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Executive Summary 
Nokia is a multinational corporation that was founded in 1865 in Tammerkoski, Finland. Initially, it was a single paper mill operation, but over the years it has expanded into various industrial areas, such as cable, paper goods, rubber boots, tyres, TVs, and mobile phones. The paper will feature Nokia, one of the international smartphone giants, and will attempt to identify the external and internal difficulties that impact the organization's commercial prospects. An examination of management theory and its application to Nokia's organisational activities will also be described here in order to gain a better understanding. 
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[bookmark: _heading=h.gjdgxs]Introduction
Customer service is known as the procedure that allows the managers of business organisations to understand the needs of the consumers and provide them with proper and error free information. It is the method that allows the companies to track the consumers' demand and try to meet their requirements (Anshari et al., 2019). The main motto of the procedure is to enhance the satisfaction level of people. The application of the management theory to meet the external and internal challenges that affect the organisational business prospects. Here an evaluation of the management theory and its application to the organisational operations of Nokia will also be explained for a better understanding.     
[bookmark: _heading=h.30j0zll]
Presentation of background information on Nokia 
Nokia is a multinational corporation which was founded in 1865. It was founded in Tammerkoski but headquartered in Espoo (Nokia, 2022). Initially, it was a single paper mill operation. In various industrial areas, including cable, paper goods, rubber boots, tyres, TVs, and mobile phones, Nokia has discovered and fostered success throughout the years. In the 1990s their journey with telecommunication started. In 1991 it successfully made the GSM call using Nokia equipment. Nokia became the most popular mobile phone brand in the world by 1998 because of the industry's quick growth. Nokia is the company that first made a camera phone in 2003. Microsoft and Nokia formed a strategic alliance to combat the escalating competition from the iOS and Android operating systems in 2011. The mobile and devices division of Nokia was sold to Microsoft in 2014 (Nokia, 2022). A license arrangement with HMD Global allowed them to sell phones under the Nokia brand in 2016, reintroducing the Nokia name to the market for mobile devices.  
As a result of the strong global presence of Nokia, the company became a prominent company during an economic recession. This is due to the low prices and affordability of Nokia mobile phones, which are available through various mobile operators in different parts of the world. The combination of affordability and highly functional quality makes Nokia products as popular as it is. Nokia has been a competitor in the market for over 155 years. Throughout its history, Nokia has managed to produce and sell some incredible devices with many innovations being introduced. To manage its business effectively, Nokia made use of various management theories and principles, which will be discussed in this paper. 
Nokia was one of the leading companies during the economic boom period from 2007-2013. The boom was mainly due to the high demand for mobile phones worldwide and Nokia was able to capitalise on this situation. The demand for Nokia mobile phones is for their affordability and functional features. People are willing to pay a premium price for a smartphone which is the reason why Nokia managed to be the leader in the global mobile phone market from the early 2000s when smartphones were still a new concept. Even though Nokia has been in the market since 1865, it started to get recognised immediately after its booming success during the 2007-2013 period.
Swot Analysis of Nokia
The strength of Nokia is that it has been able to capture the market throughout its history because of its strength. It is a company that focuses on innovation and also has done so in the past. This can be explained by the continuous development of smartphones that they could produce and sell at an affordable price. One of Nokia's biggest strengths is its focus on innovation. This was proven in 2002 when the mobile network operators proposed that customers should pay for downloading text messages to their mobile phones (Whittington). 
Nokia's biggest weakness is the high costs of maintenance and operations. Nokia has been a leader in the market for over 155 years, but this long period of success has taken its toll. Nokia had to hire many workers, who were usually overpaid, to improve production capacity, which shortened the profit margin. Inevitably, Nokia's manufacturing expenses grew, and it became harder to sell the products at a higher price which affected their company profits. 
However, Nokia's biggest threat is the competition for better quality products. Smartphone technology has become very sophisticated in promoting features such as bigger battery capacity and better image-capturing capabilities. As a result, this has also affected Nokia's sales since they do not have any major innovation. 
When Nokia started to make and sell mobile phones, the regulations in certain countries were different from those in others. If an organisation is to be able to operate successfully, then it should have a strong legal framework which will help this organisation succeed. Nokia is one of the leading companies in the market because of the strong legal framework that has kept it ahead of other similar organisations during its long history. 
