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Abstract — The most concrete measure of the success of a 

service’s revenue model is the financial result. However, in the 

early stages of service life cycle the financials are not yet available 

and business decisions must be made based partly on predictions 

rather than pure facts. This paper describes how measured data 

on mobile Internet service usage can help in assessing the early 

success of revenue models as perceived by consumers. The paper 

defines a framework of revenue model analysis for this purpose. 

Usage data collected on the Finnish mobile market shows that the 

advertisement based revenue model is clearly more successful 

than the subscription and transaction based models, regarding 

advanced Internet-based mobile services. However, the 

subscription based model shows higher stickiness rates, 

measuring the proportion of users actively using services. 
 

Index Terms — value network, revenue model, mobile services, 

mobile industry  

 

I. INTRODUCTION 

RADITIONALLY the mobile services industry has been 

dominated by network operators, who typically provide 

both the network access and value-added services. Among 

other strong players, at least handset vendors are worth 

mentioning. Content providers, Internet players, or small 

software houses have not succeeded in the mobile market 

earlier. Fundamentally the wired Internet world is based on a 

horizontally layered mode of operation, whereas the classical 

mobile telecommunications market is more vertically oriented 

[1]. Vesa [2] discusses the vertical model of mobile service 

delivery and its applications in three separate markets. 

Verkasalo [3] studies the topic from both theoretical and 

empirical standpoints, suggesting that some early signs of the 

mobile Internet diffusion and consequent mobile industry 

horisontalization can be seen among smartphone users.  

The diffusion of Internet-based mobile services and 

emergence of advanced operating systems for mobile phones 

are transforming the mobile industry. New mobile services are 

challenging mature services, and introducing new innovations 

into the market. Figure 1 illustrates some emerging services in 

terms of intention to use (proportion of a sample of 
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smartphone users intending to use the service in 2007) and 

measured use (proportion of users actually using the service). 

Data is collected from 597 Finnish Nokia S60 series 

smartphone users at the end of 2007 [4], using a specialized 

panel study research setting [5]. In the panel, smartphone users 

were recruited from three major Finnish operators’ databases, 

and data were collected for three months with web-based 

surveys and a specialized handset-based research software 

recording actual usage behavior. Based on the results, panelists 

are interested in many novel services but actual usage remains 

relatively low. Notably, it is possible to estimate the success of 

each service based on real and intended usage. 

 

 
Fig 1.  Intention vs. actual use of mobile services in a Finnish panel study in 

2007 

 

Not all new mobile services are successful. For example 

video calls and MMS (Multimedia Messaging Service) have 

remained less successful than SMS (Short Message Service). 

One possible reason for failure is the choice of a business 

model, including how the service is commercialized, priced, 

and delivered in collaboration with the partners in the value 

network. However, the matching of service success with a 

business model choice, to find whether there is any correlation, 

remains unexplored in the rapidly transforming mobile 

industry. One key challenge in studying the match between 

business models and success is to find a flexible tool to 

compare business models across a set of services. The research 

problem of this research is: “Is there correlation between the 

used revenue model and the success of a mobile service?” 

This paper develops a framework of revenue model analysis. 

Then the 20 most successful new mobile Internet services, 

based on measurements of a panel of real end-users, are 

chosen for a case study, and the defined framework is used in 

assessing the revenue models of these services. Empirical data 

are utilized in providing quantitative evidence on the 

correlation between success and the chosen revenue model. 
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This assessment helps in evaluating the success of revenue 

models. The modeling process introduced in the paper can be 

used in evaluating revenue models during the early phases of a 

service’s life-cycle. 

 

II. BACKGROUND 

A. Value Creation 

Porter [6] categorizes a company’s operations into primary 

activities and support activities over the value chain. The 

mission of primary activities is to deliver the value proposition 

to the end customer, which exceeds the cost and hence 

achieves positive margins. Primary activities incorporate 

inbound logistics, operations, outbound logistics, marketing 

and sales, and services. They directly affect the value creation 

of a company while support activities have indirect influence, 

only affecting through primary activities. Support activities 

consist of infrastructure of the company, human resource 

management, technology development and procurement. The 

performance of both kinds of activities determines the success 

of a company. Competitive advantage can be achieved by 

either having lower costs or differentiating better than rivals.  

