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[bookmark: _Toc144294469]Chapter 1: Introduction
[bookmark: _Toc144294470]1.1 Background
When it comes to marketing and consumer habits, branding is essential. It goes beyond simple recognition to include the deeper, more intangible ties that customers feel to the things they buy. Understanding the impact of branding on customer behaviour is becoming more important as smartphone industry rivalry heats up. Once a mobile industry powerhouse, Nokia's story provides an intriguing case study for this kind of investigation. Despite its reputation for longevity and dependability, Nokia has seen a drop in market share as a result of the rise of the smartphone (Chovanová et al., 2015). It reappeared with new products after an absence, hoping to restore the once-popularity of the brand. With the market changing so rapidly, this shift prompts doubts regarding the durability of brand association on customer preferences. Insights on the durability of brand perception and its continued relevance in the face of shifting technology landscapes may be gained by analysing the effect Nokia's long-standing brand identity has on consumers' decisions today.
[bookmark: _Toc144294471]1.2 Rationale of study
Using Nokia's resurrection as a case study, this research seeks to dive into the complex link between branding and customer behaviour. The importance of branding has been established, but there hasn't been much investigation into how the return of a once-dominant brand could change people's tastes. This research aims to understand the long-term impact of branding on consumer behaviour by analysing how people feel about Nokia phones and why they choose to buy them. One way to get insight into the malleability of customer preferences and the significance of historical brand associations in determining present decisions is to examine how the nostalgia connected with the Nokia brand interacts with current market conditions (Mansoor et al., 2022). Nokia's marketing initiatives, and those of other businesses looking to reestablish themselves, may benefit from the results. Additionally, the research makes a contribution to the academic debate by bridging the gap between theoretical findings on branding and their practical ramifications in the context of a growing business. 
[bookmark: _Toc144294472]1.3 Aims, objectives, and research questions
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.
Questions: Research questions are given on the following:
1. What are the important elements that affect users' choices to purchase Nokia phones?
2. How do branding affect consumers' opinions of Nokia phones?
3. What are the impact on customer behaviour of Nokia's outstanding reputation for quality, dependability, innovation, and connection?
4. What are the reasons of success of Nokia's marketing initiatives in shaping customer behaviour and fostering a favourable perception of the Nokia brand?