Nokia's legal framework was further strengthened when it decided to conduct its business operations outside of its home country Finland. Nokia has done this by entering different areas of the world by starting manufacturing and selling its mobile phones and other products. The consequences of this have been a better business structure and an efficient operation structure which has greatly helped Nokia to manage its business while being in different countries. Nokia is a company which is based in Finland, but it has managed to create a successful business due to it being organised outside of the country, especially in other countries such as the USA, France, UK and Russia. Nokia's legal framework has opened up opportunities for the company to expand in different locations. This also created an improvement in its business structure. Nokia has positioned itself to be able to expand in different countries, grow, develop and compete with one of the leading companies in the mobile phone industry. The quality system, legal framework, business structure, ethical frameworks and human resource strategies have all contributed to the success of Nokia. 
Nokia has been able to withstand the tough competition in the market by being innovative and focusing on customer satisfaction. Nokia has been able to compete with other companies, including HTC, Apple, and Samsung, because it has a strong tradition of innovation. This is due to its product development capability, which has helped in producing products that have advanced features which are suitable for high-quality smartphone needs. 
[bookmark: _heading=h.1fob9te]Management theory
Management theories are a set of ideals that suggest general rules as well as regulations that are followed by the management of the organisations. The theories define and determine how administrators and managers implement strategies as well as analyse those to accomplish organisational goals and how they motivate employees so that their effectiveness tends to increase (Pyszczynski et al., 2021). The leaders have also reported using such principles and theories that help those officials to understand the basic information and principles of the organisational management, whichimpacted the resource allocation of the organisations. The process is primarily done to achieve organisational effectiveness as well as optimise the profitability of the companies. As pointed out by Dahlgaard-Park et al. (2018), application of the management theories in organisational operations helps managers to increase the productivity of the companies and improve the level of motivation of the staff members. The application of management theories further impacts the time complexities of the decision-making process in business enterprises. This part of the paper is going to analyse the key management theories that can be the game changer for organisational operations in recent times.
Systems management theory: It is one of the key management theories that help the management of the organisations to understand and define a proper system that can help the managers of the organisations so that all the departments of an organisation can perform to meet all the organisational objectives. The theory divides an organisation into several subparts and divides the workload specifically to all the departments (Xu et al., 2020). The process further allows the staff members of the organisation to essentially improve the procedure of all the departments through the justified and proper division of assignments. It is the method which defines the interrelationships between the departments of any organisation and provides proper insights to the management of any company. It can be noted that the system management theory is very important and has divided itself into four distinct parts which perform various operations in the organisational arena. Input, Output, Process and Feedback are the four parts of the theory and explain how the process of the four departments can be optimised (Gargasas et al., 2019). It needs to be noted that the application of such management theory further allows the managers of the organisation to understand and monitor the department of all four aspects. It also helps the organisation to meet the consumers expectations in the market. The process stage also helps the managers to optimise the organisational procedure and application of the resources to meet the organisational objectives. 
Quality Competitive Index model (QCI Model)  
A customer management model typically refers to the Quality Competitive Index (QCI). According to this concept, a company must carry out particular duties in order to acquire new consumers and maintain existing ones. Eight elements of this model include “analysis and planning, information technology, proposition, people and organization, process management, customer management activities, customer experience and measurement of effect.”  
Analysis and Planning: Nokia should analyze customer needs and preferences and develop a plan to address them accordingly (Meena, 2022). This could involve a thorough analysis of customer feedback, market trends, and customer research.
Information Technology: Nokia should use information technology to track customer data and facilitate customer interactions. This could include customer relationship management (CRM) systems, customer data platforms, and analytics software.
Proposition: Nokia must develop a compelling proposition for customers, which could include attractive product features, services, and pricing.
People and Organization: Nokia should create a customer-centric culture, from the top down, by training and empowering employees to focus on customer needs and expectations.
Process Management: Nokia should implement customer-focused processes such as order processing, complaint handling, customer service, and customer feedback mechanisms (Tumjanda et al., 2018).
Customer Management Activities: Nokia should focus on activities such as customer segmentation, loyalty initiatives, and personalization.
Customer Experience: Nokia should strive to create a positive customer experience by providing quality products, services, and customer support.
Measurement of Effect: Nokia should measure the effectiveness of its customer management activities by tracking customer feedback, sales and revenue growth, customer satisfaction, and customer retention rates (Alibage and Weber, 2018).