According to Roduner [7], four key factors are identified as 

determinants for a successful integration of enterprises in 

existing value chains. These factors include entry barriers, 

rents, governance and upgrading. Barriers to entry and rents 

suggest that a winning strategy is to develop difficult-to-

imitate competitive advantage and exploit it to generate 

economic rents. They argue that the actors capturing the 

majority of the value are the ones that are capable of 

protecting themselves from competition by possessing scarce 

attributes and involving barriers to entry. The concept value 

chain governance reflects the bargaining power and influence 

over other actors in the value chain. It is a factor explaining 

why somebody controls the market access, how gains are 

distributed along the value chain and how policy makers affect 

the dynamics of competition. The concept of upgrading 

stresses that the speed of innovation is critical in 

outperforming competitors.    

The approach of value chain analysis has been questioned to 

apply in different industries. Normann and Ramirez [8] 

suggest that the value chain analysis is grounded upon the 

traditional industries where value chains are already mature 

and stable. As an alternative, they proposed the concept of 

value constellation, “within which different economic actors — 

suppliers, business partners, allies, customers — work 

together to co-produce value”. The strategic decision making 

should not be limited to the level of a single company, they 

stress, and it rather ought to be “the reconfiguration of roles 

and relationships among this constellation of actors in order 

to mobilize the creation of value in new forms and by new 

players.” As a synonym of value constellation, value network 

is defined by Timmers [9] as “a multi-enterprise network of 

relationships focused on integration of information flows to 

exploit information and knowledge in the network for strategic 

business objectives”. Likewise, a strategic network is defined 

as “stable inter-organizational ties which are strategically 

important to participating companies. They may take the form 

of strategic alliances, joint ventures, long-term buyer-supplier 

partnerships, and other ties”. [10] New theories are helpful in 

a strategic research of the mobile industry because the industry 

involves a range of social actors and the business system is 

constantly changing [2].  

Gulati et al. [10] further elaborate the major benefits a 

company can gain by becoming a part of a strategic network. 

Firstly, tight inter-organizational relationships lower 

competition and raise the barriers of entry. Secondly, the 

companies which achieve vantage points called structural 

holes enjoy higher profitability. Thirdly, along with barriers to 

entry, strategic alliances also set up a mobility barrier for 

participating members which prevent them from switching to 

other alliances. Fourthly, the uniqueness and difficult-to-

imitate form of a network may contribute to its comparative 

advantage. Fifthly, networks can push transaction costs down 

within the network by decreasing information asymmetries and 

increasing the cost of opportunism. Finally, the stability and 

dynamics vary from one network to another.  

B. Revenue Models 

Different schools of thoughts have a variety of definitions of 

revenue models. Some scholars advocate that business model 

and revenue model are two distinct approaches for business 

analysis while the majority believes revenue model is an 

element of business model. According to Amit and Zott [11], 

the main concern of business model is value creation whereas 

the heart of revenue model is value appropriation. They claim 

that the concepts of business and revenue model are 

complementary but different. Nevertheless a growing number 

of researchers consider the revenue model as a constituent part 

of the business model. Osterwalder and Pigneur [12] define 

revenue model as the capability of translating customer value 

proposition into cash flow, namely the incoming revenue 

stream. Combined with cost structure and profit model, 

revenue model is classified into the financial aspect of their 

business model framework. Petrovic et al. [13] divide a 

business system into seven sub-models, not least of which is 

revenue model. They describe revenue model as the logic of 

what, when, why and how companies gain compensation for 

their products. Likewise, Mahadevan [14] decompose business 

model into three streams, i.e. value stream, revenue stream and 

logistics stream. Focusing on the economic and financial 

aspect, Kim and Marbourgne [15] highlight price and revenue 

models are essential for ensuring profitability.  

In this paper the latter perspective is chosen, in which a 

business model goes beyond a revenue model and embraces it 

as a constituent. Unlike the established theories, this paper 

however analyzes revenue models of value networks, in which 

various actors work together to provide services, in addition to 

revenue models of each individual company.  

The revenue model analysis is conducted on two different 

levels. One level is how a revenue model is interpreted by 

users, namely the pricing policy of the service. It serves as the 

interface between the value network and end-users. The value 

creation here is regarded as a black box, in which the outputs 

are products (services) and pricing while the inputs are money 

and attention paid by users. On the second level, on the other 

hand, the internal structure of the black box is analyzed. 

