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1.0.	Executive Summary of the In-depth analysis of Nokia

The purpose of this Report is to undertake an individual in-depth strategic analysis critiquing issues in the application of strategic management on NOKIA.  For the purpose of this analysis, I have chosen Nokia to base my research on. 
“Nokia is a Finnish company founded in 1865 as a Finnish paper mill and is headquartered in   Espoo, Finland, Nokia only began to take its modern form in 1966 after merging with the Finnish Rubber Works and the Finnish Cable Company to form a conglomerate with businesses ranging from rubber boots to aluminium parts” Johnson et al (2017, p.202).  “The Finnish Cable Works had established a small electronics department in 1960 which in turn spawned several businesses including a mobile unit launched in 1979” Johnson et al (2017,p.202).  “In 1995, Nokia focused on telecommunication businesses which led to mobile phone products and services in 2007 when the network systems business merged with Siemens, Nokia Siemens Networks was established which transformed Nokia into a then global leader in mobile telecommunications and dominated the telecom market for years”, Kess et al (2011).

According to the BBC News (2014), “Nokia introduced its first handheld mobile phone in 1987 and by 1998 had overtaken Motorola to become the global market leader in handset sales and by 2007, Nokia had reached its peak  and its share of the global handset market had reached 40%,  and a market capitalisation hitting $150bn”.
According to the Havard Business Review, “Nokia ignored America by not competing energetically and ingeniousy and was treated as an innovation after thought while preserving its market dominance in Europe and growing its leadership in Asia and barely in five years, the disruptive emergence of Apple’s iPhone and Google’s Android revealed the magnitude of this strategic blunder”, Havard Business Review (2011).
In my analysis, I will identify the “main strategic issues facing Nokia in maintaining its competitive position by analysing the broad-macro-environment of Nokia which can ‘create both opportunities and threats for Nokia”, Johnson et al (2017).  The PESTLE analysis will be used to examine Nokia’s “broad-macro environmental factors namely, political, economic, social, technological, ecological and legal”, Johnson et al (2017).  Johnson et al (2017, p.87) suggests that “PESTLE analysis of Nokia’s “macro-environment might reveal threats and opportunities presented by technological change or shifts in the market demographics”.  
A SWOT analysis framework will also be used to “analyse Nokia’s internal strengths, weaknesses, opportunities and threats which in turn will “identify Nokia’s internal and external factors affecting it and its markets and also examine where strengths and weaknesses align with opportunities and threats can help Nokia to formulate its strategy” Hooley et al (2017 p.39).
The Competitive Five Forces Framework which examines five essential industry forces: extent of rivalry between competitors,  threat of substitutes, threat of entry, power of buyers and power of suppliers will be used to “provide an understanding of industry attractiveness and competitive strategy”, Johnson et al (2011).  

I will also evaluate the potential corporate level strategic directions taken by NOKIA to date in order to develop and sustain its competitive position.  The Ansoff’s Matrix will be used when considering specific strategies for developing and sustaining a global competitive strategy. 
Market research has been carried out using secondary research from scholarly websites, journals, academic books.

In the analysis, the implications of the options taken for strategic management decision-making will be fully discussed to demonstrate an appreciation of the wider implications for strategic management decisions and the incorporation of a new strategy on certain areas within NOKIA.  
Based on my findings, appropriate recommendations will be provided.

2.0.  Introduction
NOKIA was founded in 1865 and is headquartered in Espoo, Helsinki.  Nokia focused on telecommunication businesses which led to mobile phone products and services in 2007 when the network systems business merged with Siemens, Nokia Siemens Networks was established, according to Kess et al (2011) .  At the time, “Nokia shipped over 430 million units of mobile devices, average of over 1.1 million units a day and thus reached a market share of an estimated 35% of mobile devices market”, Kess et al (2011).  “The transformation of Nokia from a company constructed of several different business areas, such as car tyres, cables, TV’s and industry electronics, to a company that focused on telecommunication was remarkable”, Kess et al (2011).

“When Nokia hit a very rough patch, its Chairman and CEO committed suicide in 1988 and many of its industrial markets were hit hard by the collapse of the then Soviet Union”.  “A period of losses and top management turmoil from which finally emerged a new CEO.”.  Johnson et al (2017). 