Analytical CRM model
Analytical CRM refers to the systematic computerised examination of client data. Contact data, client attributes, and information generated from both online and offline activity are all examples of customer data (Naim and Alqahtani, 2021). Nokia can use an analytical CRM model to gain insights into customer behaviour and preferences. By collecting and analysing customer data, Nokia can identify their most valuable customers, their buying patterns, and which products and services are most popular. This knowledge can be used to inform decisions regarding marketing, product development, and customer service. Nokia can also use the model to identify areas of improvement, such as customer service and websites, in order to increase customer satisfaction (Aiyer et al., 2019). 
Application of IDIC model to the Nokia CRM problem
IDIC is an acronym that stands for the four steps of CRM implementation: “identify, differentiate, interact and customize”.
1. Identity: Nokia must first identify its target customers, its current customer base, and its potential customer base (Vuori and Huy, 2022). They should also identify the unique needs of their customers and their preferences for various products and services.
2. Differentiate: Nokia must differentiate itself from its competitors by offering unique products, services, and experiences that meet its customer's needs. They should also differentiate the customer experience by understanding their customers and creating a personalized approach.
3. Interact: Nokia should use various channels of communication to interact with its customers, such as social media, email, and phone calls. They should also use customer feedback to better understand their customers and adjust their products and services accordingly.
4. Customize: Nokia should customise its products and services to meet its customers' individual needs (Lamberg et al., 2021). They should also provide personalized customer service in order to build relationships and create loyalty.
Michael Porter's five forces Analysis
1. Threat of New Entrants: The threat of new entrants is low due to the high barriers to entry in the mobile phone industry. Nokia has established itself as the market leader with a strong brand, a large customer base, and a massive global presence. Additionally, the high cost of research and development needed to produce new phones and operating systems is a significant barrier to entry.
2. Threat of Substitutes: The threat of substitutes is low as the mobile phone industry is highly competitive and there are many substitutes available. Nokia has established itself as the market leader through its innovative products and services, which give it a competitive advantage over other manufacturers (Lamberg, 2019).
3. Bargaining Power of Suppliers: The bargaining power of suppliers is relatively low as Nokia is able to source components from numerous suppliers (Lamberg et al., 2021). Additionally, due to the high demand for its products, Nokia is able to negotiate favourable terms with its suppliers.
4. Bargaining Power of Buyers: The bargaining power of buyers is relatively high as there are many alternatives available for customers. Additionally, customers can easily switch from one manufacturer to another as there are no switching costs associated with changing from one manufacturer to another.
5. Competitive Rivalry: The competitive rivalry within the mobile phone industry is intense. Nokia is the market leader, but there are several other major players, such as Apple, Samsung, and Microsoft competing for market share (Lamberg, 2019). Additionally, the industry is constantly evolving, and new technologies are being developed all the time, which makes it difficult for any one company to maintain its market share.
Marketing Mix
Product: Nokia offers a wide variety of products, ranging from low-end budget phones to high-end flagship phones. They also offer a variety of accessories, such as cases, screen protectors, and chargers. Nokia also offers services such as cloud storage, music streaming, and data plans (Aiyer et al., 2019). 
Price: Nokia offers a variety of price points for its devices. They range from low-end budget phones to mid-range devices to high-end flagship phones. Nokia also offers discounts and promotions on its devices to further increase the value of its products. 
Promotion: Nokia uses a variety of promotional methods, including television commercials, print ads, online ads, and social media campaigns  (Vuori and Huy, 2022). They also partner with other companies, such as carriers and retailers, to offer discounts and promotions. 
Place: Nokia sells its products in a variety of places, including its own online store, as well as retail stores and carriers. They also offer their products in other countries, through distributors and retailers. 
People: Nokia has a team of dedicated customer service representatives that are available to answer questions and provide support (Aiyer et al., 2019). They also have a team of sales representatives that are available to demonstrate products and provide advice.
Process: Nokia develops and manufactures its products using the latest technology and processes. They also test and certify their products, to ensure they meet the highest standards of quality and safety.
Physical evidence: Nokia offers physical evidence of its products, such as packaging and product manuals (Hussein, 2020). They also provide warranties and customer service support.