[bookmark: _Toc144294473]Chapter 2: Literature review
[bookmark: _Toc144294474]2.1 Branding
Branding is the practise of giving a product, service, or business a recognisably separate identity by the deliberate use of marketing techniques such as logo design, slogan creation, and the cultivation of positive consumer associations. It includes not only the tangible qualities, but also the mental and emotional associations that customers have with the brand. Branding has far-reaching consequences for consumers' final purchases. A well-known and respected brand can do wonders for sales, customer loyalty, and overall satisfaction (Nguyen and Mogaji, 2022). It makes it easier to settle on one option out of several by serving as a reliable touchstone. Customers tend to think that branded goods are of higher quality because of branding. In addition, companies establish an emotional connection with their customers, which increases brand loyalty and customer retention (Lim et al., 2023). The success of a business in retaining and expanding its customer base is proportional to its ability to create meaningful relationships with its core demographic. 
[bookmark: _Toc144294475]2.2 Consumer behaviour
Research on customer preferences, purchases, and use patterns is referred to as consumer behaviour. It covers a broad variety of topics, from mental health to societal concerns to economic factors. Consumer behaviour has a significant impact on business decisions. A better knowledge of the factors that impact customers' choices may help businesses enhance the efficiency of their marketing. Value judgements, attitudes, interests, cultural norms, and societal influences vary greatly from person to person. Consumer behaviourists also examine how people choose between competing options and ultimately make purchases (Liao et al., 2023). Marketers use this data to strategically position products, develop engaging messaging, and design unforgettable events for their customers. By learning more about their consumers' desires and needs, businesses may better tailor their marketing efforts, keep existing clients, and attract new ones. 
[bookmark: _Toc144294476]2.3 Consumer preferences
A consumer's strong preference for one group of products or characteristics over another is referred to as a preference. These decisions are affected by one's past experiences, one's culture, one's morals, and one's basic needs. Consumer preferences play a role in buying decisions because they direct buyers to products that are suitable for their requirements and desires. It is impossible for businesses to provide what their consumers want if they don't know what those customers want (Machi et al., 2022). Companies might potentially enhance their sales by understanding consumer preferences and then making more informed choices regarding product creation, marketing, and pricing. Customers are more inclined to buy and more happy and loyal to the brand when there is consistency between the two. 
[bookmark: _Toc144294477]2.4 Impact of branding on consumer behaviour and preferences in terms of buying Nokia Phone
The popularity of Nokia phones, for instance, is largely due to the positive image the company has among consumers. Once the undisputed leader in mobile phones, Nokia has seen its market share eroded by the advent of smartphones. However, the brand's return in the market presents a rare chance to analyse the impact of branding on consumers' preferences in a rapidly developing technical context. Consumers have faith in Nokia because of the company's long history of producing durable and reliable products (Verma and Kumar, 2022). The influence on consumer behaviour of this favourable link is substantial. Risks connected with buying a Nokia phone are minimised due to the brand's recognition and reliability. 
When consumers have several options to pick from, they are more inclined to choose with a trusted brand. Because of the positive associations consumers have with the Nokia brand, they are more likely to purchase Nokia products. Nokia's comeback appeals to customers' sentimental attachment to the brand from their youth. Many people's first mobile phone was a Nokia, and they remember it with a lot of nostalgia. The sentimental value added by this emotional link has a significant impact on consumers' decisions (Carroll et al., 2022). People may be more likely to purchase a Nokia phone not merely because of its qualities, but also because doing so brings back fond memories. For consumers that place a high value on the memories linked with a particular brand, this sentimental connection may be quite persuasive. 
Consumers' evaluations of a product's quality and worth are profoundly influenced by its branding. The branding work done by Nokia emphasises the company's dedication to excellence, dependability, and new ideas. Customers' choices in selecting a new phone might be affected by this impression of superior quality. There may be newer rivals in the market, but customers may still be attracted to Nokia phones because of the brand's longstanding reputation for quality. Consumers may attribute more value to Nokia phones because of the company's reputation for reliability. Brands that successfully foster loyalty among their target audiences see increased sales over time (Arachchi, 2022). Customers who have had good experiences with Nokia phones in the past are more committed to the brand. Their tastes are shaped by the degree to which they have been satisfied in the past and the level of trust they have built up through time. 