 “Nokia’s phone business flourished for more than a decade until cataclysmic events happened following Apple’s launch of the iPhone in 2007 and the 2009 launch of Google’s Android operating system supported by companies such as HTC and Samsung at the same time, Chinese manufacturers began to attack Nokia’s position in low cost phones”. Johnson et al (2017).  “Nokia then appointed a new CEO Elop from Microsoft who later sold Nokia business back to Microsoft after suffering loses in 2013”. Johnson et al (2017). 


  

3.0.	IN-DEPTH STRATEGIC ANALYSIS OF NOKIA
According to the Havard Business Review (2017), “Before the iPhone was introduced in 2007 Nokia was the dominant mobile phone maker with a clearly stated purpose “Connecting people” and an aggressive strategy for sustaining market dominance, seeking to extend its technological edge, particularly in miniaturization” which implied that Nokia acquired more than 100 start-up companies while pursuing a vast portfolio of research and product development projects”.
“Nokia was so immersed in executing its strategy that it lost sight of its purpose, which implied that Apple started connecting people at astounding new levels” and was able to launch its first leapfrog product that is way smarter than any mobile device has ever been, and super-easy to use”, Havard Business Review (2017).

Nokia was innovative in hardware and was the dominant force at the outset of the smart phone market, BBC News (2014). However, Apple, and then Android, saw the value of software. Apple's touchscreen technology changed the way people used their phones and its App store was easy to use, Yueh (2014).  This is a good example of creative destruction and can be compared to Kodak, a large incumbent company which had been a success for  decades but found it difficult to adjust to new technological advancements despite being profitable in its business which led it to being adrift when on the other hand, the industry had shifted for good instead of adjusting and adapting itself, Yeu (2014).    

Nokia “rested on its laurels of being a dominant mobile phone player and tried different approaches to integrate mobile internet and enterprise solutions into their offering, in particular, a business-oriented series was launched to compete against emerging smartphone offerings and incentivizing small firms to co-develop with this unit”, Björkdahl et al (2017).  “After little success with various silo-initiatives against emerging smartphone competition, the company ultimately started collaboration with a major software operating system provider, abandoning its own software and ecosystem efforts, and choosing to focus on devices”, Björkdahl et al (2017).



[bookmark: _Hlk7476405]3.1. -- 	Strategic Issues Facing Nokia in Maintaining its Competitive Position.

The McKinsey Report (2017) states that “Nokia was an ecosystem pioneer when it created a platform for developing mobile applications for the Symbian operating system however, when it acquired 49% of the OS, it focused on vertically integrating the system and started to reduce its technology and commercial support to the broader network” which resulted in many players feeling that the “ecosystem no longer offered them fair value, and moved to other mobile platforms, hastening Nokia’s mobile-phone downfall” Bughin (2017).   

The Bloomberg (2019) explains that “the profit warning showed Nokia is struggling to keep up with Sweden’s Ericsson AB one of its main rivals on 5G, the next generation of mobile technology that equipment makers need to spur growth and Nokia’s expectations for higher profits from 5G have now been pushed further out, and the Finnish company plans to plow more money into research and development to try to catch up”. “According to Bloomberg (2019), “Nokia’s Chief Executive Rajeev Suri said that “integrating Alcatel-Lucent has been complicated because Nokia had to deal with product overlap and migration”.

3.2.	Dynamic capabilities that help Nokia sense and seize opportunities in changing environments. 

Johnson et al (2017) explains that Teece (1997) introduced the “concept of dynamic capabilities for an organisation’s ability to renew its resources and be able to meet the changing environment by introducing three types of dynamic capabilities,i.e. sensing, seizing and reconfiguring”.  This implies that by sensing, Nokia must “constantly scan, search and explore opportunities across various markets and technologies including R&D and customer needs”, Seizing once an opportunity is sensed Nokia can launch new products or services Microsoft acquired Nokia now under the brand name Lumia” Johnson et al (2017, pp.119).  By reconfiguring, Nokia might need to reconfigure its organisational capabilities and investment in technologies and even discard its old capabilities, acquire and build new ones and recombine them which may prove challenging”, Johnson et al (1997).  In my mind, by understanding its dynamic capabilities, Nokia can make strategic choices “reconfigure and enact its strategy and understand its strategic position”. Apple sensed its dynamic capabilities and produced smartphones which have maintained its complex and unintuitive interface, seized the opportunity by including multimedia functionalities containing App store and itunes and reconfiguring by cooperating with the music and telephone app industries” Johnson et al (2017, pp.121).  Dynamic capabilities can help Nokia adapt but can be no guarantee in this ever-changing technological world, Nokia should aim at “detecting and alleviating rigidities as competitors may emerge with appropriate dynamic capabilities for the constantly changing world by leveraging capabilities and awareness development of staff”, Johnson et al (2017,pp.123). The Dynamic Capabilities below:-

