Consumer behavior and mobile phone
energy use

Generally speaking, the energy and emissions associated with
the production of information and communications technology
equipment are dwarfed by the energy and emissions associ-
ated with their use. Applying the tools of life cycle analysis to
mobile phones, Nokia found that up to 60% of the lifetime
energy consumption of a mobile phone could be wasted energy
from consumers leaving phone chargers plugged in when they
were not in use.

Tackling the largest single source of emissions associated
with Nokia and its products therefore required a dual strategy
of reducing the no-load consumption of mobile phone chargers
and persuading consumers to unplug chargers not in use.

Nokia is committed to reducing the no-load consumption
of the average mobile phone charger by 50% by 2010. Nokia
was the first mobile manufacturer to add the reminders about
unplugging the chargers in the devices in 2007 and will add
the reminders across its product range by the end of 2008.

Saving energy
and using green
energy in Nokia
facilities

Nokia commenced energy savings
projects at its facilities in Europe in
2003 and elsewhere including China
in 2005. By 2006, these initiatives pro-
duced cumulative savings of 27,000
MWh or about 3.5% of global energy
consumption. Nokia is planning for
further 6% savings compared to its
2006 energy consumption by 2012.

Nokia also has an ambitious plan
for increasing the proportion of green
electricity used to a level of 50%

in 2010.
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Reducing Seeking
transport and synergies in the
logistics supply chain
emissions

Nokia has an extensive plan of
reducing transport and logistics emis-
sions, largely by substituting air travel
by increased use of technology. Simi-
larly, a planned 20% reduction in travel
is to be achieved with enhancements
to Nokia’s already considerable virtual
meeting and conferencing capabili-
ties. Air travel that can’t be avoided
is to be offset with Gold Standard

offset credits.

Nokia is also looking up and down
its supply chains and logistics op-
erations and will be working with key
global suppliers and logistics provid-
ers to have energy efficiency and CO.
emission reduction targets similar to

Nokia’s in place by 2009.
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