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[bookmark: _Toc134397973]Introduction
Nokia is a household name because of its reputation for manufacturing high-quality, trustworthy mobile phones (Dellaert, 2019). One reason for this is the company's history of producing phones that survive for years while staying dependable and durable. Therefore, customers' impressions of Nokia and the values it represents may play a role in their final decision when shopping for a mobile phone.
[bookmark: _Toc134397974]Aims and objectives
Aim: The purpose of this research was to examine the impact of Nokia's brand on customers' proclivities to buy the company's mobile phones.
Objectives: Objectives for this research are given below:
1. To determine the important elements that affect users' choices to purchase Nokia phones.
2. To investigate how branding affects consumers' opinions of Nokia phones.
3. To assess the impact on customer behaviour of Nokia's outstanding reputation for quality, dependability, innovation, and connection.
4. To assess the success of Nokia's marketing initiatives in shaping customer behaviour and fostering a favourable perception of the Nokia brand.
5. To provide guidance and knowledge on the creation of branding strategies that are successful in building relationships with target audiences and influencing their purchase behaviour.
[bookmark: _Toc134397975]Rationale of the research
Companies and marketers may utilise the results of this study to refine their branding approach, which can boost their market share, customer base, and customer lifetime value. The study's findings will lend credence to initiatives aimed at achieving these objectives. There may be far-reaching implications for companies and marketing departments from this study's findings on the effectiveness of various branding strategies in influencing consumers' actions. The findings of this research have significant implications for our knowledge of the effects of branding on consumer behaviour (Jansson-Boyd, 2019). The primary purpose of the research is to learn how branding influences consumer behaviour, notably in the selection of a mobile phone, with a focus on Nokia devices. To successfully engage customers and sway their purchase choices, businesses and marketers require a deep understanding of the elements that drive consumer behaviour. This study looks at the impact of Nokia's branding on customers' perceptions of the company's goods in an effort to shed insight on the effectiveness of branding tactics in the cellular phone sector. 
[bookmark: _Toc134397976]Literature review
The impact of branding on consumer behaviour regarding Nokia phones refers to how the Nokia brand influences customers' choices and behaviours while they are considering purchasing a Nokia phone. The popularity of the Nokia brand is said to have contributed to the success of the Nokia brand. Branding refers to both the marketing efforts used to foster consumers' idea that a product or service has its own distinct identity and the identity itself (Rita et al., 2019). With a long history and a solid reputation for quality, dependability, and innovation, Nokia has achieved great success in the mobile phone industry. Buyers generally base their purchasing choices on their views of a brand, hence branding has a huge influence on consumer behaviour in respect to Nokia phones. Businesses and marketers might benefit from using effective branding methods if they result in increased market share, brand loyalty, and customer retention (Ismagilova et al., 2020). If companies and marketers want to connect with customers and influence their purchasing choices, they need to have a firm grasp of how branding influences consumer behaviour in relation to Nokia phones. This data is crucial for developing effective branding strategies (Trivedi and Sama, 2020). A customer's prior thoughts about a brand have a significant impact on their ultimate choice to make a purchase from that firm. A product's brand may consist of its name, logo, packaging, advertisements, and overall image. A company's own brand is the term it uses to identify its goods and services in the marketplace (Kuehnl et al., 2019). Consumers' propensity to purchase a product or service may be affected by their prior attitudes and ideas about the product or service, and good branding efforts can assist form such perceptions. The Nokia brand has been the undisputed leader in mobile phones for years. In particular, Nokia phones have this trait (Dash et al., 2021). Nokia has earned a great image among consumers because to the high quality, dependability, and originality of its products. Because of Nokia's stellar reputation, customers in the market for a new mobile device may give serious consideration to purchasing a Nokia device (Dabbous and Barakat, 2020). Several examples exist that show how Nokia's brand has influenced consumers' decisions when it comes to mobile phones. Considering Nokia's long history of making reliable goods, consumers may choose to purchase their phones from the company rather than its competitors. Due to the high perceived value of Nokia products, consumers may be prepared to spend a higher price for a Nokia mobile phone. Furthermore, even after a customer has decided to acquire a Nokia phone, the brand's influence on their subsequent choices and activities is enormous (Trivedi, 2019). Happy Nokia phone buyers are more likely to make further purchases and spread the word about Nokia to their friends and family. This has the potential to increase consumer devotion to the Nokia brand over time, which would be good for business (Eger et al., 2021). It is critical for companies and marketers in the mobile phone sector as a whole to think about how branding affects consumer behaviour in respect to Nokia phones. Nokia's success is a direct result of their products' global recognition. Businesses and marketers may enhance the possibility that customers will choose Nokia phones over items offered by rivals by using branding tactics that connect with customers and establish a favourable picture of the Nokia brand. 