When given a choice, this devotion may manifest itself in a continued fondness for Nokia mobile devices. Consistent customers who choose Nokia phones over competitors may be achieved via brand initiatives that foster loyalty. Branding is very important in today's oversaturated market. Nokia's branding efforts distinguish the firm from rivals by emphasising its rich heritage and unwavering commitment to quality (Dey et al., 2023). Nokia might be a good option for those in the market for a smartphone because of its distinct appearance. Customers are more likely to be loyal to a brand that stands out from the crowd, since their allegiance will be based on more than just price. 
Consumers' decisions to buy Nokia phones are heavily influenced by the company's brand. Numerous aspects of the Nokia brand—its reliability, emotional resonance, perceived quality and value, ability to inspire loyalty and set the company apart—influence consumer decisions. Nokia's recent success in the smartphone industry exemplifies how strong branding can reawaken customer interest and shape purchasing choices (Junior Ladeira et al., 2022). Understanding these branding dynamics is crucial for the survival of the brand in today's rapidly changing technology landscape.
[bookmark: _Toc144294478]2.5 Brand equity theory
According to brand equity theory, a brand's value comes from more than just its parts. It's everything that happens because of a well-known brand, from greater sales to positive PR. All of these factors have an effect on how potential buyers respond to a product for the first time. The reputation of a company influences how much people like its products (Santos et al., 2022). Consumers are less likely to test a new brand if they already have a positive association with an existing one. The emotional investment consumers have in a brand over time affects their tendency to buy that brand. Consumers typically attribute more value to well-known brands because they have come to associate such brands with better quality. When people associate a brand with a certain level of quality, they may choose it over competitors. Additionally, brand loyalty, an integral part of brand equity, results in consumer retention and the propensity to pay a premium. Despite the availability of other products and services, consumers who have formed an emotional connection with a particular brand are less inclined to switch (Husain et al., 2022). Their dedication to ultimately affects the choices they make in the store. Brand equity theory essentially argues that people's preferences and purchases are influenced by the way they feel and think about a brand. Brands with high equity not only guarantee first-time buyers, but also provide the groundwork for long-term connections with consumers and brand advocacy.
[bookmark: _Toc144294479]2.6 Emotional Branding Theory
According to the emotional branding theory, customers' purchasing choices may be influenced by firms' ability to establish strong emotional bonds with them. This method acknowledges that consumers often base their purchase decisions on how they emotionally connect with a brand rather than on the qualities of that brand alone. Positive emotional connections with a brand are fostered via emotional branding, which has a significant influence on consumer spending (Mandarić et al., 2022). Consumers are more likely to form an emotional connection to a brand when they feel positive emotions such as joy, nostalgia, or a sense of community when interacting with the product or service. Customers are more likely to stick with a brand after forming strong emotional ties to it. Emotional branding takes use of the fact that consumers are more likely to show loyalty to a brand if it speaks to their own values and objectives. Furthermore, in highly competitive marketplaces, emotional branding helps brands stand out. Emotionally charged brands are more likely to be recognised and purchased in the future. As a result, customers are more likely to choose companies that make them feel a certain way (de Amorim et al., 2022). The core idea behind emotional branding theory is that a brand may become more than just a commodity when it successfully engages its target market on an emotional level. This influences their purchasing habits, which in turn increases brand loyalty and advocacy. 
[bookmark: _Toc144294480]2.7 Literature gap
There is a conspicuous void in the research on the topic of branding's influence on customer behaviour and preferences in the context of Nokia's brand rebirth. Most studies only examine well-established brands, skipping over the factors that may contribute to the success of a once-dominant brand's comeback. Only a small amount of study has looked at how Nokia's legacy and the shifting tastes of smartphone buyers interact. In the case of the Nokia brand, the relationship between nostalgia, emotional branding, and customer behaviour is mostly uncharted. This study intends to fill that knowledge vacuum by examining how Nokia's rebranding affected consumers' perceptions and ultimately their purchasing choices, thereby shedding light on the enduring power of positive brand associations in a volatile market.