Generally, it is about the relationship between different value 
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network members, or rather, how those inputs are shared 

among them. To sum up, the first level is to explore value 

appraisal and value appropriation whereas the second level is 

to elaborate value allocation and value generation.  

Among the various conceptualizations of revenue models, a 

classification from Amit and Zott [11] is adopted in the 

analysis. According to them, the revenue generation of Internet 

services can be categorized into three groups (the so called 

SAT model). The revenue models are subscription (S), 

advertising (A) and transactional models (T). The transaction 

model (T) comprises of fixed transaction fees, referral fees, 

fixed or variable sales of goods, etc. In the subscription model 

(S) the customer pays typically a fixed fee for a subscription, 

which covers e.g. one year of service provisioning, regardless 

of the amount of usage or number of transactions. In the 

advertising model (A), advertisement revenue covers the costs 

of a service totally or partially. Various variants of these three 

models can be seen. Besides, they are not exclusive, and can 

be used as a combination, too. This classification is chosen due 

to its conciseness and comprehensiveness. It covers revenue 

models of Internet services, which are inherently similar to 

mobile Internet services, without bringing further confusion. In 

this research, only a qualitative analysis is carried out on a 

strategic level. Details of revenue models and trivial 

differences are not of greatest interest. Therefore this SAT 

model meets the key needs of this paper. 

C. Attention Economics 

According to Simon [16], the explosion of information 

results in the scarcity of attention. In many consumer-oriented 

industries, attention is turning into the scarcest resource of the 

market. The media industry, for example, is perhaps the most 

prominent in terms of attention economy [17]. In the attention 

economy, customers accept free or price-reduced services in 

exchange of their attention [18]. The most significant 

difference of attention economy from traditional ones is that 

there are no direct monetary transactions involved in the 

attention market, namely between service providers and end-

users. Instead, service providers monetize the attention from 

end-user by selling it to third parties such as advertisement 

agencies. The attention can be considered as a valid currency 

of value exchanges. Service providers who directly obtain the 

attention from end-users do not necessarily monetize it 

themselves. As an alternative, they could trade with the actors 

in the value network to get other types of strategic assets. But 

eventually, attention must reach one end of the value network, 

i.e. the advertisement agencies; in order to create concrete cash 

– the real currency of business.     

An important measurement of attention, addresses Davenport 

and Beck [19], is stickiness. A good site is one that capable of 

not just attracting visitors, but also keeping them coming back 

and spending more time on the site. In this study, stickiness is 

used as the key metric of service success. 

 

III. ANALYSIS 

A. Framework of Revenue Model Analysis 

The conceptual framework is developed to model value 

networks. In this framework, services are divided into core and 

enabler services. A core service, e.g. electronic mail, is the 

target service to be analyzed and characterizes the central 

benefit delivered to end-users. An enabler service, e.g. Internet 

access, is a complementary service that facilitates the core 

service. In this paper the core and enabler services are 

categorized from the perspective of end-users. 

In addition to attention and loyalty, information is included 

as a potential intangible benefit involved in mobile business 

models. In this scenario, information stands for details of an 

actor, more specifically it denotes preferences of end-

users. For example, service providers get hold of personal 

information or usage information of their users that can be 

used in targeted advertising.  

All in all, three types of exchangeable value are 

distinguished. Each of them is assigned a symbol which will 

represent the corresponding value exchange (in the interface 

between end-users and service providers) in the subsequent 

value network analysis: 

 

Services (and Goods) 

S1: core service (central benefit for users) 

S2: enabler service (facilitating core service) 

Monetary benefit: M 

Intangible benefit 

I1: Attention 

I2: Loyalty (incl. brand recognition, reputation, etc.) 

I3: Information (actors’ background, preference, etc.) 

 

In addition to incentives and benefits (elements of value 

exchange), the value network structure is taken as an integral 

part of the modeling framework. It is assumed that the 

operating mode and structure of the value network affects the 

consequent usage (and success), not the mere elements of 

value exchanges. By graphically illustrating the exchanges of 

value and interrelationships between actors, the key 

characteristics of a business model can be distinguished. 

Before describing the analysis of successful mobile services, it 

is important to define the several industrial actors that appear 

in this research around service providers and end-users. 

