoveries in technology. Nokia s ability to incorporate design and manufacturing into its product
gives Nokia additional opportunities that should be strategically implemented into the future focus of
operations.
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Appendix

Power Point Presentation
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