3.3.	Dynamic Capabilities


	Company
	Time period
	Product
	Sensing
	Seeizing
	Reconfiguring

	Nokia
	Late 1990s-early 2000
	Mobile Phones with improved design and functionality.
	Market for wel-designed and fashionable phones: instead of existing  phones with awkward  
	Improving and developing the phone to a design, fashionable and functional device for a richer experience .
	Penetrating the mobile telephone market, with  mobile telephony and market  capabilities..



Figure   
Source Johnson & Scholes (2017,pp.).

4.0. 	NOKIA Macro-Environment Analysis.
According to Johnson et al (2017), “the environment creates both threats and opportunities for organisations it is clearly important that managers try to analyse their environments as carefully as they can in order to anticipate and if possible take advantage of such environmental changes”. Technology is constantly evolving and businesses need to keep up with the changes and be agile. This said, and as much as the changes can be advantageous to an industry, it can also become absolete for an industry due to the ever-changing environment and developments which can also turn out to be a threat to the industry” Johnson et al (2017) especially in this VUCA world. Dickson (1992) argues that “central to developing sustainable competitive advantage in rapidly and often unpredictably changing circumstances, is the ability to learn fast and adapt quickly”.  Culture also plays a role in the functioning of an industry “The macro-environment consists of broad environmental factors that impact on to a greater or lesser extent many organisations and sectors” Johnson et al (2017).  This said, the effects of factors such as the “internet, economic growth rates, climate change and aging population go far beyond one industry or sector impacting a wide range of activities” which in my mind could be the case for NOKIA’s strategic challenges of players such as iPhone Johnson et al (2017)”.  The “industry or sector make up the organisations like iPhone, Samsung making the same products as Nokia and the third layer is that of specific competitors and markets such as Microsoft”, Environments can be considered in terms of a series of layers as shown below in Figure 1.Johnson et al (2017).  


4.2.	Layers of the Business Environment.

[image: ]
(Sourse: Johnson,G., Whittington, R., Scholes, K., Angwin, D & Regner, P. (2017, p.33)

4.2.	NOKIA PESTLE ANALYSIS 
Johnson et al (2017) suggest that the “PESTEL Framework is one of several frameworks    which categorises environmental factors into key types, PESTLE analysis highlights six environmental factors in particular: political, economic, social, technological and legal which underlines that the environment includes not only the economics of markets but also non market factors organisations need to consider both markets and non-markets aspects of strategy”, Johnson et al (2017).  This said, Nokia can minimise “threats and seize opportunities if its alert to macro-environmental changes”, Johnson et al (2017). Toppr (2019) argues that cultural forces have a significant impact on the success of a company in the long-term
4.3.	NOKIA PESTLE ANALYSIS
Please see Appendix 1.
5.0.	SWOT AND TOW’S FRAMEWORKS.

5.1	NOKIA SWOT ANALYSIS 
A SWOT analysis evaluates “the internal strengths and weaknesses, and the external opportunities and threats in an organization's environment”, Khan et al (2015). “The internal analysis identifies resources, capabilities, core competencies and competitive advantages, using a functional approach to review finance, management, infrastructure, procurement, production, distribution, marketing, reputational factors and innovation”, Bonnici et al (2015).  “The internal analysis is critical in identifying the source of competitive advantage as it pinpoints the resources that need to be developed in order to remain competitive” Bonnici et al (2015). “The external analysis identifies market opportunities and threats by looking at the competitors' environment, the industry environment and the general environment”, Bonnici et al (2015).  Below the SWOT analysis:-

5.2.	NOKIA SWOT Analysis
 
	Strengths

· Advanced technology.
· Decentralized   structure.
· Creative and experienced. employees.  
· Strong brand name
· Own manufacture and network”.
· “Product innovation”.
· “Economy of scale”.