[bookmark: _Toc144294481]Chapter 3: Methodology
[bookmark: _Toc144294482]3.1 Philosophies 
Positivism serves as the overarching theoretical framework for our investigation. The study's goal is to examine the effect of Nokia's branding on customer behaviour and preferences, therefore positivism is a natural philosophical fit. Empirical observation and quantifiable facts are given special weight in this philosophical approach, with a focus on the identification of overarching patterns and the establishment of causal linkages (Creswell, 2014). With a positivist approach, this study hopes to shed light on the complex dynamics at play at the intersection of branding, consumer emotions, and the decision-making process.
[bookmark: _Toc144294483]3.2 Research Technique
Deductive reasoning is used as the method of inquiry. The foundation of deductive reasoning is the testing of hypotheses based on preexisting beliefs and ideas. The researcher may create unique hypotheses on why people buy Nokia phones by first drawing on well-established ideas like brand equity and emotional branding. These hypotheses provide a framework for evaluating the data obtained to determine whether or not it supports the theoretical assumptions being tested (Sekaran and Bougie, 2016). This method lends credibility and precision to the investigation of the nexus between brand awareness, consumer sentiment, and final purchase choices. 
[bookmark: _Toc144294484]3.3 Data Collection Method 
In order to get comprehensive and multidimensional understanding, it is necessary to use a strategic mix of data gathering techniques. One hundred Nokia phone owners will first fill out an organised questionnaire. There is a good mix of open-ended questions and Likert scale items in this survey instrument. Objectives include developing a quantitative method for gauging customer tastes, deciphering emotional ties, and identifying key decision-making influences (Creswell, 2014). Along with interviews with experts in the field, a comprehensive literature analysis provides further theoretical support for the research. The analysis is supported by this body of knowledge, which also offers the necessary background for comprehending the empirical results. 
[bookmark: _Toc144294485]3.4 Data 
The research takes a synthesis of qualitative and quantitative methods. The questionnaire's quantitative data collection provides statistical insights into the complex web of customer preferences and behavioural inclinations. Qualitatively, the survey's open-ended questions provide a window into the complex emotional web of brand connections and their effect on consumers (Neuman, 2013). This all-inclusive approach incorporates both quantitative and qualitative research techniques, providing a fuller picture of the dynamic between branding and customer behaviour. 
[bookmark: _Toc144294486]3.5 Data Analysis Method 
Descriptive analysis is used to get insights from the data. Numerous statistical methods are used to quantitative data, which is a gold mine of reactions from customers. Using these methods, previously invisible preferences, trends, and subtleties may be revealed. In addition, theme analysis is used to the qualitative information gleaned from free-form questions. This method uncovers recurrent feelings and themes about consumers' emotional relationships with the Nokia brand (Yin, 2017). This two-pronged strategy elucidates a whole picture, including the emotional and logical factors that play a role in consumers' final judgements. 
[bookmark: _Toc144294487]3.6 Time Horizons 
This analysis makes use of a cross-sectional time span. Using this method, information is gathered at once, providing a picture of current consumer behaviour and preferences in regards to Nokia phones. This temporally constrained viewpoint is suitable for investigating the present, since it gives sharp insight into the connection between branding, emotional connections, and consumer choices. 
[bookmark: _Toc144294488]3.7 Sampling 
A total of one hundred Nokia phone owners were recruited for the research through a non-probabilistic method of convenience sampling. This technique of sampling is selected because it is easy to use and may quickly get access to participants. To ensure that the collected data is reflective of the general population, the sample was designed to include people who use a wide variety of Nokia phones (Bryman, 2016). It is understood, however, that the sampling strategy may have some built-in bias owing to its focus on efficiency. 
[bookmark: _Toc144294489]3.8 Ethical Considerations
The cornerstone of this research is built on ethical issues. Getting participants' informed permission is a top priority, so that we can gather accurate data. This protects the rights of research participants by making sure they understand the study's goals. By using anonymous identifiers, we can guarantee the privacy of our users without compromising their anonymity. There will be no repercussions for participants who decide to leave the research early. The collected information will be kept confidential and used only for research (Creswell, 2014). Proper citation and acknowledgement of sources from scholarly journals will also be maintained to uphold ethical research practises and add credibility to the study results. The research will be conducted in accordance with the highest ethical standards to protect the rights of participants and ensure the reliability of the results.