Analytical CRM Model: Businesses that use analytical CRM to increase customer happiness and retention gather information on customer interactions. Analytics CRM is an internal procedure. Customers are unaware that you are gathering and analysing data about their interactions and behaviour with your business. The selection and collection of data related to consumer behaviour and the needs of the market and customers are also helpful for the management of the organisations (Cruz-Jesus et al., 2019). It further aids the management of the organisations to analyse and understand the trends of consumer behaviour. It is also helpful for the organisation so that the managers can understand the internal condition of the organisation, which is critical in explaining and analysing the production capabilities of the organisation. The application of the same further allows the management to understand as well as gain insight into the organisational internal procedure. The method also helps the managers to analyse the demand of the market and further allows them to identify the key issues related to the market and the gap in the demand and supplies process, further allowing the management to mine data and understand as well amend the organisational operations so that the expectations and satisfaction level of the consumers tend to rise at a colossal rate (Kabasakal, 2020). It is also useful for the management of the companies to identify the key opportunities that the company and the market may have, and it also allows them to capitalise on those. It helps the management of the consumers to understand the needs of the consumers in a better manner, which eventually improves the satisfaction level of customers. The sales probability also tends to improve with the application of such a model.
[bookmark: _heading=h.3znysh7]Theories of Nokia 
Nokia uses the Contingency management theory, which is used by organisations generally in a situation when a limitation occurs which affects its operations. A contingency management theory refers to the implementation of plans in the event of an unplanned future. The implementation of these plans will make sure that the company is able to continue its operation successfully. Contingency management is used by Nokia when they find ways in which they can operate even though they are facing serious problems and limitations in their operations. Nokia was able to do this when it was facing competition from other companies such as the Blackberry, smartphones that were owned by Apple, Sony, Microsoft, and Symbian.
Nokia is a company that has been able to survive for over 155 years. It has experienced consistent growth in the past and good profits since it shifted from being a telecommunication equipment manufacturer to being an ICT (information communication technology) company. According to contingency theory, a leader's effectiveness "depends on how well the leader's style fits a particular context or scenario." Therefore Nokia believes that if leaders are successful in their roles then it will be a perfect match for their organisational growth.   
Nokia believes its success is due to obtaining the trust of its customers. This was when the company was able to satisfy its customers' needs and wishes which ultimately led to the company being successful in the market. Nokia has always been innovative, especially in mobile phone technology. The mobile phone technology that it is known for is its camera function which is considered to be a good quality product. Nokia has used a strategy to enter the market by selling its mobile phones in different countries. In other words, the company has entered new markets and expanded its business by selling its products in any way possible. Nokia has thus been able to expand its business through an endless number of channels. This is important because it allows Nokia to be able to come up with various creative ideas so that it can successfully stay ahead of other companies in the market.           
Following the BCG model, which is a marketing framework, Nokia’s current position can be determined. It is used to analyse a business’s product or service in order to aid with long-term strategic planning. The models consist of four matrices; Star, Question marks, Cash cow and Dog. According to the above figure, a company with a high market share and high market growth falls into Star while an organisation with low market growth and low market share can be categorised as Dog. Likewise, a company that has a high market share but growth is low, is generally categorised as a Cash cow. A business that has a low market share but high market growth falls into the Question mark. Nokia falls into Dog because of its low market share and low market growth. 
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Figure 1: Nokia Market Share 
(Source: Statista, 2022)
As you can see on the figure on the top, the market share of Nokia has declined since 2012 and gradually it was very low between 2013 to 2016. However, in 2016 it started to grow again but it was still low compared to its previous market share.    

[bookmark: _heading=h.2et92p0]Evaluation of key management theories
The application of the contingency management theory helps the managers of the organisations  to understand the change of the structure and factors in the industry and helps the organisation to devise a better plan to mitigate the impact of the change in the market operations. The application of such management theory further allows the managers of any organisation to promote sustainability in the business prospects. As suggested by San Cristóbal et al. (2018), the contingency theory of management and planning is dynamic in nature and helps managers to understand the possible impact of change and which of the impacts can destabilise the organisational operational capabilities. The management of the staff members and maintaining their level of motivation further allowed them to better manage the drive of the organisational operations towards market effectiveness. It is the method that also helps the management to develop the leadership qualities of the staff members and improve the operational capabilities of any organisation. The decision-making procedure in the business also tends to be accelerated with the application of such a model and theory. 