	Weaknesses

· Complacency and arrogance”.
· Few customized, operator-specific handsets”.
· Slow reaction to competition”.
· Low performance of smart  phones”.
· Poor after sale service”.
· “Poorly designed smartphones”.

	
OPPORTUNITIES

· “The emerging market in developing countries, such as China, India”. 
· “The emerging market for high-end mobile phone such as business user phone”.
· “Growing demand for smartphones”.
· “Adaptation of Android”.

	
THREATS

- Competitors from Asia”.
- Lost market share”.
- Samsung & other competitors”.
· “Strong competition in mobile industry”. 
· “iPhone popularity”.




Figure: II.
Source: https://www.coursehero.com/file/p4ekk5r/Nokia-dont-manage-to-make-people-dream-anymore-The-latter-dont-hesitate-to-look/

5.3.	NOKIA ANALYSIS USING TOW’S FRAMEWORK.

	SO Strategy Options

	WO Strategy

	“To take advantage of opportunities that use strengths”, NOKIA can”: -

· “Use its  global reputation to target emerging markets”. 
· “Venture into developing low-end products”. 
 
	“To take advantage of opportunities by overcoming weaknesses” Johnson et al (2017, pp.119), Nokia can”: -
· “Take the advantage of Microsoft patent to get more market share in the US market”.
· “Develop a new system based on Microsoft pattern”. 

	St Strategic Options

	WT Options


	To use strengths to avoid threats, Nokia can:-
· “Use its brand reputation to contest the Asian competitors.
· “Be efficient at shortening product life cycles through use of low-end products.”.
	Nokia can:-
· “Invade the developed market especially the United States and Japanese market by developing phablet technology”.



Figure:  The TOWS Matrix
Source: Johnson, G., Whittington, R., Scholes, K. (2017, pp.119) Exploring Corporate Strategy: Text and Cases, 10th ed. 
Harlow: FT Prentice Hall

6.0.	The Five Porter’s Competitive Five Forces Framework to analyse Nokia’s Competitive Position.
.

According to Johnson et al (2017), Porter’s Five Forces framework helps to analyse an industry and identify the attractiveness of it in terms of five competitive forces; extent of rivalry between competitors, threat of entry, threat of substitutes, power of buyers and power of suppliers” Johnson et al (2017). The aim of the Porter’s forces model is to evaluate the root causes of profitability in an industry through the competitive forces. This said, if competitive forces in an industry are” high or intense, the profit potential is low or will decrease and will affect the profit potential of an industry, both positively and negatively”. The five forces are: -
• “Threat to new entrants. New entrants bring new capacity and the desire to gain market share that put pressure on prices, costs and the rate of investments necessary to compete”. 
• “The power of buyers means that the prices and service offered should be just as good as the competition or even better”.

• “The power of suppliers is also important. For instance, they can be the key to new innovations which bring in more clients for Nokia”. “Therefore, Nokia should aim to build strong relationships which are profitable for both parties”.

• “Rivalry among existing competitors examines how intense the current competition is in the market place determined by the number and size of existing competitors, industry growth, product differentiation and exit barriers”. “This said it is better for Nokia to focus on positive sum competition to keep clients than a zero sum competition which can lead to destruction for all competing parties”, Porter (2008).

• “Threat of substitute: Substitutes are products or services that offer a similar benefit to an industry’s products or services, but by a different process” (Whittington and Scholes ,2011).  

5.1	THE COMPETIVIE POTTER’S FIVE FORCES FRAMEWORK
Please See Appendix III.












Porter's Five Forces Model

[image: https://usercontent2.hubstatic.com/6711661.jpg]
Figure   Source: https://toughnickel.com/industries/A-Porters-5-forces-analysis-on-Nokia