[bookmark: _Toc141310402][bookmark: _Toc144294490]Chapter 4: Data analysis and findings
Are the features and specifications of Nokia phones important factors in your decision to purchase them?
[image: ]
Eighty percent of those surveyed placed a high importance on the features and characteristics offered by Nokia smartphones. This indicates that the technological specifications of Nokia phones are quite important to the participants. One possible interpretation of their fixation on product details is that they are tech-savvy shoppers who prioritise features and specs when making purchases. This further emphasises how crucial it is for Nokia to deliver on these promises if it wants to win over and keep this demographic of smartphone buyers. The other 20% of those surveyed said that the phone's features and specs don't have much of an impact on their choice of Nokia device. This segment of consumers may place less importance on technical specifications and more on brand loyalty, design aesthetics, and word-of-mouth recommendations. This finding suggests that customers have varying tastes, suggesting that Nokia's branding efforts might benefit from a more all-encompassing strategy.





Do you consider the design and aesthetics of Nokia phones when deciding to buy them?
[image: ]
Seventy-five percent of respondents said that the look and feel of Nokia phones is an important factor in their decision. This overwhelming majority provides strong evidence that many respondents put a premium on Nokia phones' aesthetic qualities. This may indicate that customers are interested in products that meet their aesthetic needs as well as their practical ones. The emphasis on visual appeal shows that it plays a significant role in shaping consumers' emotional attachment to the product and the company that produces it. While 75% of people said design and aesthetics were important to them when choosing a Nokia phone, 25% said they didn't care. This segment of the population may place less value on aesthetics and more on other factors, such as functionality and/or brand loyalty.