Mobile operators in this paper are the companies that provide 

mobile network subscription for customers. Advertisers place 

advertisement in services to carry out advertising campaigns, 

using services as an advertising media. Search partners are the 

partner companies which offer search engine services for 

users. Content publishers provide content for consumers, 

which is accessible from mobile devices. Merchants are the 

businesses which physically deal with customers; they include 

retail stores, restaurants, banks, and so on. 

B. Research Setting and Selected Services 

Detailed data on mobile application and service usage are 

collected by monitoring handsets of end-users, see [5] for 

details. The dataset, which was collected between November 

2007 and February 2008, covers 579 panelists using Nokia 

S60 series smartphones. 79% of panelists are male and 21% 

female. In addition, 71% of the panelists are less than 40 years 

old. Preliminary data processing is conducted to the raw data 

for an analysis of popularity of mobile Internet services. Usage 
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of each service is measured from several dimensions, such as 

number of users and frequency of use.  

Mobile services are chosen for case studies based on two 

criteria. One is market penetration rate which is derived from a 

number of trial users in the sample. A trial user is defined as a 

one-time buyer (i.e. user) to distinguish from a customer [20]. 

The second criterion is the number of users using the service 

repeatedly (i.e. having usage activity at least twice per week 

during the panel duration), which can be also used in 

calculating service stickiness (i.e. the relative of share of active 

users out of trial users). Grounded in the preceding criteria, the 

most successful new services (see Table 1) are picked out for 

the case studies (see also appendix A). 

 
TABLE I 

CATEGORIZATION OF MOBILE SERVICES 

Service Share of 

panelists 

who tried 

the service 

Share of 

panelists 

who used 

repeatedly 

the service 

Revenue 

model* 

Nokia Visual Radio 24.05 % 3.81 % A 

Nokia Maps 15.57 % 6.23 % A 

Nokia Lifeblog 12.46 % 0.52 % A 

Nokia Search 10.38 % 0.87 % A 

Navicore 9.86 % 5.71 % S 

Opera Mini 8.30 % 4.67 % A 

Opera Mobile 7.27 % 2.25 % T 

Nokia Channels 6.40 % 0.52 % A 

Google Mail 6.06 % 2.25 % A 

Google Maps 5.71 % 1.56 % A 

Nokia WidSets 5.36 % 2.42 % A 

Fring 4.50 % 1.90 % A 

Nokia Landmarks 4.50 % 0.00 % A 

Elisa Mobi 3.98 % 0.69 % A 

TomTom 3.98 % 1.38 % T 

Nokia MobileSearch 3.11 % 0.00 % A 

Nokia Navigation 2.94 % 0.35 % S 

Nokia Internet Radio 2.77 % 0.87 % A 

Microsoft MSN 2.77 % 0.35 % A 

Nokia Photo Print 2.60 % 0.00 % T 

Nokia Music Store 1.90 % 0.00 % T 

* A = advertising, S = subscription, T = transaction 

 

C. Categorization of Services 

All services are categorized based on their revenue models. 

The analysis of some mobile services identified from the 

empirical data is described here in order to demonstrate the 

used process. 

The capital letters A, S, T in blue represent three revenue 

models respectively, namely advertising, subscription and 

transaction. Every place where is one of those letters indicates 

the revenue (or pricing) model between two parties which have 

direct relationship with each other. For instance, end-users 

subscribe to mobile services while Nokia adopts advertising 

model for service provision to end-users. 

 

 
 
Fig 2.  Value network of Nokia Visual Radio 

 

Figure 2 illustrates the analysis results of Nokia Visual 

Radio, which was introduced to the market many years ago but 

did not achieve concrete success. Solid lines stand for service 

flows. Nokia delivers the core service to end-users while 

mobile operators make the access to network available. The 

service could increase data traffic. It provides a distribution 

channel for mobile operators to sell network capacity. On the 

other hand, the support for the service given by mobile 

operators offers subscribers with access to Visual Radio which 

can be regarded as a distribution channel for Visual Radio. 

The technical requirements are sent to Nokia by mobile 

operators for the service development. Besides, the rich 

content and ads in Visual Radio are provided by radio stations. 

In this sense, the service is a distribution channel for 

multimedia content and value-added services of radio stations 

as well.  