6.0.	RECOMMENDATIONS

6.1.	CORPORATE LEVEL STRATEGIES FOR DEVELOPING AND SUSTAINING NOKIA’S COMPETITIVE POSITION

6.2.	The Ansoff’s Matrix

The Ansoff’s Matrix explains that “there are four strategies to grow your company, each with a different level of risk, market penetration is the safest course to take because you already know the products and the market that you will be targeting, Forbes (2018). “Selling more products to an exciting customer, finding new customers within these markets or widening the range of exciting products requires little research and risk, but can it achieve your businesses growth objectives” Forbes (2018). “Lowering prices to compete with competitors may not work for everyone like it has done for Walmart” Nokia can learn from Apple who uses aggressive marketing campaigns for selling more iPhones and iPads to its current market” Forbes (2018). According to Panmore Institute, “Market penetration is Apples second most intensive strategy for growth” and in my mind Nokia can do the same Forbes (2018).
Nokia’s foremost strategy should be “product development, new products and models generate an increase in revenue for the company” though Product development is a little riskier as it is uncertain how the market will take to it, insights into the needs of the customer are imperative as well as successful innovation”, Coca-Cola launched Coke Light in 2013, a low calorie and low sugar alternative a few years later it was taken off the shelves” Daykin (2018). 
Nokia can learn from Apple’s product development strategy of “bringing new products and models on the market to generate an increase in revenue for the company, Insights into the needs of the customer are imperative as well as successful innovation” Forbes (2018).   “The world is your oyster and going global offers opportunity aplenty, the obvious markets of Canada, Mexico, Europe and Japan only scratch the surface Daykin (2018).  This said, most successful companies have gone global from Apple to Coca-Cola, Volkswagen to McDonald's. “The perils come from chasing too many opportunities as well as currency fluctuation, a lot of research is required for this strategy as cultural differences can shape the market Nokia could be targeting, assuming its product will be accepted there” Forbes (2018).  In my opinion, functioning speed and keeping up with the requests of Nokia’s customers is critical and does not mean “employing the right staff but ensuring manufacturing can handle the extra order” Daykin (2018).  Below the Ansoff Matrix. 




















Figure 1: The Ansoff Matrix
[image: Ansoff Matrix Diagram]
Source: https://www.mindtools.com/pages/article/newTMC_90.htm
Nokia can also Introduce loyalty scheme, launch price or special promotions, increase sales force’s activities and use the BCG Matrix to check which products require further investment and which ones 
Pohjanpalo (2019) argues that “the “strategic logic” doesn’t look like it’s worked out Nokia’s frequent management changes in its mobile networks unit show there have been problems, management isn’t changed if everything is OK and developing well the mobile network business has had three managers in as many years, with Tommi Uitto being the most recent appointment in November 2018, his predecessors, Samih Elhage and Marc Rouanne, have both left the company, Nokia will need to ensure “stable senior management”.   

11.0. 	Conclusion

According to a McKinsey (2017) report, “the incumbents that succeed in the digital future are those that cultivate organizational agility, an ecosystem mindset and willingness to self-disrupt”.  This is true for Nokia looking at the strategic flaws it went through coupled with changing leadership, arrogance and working in silos, Nokia could have still maintained its market share had she paid attention to scan the internal and external challenges and explore the opportunities at hand, invest more in research and development and AI.  These ingredients will in my opinion encourage NOKIA to engage in “offensive warfare campaigns to market itself and learn from Apple even use Microsoft’s platform to develop its own innovation or move away totally from Microsoft to re-discover itself again and make a bounce back. rather than just defensively reacting to incursions from digital newcomers, and to experiment with the more radical business models needed to thrive in the digital future”, Bhugin (2017).
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	 PESTLE ANALYSIS OF NOKIA

	Political Factors

“Diverse countries have several regulations in producing and selling/buying cellular products”. “The regulations related to the production, import, export and the policies required to fulfil the requirements to set up an industrialized plant by overseas companies, effect Nokia strategies to expand business in different countries”. The Nokia has been situated in the European country of Finland, the government over there has not been given much perks to the Nokia”. “Nokia has been doing a lot of business with the Microsoft which has itself opened many new avenues to the political arena”. “There are many new political domains of the contemporary world that are directly or indirectly impacting Nokia in many ways”.