Are pricing and affordability key factors influencing your choice to purchase Nokia phones?
[image: ]
Sixty-three percent of respondents said that low prices and accessibility are important considerations when choosing a Nokia phone. This large proportion of respondents seems to put a premium on cost-effectiveness when making phone purchases. This shows the significance of Nokia's aggressive pricing methods in winning and keeping a large market share. Affordability-conscious consumers may be more responsive to price reductions and promotions, making pricing a critical brand success lever. On the other hand, 37% of people said that price and affordability don't play a significant role in their choice of Nokia phone. This segment of the market may place less importance on price and more on other factors, such as product features, brand reputation, or performance. 


Do recommendations from friends or family play a role in your decision to buy Nokia phones?
[image: ]
The majority of respondents (56%) said they consider recommendations from friends and family when buying big purchases like Nokia phones. This large percentage indicates that many consumers rely on the feedback of those closest to them when making decisions about Nokia. This highlights the significance of social relationships and word-of-mouth marketing in moulding consumer habits. Nokia phones' legitimacy and appeal may be boosted when endorsed by reputable individuals. On the other hand, over half of respondents (44%) said that they never consider the opinions of friends and family when making a purchase choice. This group of people could give less weight to third-party recommendations in favour of things like technical specs, individual research, or brand repute. 


Does Nokia's brand reputation influence your perception of the quality of its phones?
[image: ]
Sixty-seven percent of respondents said they were influenced by Nokia's brand reputation when making a decision on the quality of Nokia's phones. This large percentage indicates that many people place a high value on people's perceptions of Nokia's reputation when making their purchase decision. The significance of Nokia's past and the trust it has earned over the years is shown by this correlation between brand reputation and product perception. When people think of Nokia phones, they often think of quality and dependability because of the brand. However, one-third of those surveyed said they cared neither for nor against Nokia's fame as a phone manufacturer. Some of the people taking part may place less weight on the brand's reputation and more on the phones' specific qualities and performance.


Are you more likely to trust Nokia phones due to their historical reputation for dependability?
[image: ]
About 90% of those who were questioned said they trusted Nokia phones more than other brands because of the company's longstanding reputation for reliability. This resounding majority demonstrates that Nokia's established reputation as a trustworthy brand has struck a chord with a sizable audience. The fact that the Nokia name is synonymous with dependability is no doubt an advantage, since it inspires confidence and peace of mind in the minds of consumers. However, 10% of those polled said they don't trust Nokia phones more because of their track record of reliability. It is possible that this segment of the population uses criteria other than brand loyalty to evaluate the reliability of Nokia handsets.

Does the branding of Nokia phones affect how you view their level of innovation?
[image: ]
Sixty-one percent of respondents said that they are influenced by Nokia's brand image when considering the amount of innovation in Nokia's phones. This large majority indicates that many people think the brand's message and image have an effect on how innovative they consider Nokia phones to be. This correlation between branding and innovation highlights the significance of branding in shaping public opinion and guiding product development. The public's impression of Nokia's technical prowess may be improved by strategic branding. However, 39% of people said that they didn't let Nokia's name impact their opinion of the phones' innovativeness. Some of the audience may not take branding signals into account when evaluating innovations, instead relying on other evidence like technical specifications or first-hand experience. 


Does the brand's connection with nostalgic memories influence your opinions about Nokia phones?
[image: ]
Seventy-one percent of respondents said that the connection between the brand and fond memories makes them more likely to choose Nokia phones. This overwhelming majority implies that many people take into account and appreciate the positive associations they have with the Nokia brand as a result of fond recollections. This sentimental investment further colours their overall impression of Nokia handsets. Positive associations with the past have been shown to increase consumer preference for a product. On the other side, 29% of people said that their perception of Nokia phones is unaffected by the brand's association with fond memories. This segment of the population may place more weight on technical characteristics or more recent experiences than sentimental ties to the past. Nostalgia is a powerful and sometimes subliminal impact, so It is feasible that there is an emotional link even within this group.