The broken lines in Figure 2 illustrate flows of intangible 

benefits. End-users give their attention as well as brand loyalty 

to Nokia for receiving a free service. The attention flows 

through Nokia to radio stations until they exchange it with ad 

agencies for monetary benefit. In addition, radio station can 

acquire knowledge about users of Visual Radio service. The 

dotted lines represent flows of monetary benefits. They come 

up in a majority of relationships where transaction model or 

subscription model takes place. End-users provide payments to 

sellers in exchange for services or goods. 

 

 
Fig 3.  Value network of Nokia Maps 
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As the second modeling example, currently Nokia Maps 

(Figure 3) does not currently generate any revenue for Nokia if 

the navigation service is not taken into account. However, 

there are a couple of potential sources of revenue for its 

location based services besides navigation. First, it could serve 

as an advertising channel or charge referral fees from 

businesses which connect to Nokia users through the service. 

Another possibility is to sell premium contents (e.g. GPS 

waypoint coordinates, point of interest information) to Maps 

users.  

As one more example of the revenue model analysis, Figure 

4 presents the value network of Opera’s Mini mobile Internet 

browser. There are at least four ways Opera makes money out 

of its Mini. Firstly, Opera has revenue-share agreement with 

mobile operators. Mobile operators pre-install Mini into their 

handsets. Subscriptions with handset having Mini installed are 

likely to generate more data traffic than the ones without. As a 

result, Opera gets a slice of additional revenue resulted from 

Mini. Secondly, Opera earns revenue by selling proxy servers 

to content providers. Opera offers free Mini browsers to build 

up a customer base. Then it starts selling proxy servers for 

content providers to tailor their content into a more Mini-

friendly format. Thirdly, Opera has compensation deals with 

its partners. The Mini browser comes with several built-in 

bookmarks and a search box with Google as the default search 

engine. Google and other partners compensate Opera for the 

inclusion in default settings of Mini. Fourthly, Opera sells 

customized Mini browsers. For instance, Opera has established 

partnership with eBay and launched an eBay version of Mini 

in Germany [21].  

 

 
 

 
Fig 4.  Value network of Opera Mini 

 

D. Revenue Models and Service Success 

All the selected services are categorized according to their 

inherent revenue models. Among other things, the advertising 

category outperforms the other two, transaction and 

subscription categories, in most respects. Firstly, there are 13 

services that embrace advertising model out of the top twenty 

selected mobile Internet services. Secondly, on the subject of 

market penetration rate (i.e. number of trial users), the 

advertising category overwhelmingly outshines. Top four spots 

on the ranking list are taken by advertisement-oriented 

services. However, in terms of stickiness rates (see Figure 5) 

advertising-based services do not achieve the top positions. A 

potential explanation for this is that services using advertising 

model mostly have a lower barrier of entry. People try out 

these services without any cost or consequences. Yet not all 

the services could offer satisfactory user experience. 

According to Weinstein and Johnson [20], repeated fulfillment 

of customers’ expectation results in high customer loyalty, 

Loyalty in turn brings about enhanced business performance 

and increased customer stickiness rate.     

 

 
Fig 5.  Average customer stickiness rates 

 

Figure 5 shows a comparison of average user rates over the 

three categories. One-time trial users have tried the service 

once, and if end-users have tried the service at least three 

times, they are in the group of multi-trial users. In this paper 

the repetitive usage requires usage activity at least twice per 

week during the panel duration. Subscription tops in 

comparison, in which the user rates are averaged over the 

respective services. On average, 42 % of its one-time trial 

users turn into “multi-trial users”, of whom more than 70 % 

end up with using the service repetitively. In contrast, “multi-

trial users” and “repetitive users” take up only 12 % and 10 % 

of trial users of transaction services, respectively. The 

observation demonstrates the advantage of a subscription 

model, namely reduction of risk. Not only are users 

additionally attached to the services, but they also pay the 

subscription price in advance which helps secure the financial 

standing of companies providing services.  

 

IV. CONCLUSION 

In this research, the business models of the most successful 

Finnish mobile services are analyzed, focusing on the 

consumer-side revenue models, which according to our 

understanding is a critical success factor of value networks. 