	Economic Factors

“Economic factors of various countries should be analyzed. Nokia needs to confirm that where it can set its business operations it can maximise its profit”. “The interest rates, exchange rates, demand, taxes and buying power of the targeted population is very necessary”. “They hugely effect both the country and company operations”. “Nokia has been suffering a great downfall with the increased turmoil in the whole Europe”. “The economic decline in Europe has greatly laid great ramifications on the Company”. “Apart from this Nokia itself is lacking the revenue need to be spend on the intense research require for making the product which is up to the mark as well as economical for the customers from every background”.
	Social Factors

“Social factors involve education, modernization, advancement and development and population/demographi”c. “Nokia can put best efforts to operate globally in countries with high trend towards the cellular products”. Culture, age and geography are although point of consideration in social dynamics, but enough acceptance towards the cellular technology sector successfully is more important”. “The biggest concern of Nokia is that Nokia has collaborated with Microsoft and in the contemporary scenario it is the Android that is appealing to the customers”.  

	Technological Factors

“Technology is one of the very significant factors in cell phones industry”. “Innovation is very fast therefore current and speedily creativity is necessary”. “The way to produce devices and specially the features they contain are more significant”. “Nokia should focus on this deeply”. “Nokia has not been actively involved in adapting to technological advancement which has culminated to its downfall as compared to industry.  Nokia should be attuned to technological advancements to keep up with the trends and cope with the emerging needs of customers.

	Legal Factors

Legal rules and regulations set by the regulated bodies for the business operations are very important to follow. Especially when going international need different rules by different government of the countries. Nokia needs to have correct copy rights of its designs so that it can legally protect its products form copying

	Environmental Factors

“Green products or called the environmental friendly products are now days more accepted by the population due to pollution related issues. Corporate social responsibility and user friendly products are very important as environmental factors”.
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	NOKIA RISK ASSESSMENT 
	MITIGATION

	
Diversification and Product Development 

Critical as explained in the Ansoff’s framework in my report.


Aggressive marketing campaigns

Nokia needs to invest in warfare marketing campaigns.








Invest in Research and Development
And staff development.

To survive in this fast-moving technological advancing world, Nokia needs to invest in R&D and staff development to be agile.









Alliances

The purpose of alliances in the business world is the sharing (transferring) of risks and resources. Currently Nokia is working in collaboration with Microsoft, who is providing them with new software called Windows 8.





Market Research and Marketing

Nokia has to understand the markets and to analyse and predict future demands, which is why accurate market research is essential











Sustainability

Energy efficiency and the sustainable use of materials















· Risk of outsourcing

	

Nokia should target new markets and groups to maintain competitive advantage.

Follow Apple’s aggressive campaigns to maintain competitive advantage.




Nokia needs to invest more in staff development, R&D and developing mobile phones that are clearly unique from competitor’s products. It can also mean to create new similar products which Nokia will be doing with the development of their own tablets (Milne, 2012). This, however, bears new risks that the company has to deal with, as they are penetrating a market that might already be saturated. A more daring strategy for Nokia would be to look for completely new markets, target groups and products. These aspects – product and market development as well as diversification

Nokia has to differ clearly from its competitors in order to get back its competitive advantage, and this will not be possible if it keeps using Microsoft technology, that several other phone manufacturers offer too. To treat the risk of a too high dependence on Microsoft, Nokia should think about either being very innovative and developing unique software on their own or entering new alliances with other companies. 


The company has to improve in this area, and might want to think about bringing in new people, methods or even hiring a special agency for these tasks, to avoid mistakes like group-think and too narrow assessments that have been made in the past. On the basis of clear results from market research, target groups can be established and appropriate marketing measures can be implemented. With this the consumers’ perception of the brand Nokia will improve which will help to mitigate reputation risk. Furthermore, marketing will increase customer acquisition and retention, which will increase sales and mitigate financial risk.  

Nokia needs to work hard and focus on energy efficiency and the sustainable use of materials for its products which will boost sales and boost consumers’ preferences. Nokia is increasingly purchasing green energy in order to reduce CO2 emissions. The mobile phones are made with materials that can be re-covered and re-used as materials, or to generate energy in the recycling process. Nokia very carefully selects suppliers in order to ensure they comply with environmental and social requirements.
· creating awareness for recycling and offering “the world’s largest take-back programme for old mobile devices.

· Nokia is increasingly purchasing green energy in order to reduce CO2 emissions.

Continuous monitoring of political factors, assessment of internal and external factors by PESTEL/SWOT or TOW’s frameworks to mitigate future threats.