Does Nokia's reputation for quality and dependability impact your decision to choose their phones over other brands?
[image: ]
Seventy-eight percent of respondents said they would be more likely to buy a Nokia phone because of the company's good reputation for quality and reliability. This large percentage of people likely recognises and appreciates Nokia's historical reputation as a trustworthy and high-quality brand. Consumers have a tendency to favour Nokia phones when weighing their alternatives because of the positive connotation they have with the Nokia name. On the other hand, 22% of people said that Nokia's good reputation for reliability and quality had no effect on their preference for Nokia phones. Brand reputation may play a secondary role in the purchasing choices of this group of consumers because they place more weight on other considerations, such as design, features, and price. 


Does Nokia's strong reputation for innovation and connection with technology influence your preference for their phones?
[image: ]
Eighty-six percent of respondents said they would choose a Nokia phone because of the company's reputation for innovation and technological connectivity. This overwhelming majority indicates that many respondents appreciate Nokia's reputation as a forward-thinking company. Customers are more likely to choose Nokia phones over other brands because of the positive associations they have with innovation and the company's reputation for technical leadership. However, one in seven people said they don't care about Nokia's stellar reputation for technological innovation. It is possible that factors like pricing, functionality, and aesthetics will be more important to this group than the brand's history of innovation.


[bookmark: _Toc141310403][bookmark: _Toc144294491]Chapter 5: Conclusion and recommendations
[bookmark: _Toc133696886][bookmark: _Toc141310404][bookmark: _Toc144294492]5.1 Conclusion
What are the important elements that affect users' choices to purchase Nokia phones?
There are a variety of elements that go into consumers' choices to purchase Nokia phones. Consider factors such as the product's cost, quality, how it makes customers feel, how aesthetically pleasing the design is, and how many features it offers. It is essential that Nokia has a long history of making reliable products. Design and aesthetics reinforce the emotional connection, while cutting-edge functionality and technology up the ante. The cheap costs and widespread availability will appeal to frugal shoppers. Recommendations from friends and family, fond memories, and brand loyalty all play a role in shaping consumer preferences. Nokia's branding, marketing, and product development might benefit from a deeper grasp of consumer preferences and needs.
How do branding affect consumers' opinions of Nokia phones?
Consumers' impressions of Nokia's products' quality are strongly influenced by the company's branding. Feelings, connections, and communications all have a role in how consumers see a brand. How consumers feel about a company's brand has a significant impact on their opinions of the product's quality, uniqueness, and reliability. Emotionally engaging branding strengthens connections with consumers by tapping into their own experiences and associations. Nokia's branding also serves to showcase the company's unique benefits over competitors. Brand loyalty may be influenced by maintaining a unique identity and consistently delivering on brand promises. Branding allows Nokia to successfully convey its strengths, beliefs, and distinction to customers, influencing their favourable perceptions of the company and inspiring brand loyalty. 
What are the impact on customer behaviour of Nokia's outstanding reputation for quality, dependability, innovation, and connection?
The positive associations that consumers have with Nokia due to the company's stellar reputation for quality, reliability, innovation, and connectivity are substantial. Because of these qualities, consumers are more inclined to favour and trust Nokia phones. When consumers have favourable impressions of a brand, they are more likely to feel confident about making a purchase. Because of this fame, customers are more likely to return and tell their friends about the business. Many customers also trust Nokia as a leading innovator in the IT industry. Reputation impacts consumer actions in a favourable way, leading to more purchases, repeat business, and word-of-mouth promotion via the cultivation of emotional connections, enhancement of perceived value, and loyalty. 
What are the reasons of success of Nokia's marketing initiatives in shaping customer behaviour and fostering a favourable perception of the Nokia brand?
There are a number of reasons why Nokia's marketing campaigns have been so effective in changing consumers' habits and elevating the company's public image. First, Nokia's trustworthiness is built on the brand's longstanding reputation for quality. Second, Nokia's innovation is highlighted by the company's clear and concise explanations of the features and benefits of its products and technologies. Thirdly, emotional branding is effective because it draws on customers' memories and feelings. In addition, when the message is always clear and consistent, the brand becomes more recognisable to your target audience. Participation in online communities and in-person volunteer efforts foster feelings of community and loyalty. Nokia is able to successfully influence customer behaviour and nurture a favourable brand image by catering to a wide variety of consumer demands, innovating without abandoning its roots, and using a wide range of marketing methods. 
[bookmark: _Toc144294493]5.2 Recommendations
Nokia's branding initiatives would benefit from a continued focus on the company's longstanding commitment to quality and reliability. Consumer trust may be boosted and Nokia's market share can be increased by reinforcing the good connections consumers already have with the brand (Arachchi, 2022). Nokia should use cutting-edge methods of communication in order to maximise the effect of the brand's well-deserved reputation for innovation. Branding efforts that focus on Nokia's technical innovations and ground-breaking features may help establish the company's image as a leader in the tech industry (Mandarić et al., 2022). Nokia could build on the correlation between emotional branding and customer feedback by creating ads that make people feel warm and fuzzy inside. 
Narratives based on customers' actual interactions with Nokia have been shown to increase attachment to the brand and customer loyalty. Nokia should prioritise value-driven communications in order to capitalise on the brand's reputation's influence on consumers' purchasing decisions. Increased customer retention and advocacy may result from demonstrating the value of reliability, creativity, and quality in responding to client demands (Husain et al., 2022). Nokia should keep its brand message consistent across all of its marketing platforms for maximum effect. Consistency helps people remember key aspects of the Nokia brand and identify them with the brand itself. Nokia should encourage a feeling of community among its consumers in order to capitalise on the benefits of collaborative interaction. 
To do this, businesses may host events, forums, and other online gatherings where customers can talk about and interact with the brand. Nokia has to constantly release innovative new features to maintain its status as an industry leader (Santos et al., 2022). The brand's dedication to advancing technology may be seen in how well its innovations meet the demands and preferences of its target audience. Nokia has to embrace market-competitive pricing methods that reflect the company's established credibility in the industry. Spreading the word that your product is reasonably priced without sacrificing quality will appeal to a large audience. Nokia might create referral programmes that reward users for recommending the company's phones to their friends and family. Nokia has to always be aware of what consumers want and how the market is changing (de Amorim et al., 2022). The brand can better respond to shifting market conditions and technology developments with this data-driven strategy. 