 Like many other organisations, Nokia has faced a number of problems over the years. It has had to face a lot of changes in order for it to be able to continue its operations successfully without having any impact on its profitability. The contemporary issues and changes that have occurred in Nokia’s environment have had a relationship with the company’s success (negatively or positively). Nokia is an organisation that has constantly changed in order to keep up with current trends and developments while still maintaining its competitive advantage. The application of the contingency theory to enhance and create flexibility in an organisation's functional capability is based on the assumption that there is a change in any of the essential factors leading to a change in structural capabilities and finally leads to an examination of what kind of organisational changes are needed so that it can have an adaptive and effective strategy for survival, growth and prosperity. In this regard, we can evaluate Nokia's current level in terms of its market presence as well as in building its key technological foundations for future business prospects. 
Nokia has always been innovative, especially in mobile phone technology. The mobile phone technology that it is known for is its camera function which is considered to be a good quality product.
On the other hand, the application of the BCG matrix also helps the management of the organisation to understand  the relative stand of the organisations among the market rival under the enormous pressure of market competition. It is helpful for the organisation to understand the current position of a firm and identify the key area and opportunities that are present in the organisational prospects. The process is also very useful in analysing and evaluating the methods and strategies of the organisations that follow. It needed to be united that the application of the design of the BCG matrix is very simple to understand and helps the managers to gather useful information and insights related to the organisational operations and understanding the process of organisational effectiveness (Gepner et al., 2022). The devising of the plan to meet the business subjective makes the model more useful and popular in the arena of the capital management procedure. It is also useful as this model and its application does not classify the process into two parts in terms of the organisational processes but classify and partition the market into four distinctive part. The process is also useful in terms of understanding the key problems that the internal process of a company has and it further helps the managers to analyse the situation and come up with an organisational plan so that the mitigation of such procedure can be met. However, the limitation of the application of such a model is that it may sometimes mislead the managers of the business enterprises. For an instance, the evidence of higher market share does not necessarily always indicate a higher profitability of the organisation. The inability of such a model in terms of yielding proper insights related to the management structure and procedure. Another limitation of the application  of such a model is that the BCG matrix utilises two of the filtration techniques and they are the market growth opportunities and the market share of the organisations. The process limits the organisational and managerial insights as there are a lot of factors and metrics that are present to determine the business effectiveness of the organisation (Mo et al., 2020). Another critical disadvantage of the application of such a model is that this model does not include the small firm that has a higher potential in the market competition to compete with the larger firms. The presence of these specific limitations that model presents a divided and broken view to the managers that eventually lead to erroneous decision making. The model further cannot provide a proper and efficient definition of the market which creates several complications and a lack of clarity in the organisational operations and analysing of the facts of the managers.  
[bookmark: _heading=h.tyjcwt]Recommendations
After analysing all the theories and models it can be understood that the management of Nokia is suffering from innovations and market share in various countries of the world. The lack of innovation and adaptation of the newer technologies in the organisational operations as well as the products and services offered adversely impact the market growth strategy of the company. The process of application of the contingency theory may provide sustainability in the operations of the organisation but it is evident that the theory does not help the establishment to become innovative which is critical in order to sustain and stay afloat under the enormous market competition. The management of the company needs to focus on revolutionising the management technique and it is recommended that they try to include the scientific management model or theory. The application of such a theory further helps the managers of the company to understand the key area which pulls the organisation from behind and properly strategies the procedure which can impact the organisational effectiveness. Application of the theory further allows the managers to effectively analyse and gains insights into the organisational operations as well as resource allocation (Sadeghi, 2019). The application of the CRM model also helps the managers of the company to understand the current trends of the market demand and the leading technological operations. The process further allows the management to understand the procedure as well as the demand of the consumers which helps the management of the organisation to meet all the requirements to improve the level of satisfaction of the consumers. The application of such a model is also useful for the managers of Nokia to apply and change the existing procedure of the organisational operations so that better consumer satisfaction can be ensured.   
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[bookmark: _heading=h.1t3h5sf]Conclusion
The process used by managers in corporate organisations to comprehend customer wants and give precise, error-free information is known as customer service. It is a technique that enables businesses to monitor customer demand and make an effort to satisfy it. Increasing people's contentment is the procedure's primary goal. It is crucial for managers to apply management theory to fulfil customer expectations and preferences since doing so will increase organisational performance and farm profitability. Additionally, this study aims to comprehend how well different management theories may be used to enhance organisational performance. In order to comprehend the internal and external problems that impact the company's commercial prospects, this essay focused on Nokia, one of the global leaders in smartphones. Analysis of the models and theory of the management of the organisational operations have been described. An analysis of the operations of the organisation has also been presented that point out some of the key insights that the organisation lacks. Further, a piece of recommendation has been provided in the report. 
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