16.0.	APPENDIX III PORTER’S COMPETITIVE FIVE FORCES FRAMEWORKS  

	Threat of new entrants

	Power of suppliers


	· “The barriers to entry in the mobile phone industry is high because any new entrants will need high investments in R&D & technology. 
· “The threat is unlikely as the start up cost of entering into the market at a high level needs a lot of investments and time.
· The threat of new entrants is very low for NOKIA.
How Nokia can respond to threat of new entrants

· Limit pricing
· Creating economies of scale
	· “Although Nokia relies on its suppliers to supply equipment for their advanced mobile phones there are actually a number of large equipment makers, which Nokia could switch to”.
· “The software suppliers for their Smartphones are now Microsoft, who will have a very high bargaining power”.
· “On the other hand, Nokia has recently created an alliance with Microsoft for their software which would be considered as a major coup for Nokia more than Microsoft. As a result, Microsoft will have a lot of power when negotiating a price and share because the deal is more beneficial to Nokia than Microsoft”.
“Nokia has a moderate to high threat from the powers of suppliers because although the hardware suppliers have a very low power, Microsoft’s power over the software is very high because they’re very few other organisations who have the expertise and skills to rival Microsoft”.

How Nokia can respond to high Bargaining Power of   Suppliers

· “By building efficient supply chain with multiple suppliers”.
· “By experimenting with product designs using different materials so that if the prices go up of one raw material then company can shift to another”.
· “Developing dedicated suppliers whose business depends upon the firm. One of the lessons Nokia Corporation can learn from Wal-Mart and Nike is how these companies developed third party manufacturers whose business solely depends on them thus creating a scenario where these third party manufacturers have significantly less bargaining power compare to Wal-Mart and Nike”.


	Bargaining Power of buyers:

	Threats of substitute’s products


	
· “The power that customers have is rising because of the increasing number of choices in the mobile telecommunication industry”.
· “With a lot of the Nokia competitors all offering similar packages (e.g. unlimited texts and calls) the industry is very price sensitive with customers seeking out the best value for money”.
· “Long term contracts with service providers for customers.   
· Bargaining power is high.

How NOKIA can respond to bargaining power of buyers
· “By building a large base of customers. This will be helpful in two ways. It will reduce the bargaining power of the buyers plus it will provide an opportunity to the firm to streamline its sales and production process”.

· “By rapidly innovating new products. Customers often seek discounts and offers on established products so if Nokia keeps on coming up with new products then it can limit the bargaining power of buyers”.

· 
·  “New products will also reduce the defection of existing customers of Nokia Corporation to its competitors”.



	
·  “Currently, phones are essential Customers would find it hard to communicate through social  media on day today basis.
· Notion of being able to constantly communicate any time makes the phone a critical communication media“
· A mobile phone can be dissected into the key function where there are substitutes for the functions, such as the camera function on a mobile phone can be substituted for a digital camera which can do a better job than the camera in a mobile phone”.
“The threat of a substitute product is very low due to the fact a mobile phone is no longer just for making calls but for all the other function as well are expected on all mobile phones”. 

How Nokia Corporation can respond to the Threat of Substitute Products / Services

· “By being service oriented rather than just product oriented”.
· 
· “By understanding the core need of the customer rather than what the customer is buying.
· 
By increasing the switching cost for the customers”


	
Competitive rivalry
	

	
· “Nokia has lagged behind technological advancements and just released its smart phone when the competitors have moved to androids like Apple”.
· There is also very little differentiation between the competitors which means any new smart phones in the market, like Nokia Lumia, will find it difficult to tempt existing iphone and HTC customers to switch”.
· “Intense competition from large companies such as; Apple, HTC, Blackberry, Sony Ericcson and LG, ect.”
“Competitive rivalry is high for Nokia.



How Nokia can respond to intense rivalry among the Existing Competitors in the Industry.

· “By building a sustainable differentiation”.

· “By building scale so that it can compete better”.

· “Collaborating with competitors to increase the. market size rather than just competing for small market”.



	



Source:  
ToughNickel (2017). “A "Porter's Five Forces" Analysis of Nokia”. Available [online] at https://toughnickel.com/industries/A-Porters-5-forces-analysis-on-Nokia. 
http://fernfortuniversity.com/term-papers/porter5/analysis/3769-nokia-corporation.php
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