[bookmark: _Toc141310406][bookmark: _Toc144294494]Chapter 6: Limitations
Sample bias may exist due to the use of convenience sampling in this research. It is possible that the voluntarily surveyed people don't reflect the complete spectrum of Nokia phone owners due to their own choices and experiences. This restriction may reduce the data's applicability to the general public. Self-reported information is used in the data gathered via surveys, which might be vulnerable to biases such social desirability bias and memory bias. It is possible that respondents may provide answers that they feel conform to society norms or that they will misremember their own internal deliberations. The study's authors zeroed attention on how Nokia's brand image influences buyers' decisions when it comes to mobile phones. 
While this certainly sheds light on Nokia, It is possible that these conclusions are just relevant to Nokia and not to other businesses or sectors. Data were collected at a particular time and place (cross-sectional design). Time-variant changes in customer tastes, habits, and perceptions of brands are ignored by this method. A longitudinal research may provide further light on the dynamic relationship between branding and these variables. The study relied heavily on a mixed-methods strategy, which included both surveys and scholarly papers. It is possible that the complexity of customer behaviour, which may be impacted by aspects not included in the research, will be missed by this method, despite its quantitative and qualitative benefits. Individuals' unique emotional experiences provide the basis for emotional branding and nostalgia research. Because of their subjective nature, emotions may be hard to objectively measure. 
Research may provide tentative evidence of links between variables, but it cannot prove causation. Consumer behaviour and preferences may also be influenced by other, external variables. The research does not dive thoroughly into how age, gender, or culture may influence consumer behaviour and preferences. These variables may have a large impact on results. Ethical concerns beyond informed consent and confidentiality are not discussed at length in the study. However, future studies should consider the ethical problems of data privacy, prejudice, and possible conflicts of interest. The mobile phone market is dynamic, always adapting to new technical developments and market conditions. It is possible that new developments in technology or changes in market dynamics have affected consumer behaviour in ways that aren't reflected in the results.
[bookmark: _Toc141310407][bookmark: _Toc144294495]Chapter 7: Further research
Longitudinal research would provide light on the dynamic nature of branding's influence on consumers' habits and choices. As branding strategies and market circumstances evolve, this method may track consumers' evolving views, behaviours, and brand loyalty. Future study might investigate the effects of branding on customer behaviour across other mobile phone brands to increase generalizability. This would allow for an in-depth analysis of how different branding tactics affect customers' preferences for a wide range of brands and products (Sekaran and Bougie, 2016). Consumer behaviour and preferences may be understood better if the impact of demographic parameters (age, gender, geography, etc.) is explored. 
The success of a brand's marketing efforts may be improved by studying the reactions of certain demographic subsets. Understanding how branding's efficacy differs across cultural settings and social norms may be gained by investigating the influence of cultural variations on the link between branding and consumer behaviour. Future studies might examine the effects of technological innovations like artificial intelligence (AI), fifth-generation (5G) wireless, and sustainable practises on consumer tastes and the effectiveness of brand adaptations to capitalise on these developments (Neuman, 2013). By combining qualitative and quantitative approaches, we may learn more about the nuances of emotional branding and the ways in which customers interact with a product or service on a deeper level. 
Applying experimental designs may assist determine the effects of various branding techniques on customer behaviour. Causation may be more easily shown via controlled trials that remove confounding factors. Neuroscientific tools, like as neuroimaging or biometric data, may provide light on the cognitive and emotional mechanisms through which branding affects consumers' preferences and purchases. Including more people from different parts of the world in the study will help researchers learn more about the brand's reception in various global marketplaces (Bryman, 2016). A brand's flexibility and resilience could be shown by studying the effects of branding tactics on customer behaviour during times of brand crisis and recovery. Future studies might investigate the effect of branding initiatives on online conversations, reviews, and social media involvement, all of which have the potential to affect consumers' opinions and purchases. 
Researchers may find it useful to examine the effects of branding strategies that highlight sustainability and ethics on customer decisions (Yin, 2017). Researchers may help flesh out our knowledge of the complex interplay between brands, consumer habits, and individual tastes by looking in these ways. The findings from this study would be useful across a wide range of industries and sectors, not just the mobile phone sector.
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Are the features and specifications of Nokia phones important factors in your decision to purchase them?
Do you consider the design and aesthetics of Nokia phones when deciding to buy them?
Are pricing and affordability key factors influencing your choice to purchase Nokia phones?
Do recommendations from friends or family play a role in your decision to buy Nokia phones?
Does Nokia's brand reputation influence your perception of the quality of its phones?
Are you more likely to trust Nokia phones due to their historical reputation for dependability?
Does the branding of Nokia phones affect how you view their level of innovation?
Does the brand's connection with nostalgic memories influence your opinions about Nokia phones?
Does Nokia's reputation for quality and dependability impact your decision to choose their phones over other brands?
Does Nokia's strong reputation for innovation and connection with technology influence your preference for their phones?



2

image3.png
Info 2

= Yes

=No





image4.png
Info 3

= Yes

=No





image5.png
Info 4

= Yes

=No





image6.png
Info 5

= Yes

=No





image7.png
Info 6

= Yes

=No





image8.png
Info 7

= Yes

=No





image9.png
Info 8

= Yes

=No





image10.png
Info 9

= Yes

=No





image11.png
Info 10

= Yes

=No





image1.png
Prifysgol Cymru
¥ Drindod Devi Sant

University of Wales
Trinity Saint David




image2.png
Info 1

= Yes

=No