For the case study, the top-20 most used services are picked 

from the original dataset including more than 200 applications 

and services. 
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Among the three identified revenue models, namely 

advertising, subscription and transaction, the advertising 

model outperforms others. It turns out that there are thirteen 

services adopting advertising model among the top twenty 

mobile Internet services. On average, however, a higher 

proportion of users in subscription model services are active 

users. The fact may partly account for why many businesses 

favor subscription model. It means sustaining and predictable 

revenue which motivates service excellence. Subscriptions can 

also be beneficial for end-users. For people whose demand of 

a service is rigid, in other words who use the service on a 

regular basis, subscription saves both time and money. In 

addition, subscriptions are also beneficial for users using the 

service frequently since most subscription services allow 

unlimited usage, thus eliminating the uncertainty of resulting 

costs for the user. The downside of the subscription model for 

the consumer includes lock-in effects due to the high switching 

cost. Besides, most end-users use subscription services less 

frequently than they plan, which means subscription is not 

actually as economically efficient as they assume. Finally, the 

repeated payments are likely to bring burdens on users.  

The contribution of this paper is the conceptual framework 

of revenue model analysis, and linking of analysis results to 

measured success of the studied services. The main limitations 

of the study include the special nature of the dataset (the 

Finnish market where Nokia has an exceptionally strong role) 

and the lack of longitudinal dimension in the analysis (only a 

stratified sample of Finnish handset users was studied in 

2007). 

Regarding future research, the theoretical framework of this 

research is in need of further development. It is unrealistic to 

reach consensus on a framework for universal business model 

analysis. Yet a widely accepted framework for business model 

study in this particular industry would be of great essentiality. 

Theoretical frameworks that explain business logic exhibit 

limitations when applied in the intricate and complicated 

context of the mobile Internet market. Each of them provides 

constructive implications but cannot cover all the relevant 

aspects. Therefore it calls for a comprehensive and systematic 

framework to improve the analysis. 

In addition, this study focuses on value network and revenue 

model which are two aspects of business model analysis. In the 

future, services could be investigated from other dimensions as 

well. For instance, further study from financial aspect might be 

a good candidate. Though it is not completely sensible to 

measure the current financial situation of a business model, 

profitability prediction is a good measure for knowledge-based 

products [22]. Profit margins, revenue market share and 

revenue growth rate are all suitable indicators to envisage 

future of a business model.  

The value networks are assessed in this research from a wide 

perspective to provide an overall view. The relationships and 

value exchanges between the primary actors in each network 

are analyzed. By doing so, the figures are kept concise enough 

for generalization. On the other hand, there are some less 

important actors not taken into account and some details which 

are ignored. Next step could be a thorough investigation of the 

value networks to provide a full-scale understanding.  
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APPENDIX A: INFORMATION ABOUT THE STUDIED SERVICES 

 

Nokia Visual Radio: 

http://en.wikipedia.org/wiki/Visual_Radio 

 

Nokia Maps : 

http://europe.nokia.com/maps 

 

Nokia Lifeblog: 

http://en.wikipedia.org/wiki/Nokia_Lifeblog 

 

Nokia Search: 

http://europe.nokia.com/A4568514 

 

Navicore: 

http://www.navicoretech.com/Consumer/en_GB/productshome/ 

 

Opera Mini: 

http://www.opera.com/mini/ 

 

Opera Mobile: 

http://www.opera.com/mobile/ 

 

Nokia Channels: 

http://betalabs.nokia.com/betas/view/nokia-headlines 

 

Google Mail: 

http://www.google.com/mobile/default/mail.html 

 

Google Maps: 

http://www.google.com/mobile/default/maps.html 

 

Nokia WidSets: 

http://www.widsets.com/ 

 

Fring: 

http://www.fring.com/ 

 

Nokia Landmarks: 

http://www.new.betalabs.nokia.com/betas/view/nokia-maps-30-maps-ovi 

 

Elisa Mobi: 

http://matkaviestinta.elisa.fi/public/Attachments/elisa_mobi_ko.pdf 

 

TomTom: 

http://www.tomtom.com/ 

 

Nokia MobileSearch: 

http://www.about-nokia.com/blog/index.php?itemid=291 

 

Nokia Navigation: 

http://www.nokiausa.com/A41462304 

 

Nokia Internet Radio: 

http://europe.nokia.com/A41496024 

 

Microsoft MSN: 

http://info.mobile.msn.com/en-us/default.aspx 

 

Nokia Photo Print: 

http://www.nokia.com/A4136001?newsid=1136547 

 

Nokia Music Store: 

http://musicstore.nokia.com/ 

 