[bookmark: _Toc134397977]Primary data collection
Initial data may be gathered in a number of different ways. One must first compile the responses to the survey questions from the individuals or organisations surveyed. Responses to surveys may be gathered in a variety of ways, including in-person, over the phone, via the mail, and online. The interviewee may be a single individual or a panel of experts, and the conversation could take place in person or over the phone. It is also possible to do the interview online. When conducting interviews, one might use an organised or unstructured approach (Newman and Gough, 2020). It takes careful observation and thorough note-taking to produce reliable observations. We plan to use surveys and questionnaires to obtain extensive information for this investigation. 
[bookmark: _Toc134397978]Secondary data collection
To use secondary data gathering methods, data must already exist and be accessible to the public. Books, journals, newspapers, and magazines may all be found in the written word and contain data and statistics on a wide range of subjects. The World Wide Web provides access to much more literature. The federal, state, and local governments all gather and publish data on a wide variety of issues, including health, education, crime, demography, and economic indicators. These ideas extend to a wide range of contexts (Snyder, 2019). Since this is an inquiry, we will utilise both methods to gather secondary data. 
[bookmark: _Toc134397979]Data analysis method
Qualitative analysis is the procedure through which useful inferences may be drawn from qualitative research data. Coding, organising, and transcribing data are all part of the data preparation process. This is done so the data can be easily evaluated later on. The report contains a number of extra elements in addition to presenting a full report of the findings and generating conclusions based on the analysis of the data pertaining to the topic of the research. We want to use a wide variety of research methods to determine the most efficient approach to achieving this goal (Zhang et al., 2023). Researchers in the social sciences often use statistical techniques to get a deeper comprehension of the societal problems they investigate. Information may be gathered using either quantitative or qualitative methods. Quantitative research methods include questionnaires, in-depth interviews, and content analysis. 
[bookmark: _Toc134397980]Research philosophy
Positivism and interpretivism are the two dominant paradigms in the academic research community. Researchers that adopt an interpretivist stance consider all possible interpretations of social occurrences. Due to its emphasis on the application of rigorous scientific procedures, positivism is often recognised as the best research philosophy for social research (Pandey and Pandey, 2021). This is due to positivism's emphasis on the importance of scientific method. Because of this, the team conducting the study has decided to take a positivist position in terms of methodology. 
[bookmark: _Toc134397981]Research approach
Deductive reasoning may be used to test a hypothesis or theory. The methodology relies heavily on data collecting and statistical analysis. The data from the past is used to build the theory or hypothesis, which is then tested using data from the present. The scientific method is often regarded as the most trustworthy in the social sciences. This is because it gives scientists with hard information they can use to test their theories and guesses (Mishra and Alok, 2022). This encourages us to maintain an open mind when we analyse the data for this inquiry.
[bookmark: _Toc134397982]Time horizons
The cross-sectional method involves collecting data from a sample of the population that is representative of the whole at regular intervals throughout a particular time period. The cross-sequential method combines the longitudinal and cross-sectional approaches into a single study strategy. This arrangement is characterised by a cross-sequential sequence. This method is helpful for researching cohort effects and the impacts of ageing since it collects data from people of varying ages across time. In many circles, cross-sectional studies are held up as the future of social science research. This perspective is supported by a number of arguments (Pandey and Pandey, 2021). This is because it simplifies the process of collating data on several individuals into a single set of numbers. 
[bookmark: _Toc134397983]Ethics
Before starting to collect data, researchers will make it a priority to gain participants' informed consent. Researchers can't enrol people in a study without first obtaining their informed consent, which means explaining the study's purpose, the possible benefits and dangers, and the participant's right to withdraw at any time. Researchers assured everyone who took part in the study that they would respect their privacy and keep their participation secret. 
[bookmark: _Toc134397984]Interpretation
Developing a question or settling on a topic to investigate is the first step in every study. The first step in accomplishing this goal is deciding what to investigate or what hypothesis to put to the test. To do so, one must first do a thorough literature study to identify potential points of confusion. The next step is to conduct a thorough literature review to gather data from previous studies that are pertinent to the issue at hand. There are several steps involved in finding a solution to an issue, such as doing the necessary research, analysing the data, and presenting the results (Mishra and Alok, 2022). The researcher will first create a study design to act as the backbone of the inquiry before delving into the specific processes, data analysis tools, and research methodologies that will be used. After carefully analysing the research question at hand, we will decide on an appropriate methodology for this study. The researcher's initial step is to develop a plan for gathering information. Sometimes new or improved forms of tried-and-true testing, surveying, and interviewing tools are called for. Data analysis is the next stage in a research project, and it occurs after the material gathered in the data collecting phase has been processed using appropriate statistical or qualitative methods. After the data has been summed up, we will investigate if there are any relationships between the various groups. Data analysis, hypothesis generation, and recommendations will all be performed by the researcher. The results of the inquiry will inform these decisions. The last step of every scientific investigation is to share the findings with the world. This might be done by delivering a report or presentation on the findings of the investigation.
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