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ABSTRACT 

This research explores the consumer-driven reasons behind the decline of Nokia Lumia in the Indian 
smartphone market and how this misstep contributed to the broader fall of Nokia as a mobile phone leader. 

Despite its durable hardware and distinctive design, the Lumia series suffered due to its dependence on the 

Windows Phone OS, which was an ecosystem that struggled in a market increasingly dominated by 
Android‘s open-source flexibility. Drawing on a structured survey of 173 Indian respondents, the research 

identifies key factors that led to consumer rejection: limited app availability, a less intuitive user interface, 

flawed pricing strategies, and inadequate localization. To evaluate these patterns, the research employed 
both descriptive statistics and inferential analysis, including chi-square tests for independence. This 

approach helped assess the significance of relationships between user behavior, brand perception, and 

product features across various demographic groups. The findings show that Lumia failed to resonate 

with the evolving 

Framed through models such as Rogers‘ Diffusion of Innovation, Christensen‘s Innovator‘s Dilemma, and 

Keller‘s Brand Resonance Model, the paper argues that Nokia‘s failure was rooted not so much in 

technological deficiencies but more in its strategic rigidity and inability to adapt to ecosystem shifts.  

Nevertheless, residual brand equity persists in the form of trust, reliability, and nostalgia among Indian 

users. The research concludes with strategic insights for reviving legacy brands in emerging markets, 

emphasizing the importance of ecosystem integration, culturally nuanced marketing, and competitive 

pricing to ensure sustained relevance. 

Keywords: Nokia Lumia, consumer behaviour, brand decline, Windows OS, Indian smartphone market, app 

ecosystem, platform strategy, pricing mismatch, brand equity, innovation diffusion, legacy brand revival.  

INTRODUCTION 
For a generation of Indian consumers, Nokia stood for much more than a mobile phone brand. It was a 

cultural marker and a trusted symbol of reliability. In the pre-smartphone era, the company held dominant 

market share, celebrated for iconic models like the Nokia 1100, N70, and 6600. These devices catered to 
every segment of society, from schoolchildren to corporate professionals. By 2007, Nokia commanded over 

60% of India‘s mobile handset market (Vexa, 2023). However, within a decade, the brand had lost its 

footing and began to rapidly fade from a consumer landscape it had once defined.  

In 2011, Nokia launched the Lumia series in collaboration with Microsoft, introducing premium 
smartphones powered by the Windows Phone OS. The alliance was intended to position Nokia as a serious 

competitor to Apple and the expanding ecosystem of Android manufacturers. While Lumia earned praise 

for its hardware features, including PureView cameras, vibrant displays, and polycarbonate unibody design 
but it was ultimately compromised by the limitations of its operating system. A lack of essential  apps, poor 

developer interest, and an unfamiliar interface  alienated   consumers  already accustomed to the 

Android experience (The New Yorker, 2023; Predictable Profits, n.d.).  

Insights from our primary survey of Indian respondents aged 18–24, particularly digital natives who came 

of age during Lumia‘s presence further reinforce this narrative. A significant 66.7% had never used a 

Lumia device, pointing to the brand‘s failure to engage a demographic known for early tech adoption. 

Among those who had used it, over 60% cited dissatisfaction with the Windows OS and limited app 
availability as primary reasons for abandonment. These frustrations mirror broader market sentiments at 

the time, when smartphones lacking WhatsApp updates, Instagram access, or Google integration were 

quickly deemed obsolete (Gizoom, n.d.). 

By 2013, Android supported over 800,000 apps, compared to the Windows Phone‘s modest  150,000 

(Predictable Profits, n.d.). For Indian youth in particular, who relied heavily on smartphones for social 

interaction, digital payments, content consumption, and productivity; this discrepancy was more than a 

technical issue; it became a dealbreaker. Nearly 74.5% of surveyed respondents indicated they would have 
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considered purchasing a Lumia if it operated on Android, underscoring Nokia‘s strategic miscalculation in 

prioritizing Microsoft‘s ecosystem over consumer preferences.  

Beyond the operating system, Lumia‘s struggles extended to marketing, pricing, and positioning. Brands  
like Xiaomi, Realme, and Samsung aggressively targeted Indian consumers through influencer 

endorsements, localized campaigns, and affordable pricing models. In contrast, Lumia leaned heavily on 

brand nostalgia, This strategy was ultimately proved insufficient. Priced between ₹15,000 and ₹35,000,  the 

devices landed in a ―neither- premium-nor-affordable‖ zone. Survey responses echoed this concern: 64.7% 
felt Lumia‘s features did not justify the price, even though they acknowledged its excellent build quality 

and design. 

The failure to build aspirational value also surfaced in qualitative feedback. Respondents remarked, 
―Nokia was my childhood, Lumia wasn‘t,‖ and ―The phone was good, but not relevant.‖ These reflections 

underline Lumia‘s inability to evolve its emotional equity into contemporary resonance. In a market where 

smartphones often reflect personal identity, Lumia was seen as misaligned i.e., underpromoted, outdated, 
and culturally disconnected. 

Academic studies support this perspective. Research by Keller (2003) and Kumar & Paul (2018) highlights 

the role of brand resonance and cultural symbolism in emerging markets. Varma and Garg (2019) argue 

that brand failures often result from misaligned value propositions and weak ecosystem strategies, 
rather than product flaws alone. 

Strategically, Lumia‘s decline serves as a cautionary tale of misreading consumer behaviour  in fast-

evolving markets. The brand failed not only to offer a compelling product but also to align with shifting 
psychological and functional expectations. Young Indian consumers increasingly sought Android 

smartphones that enabled personalization, provided app-rich environments, and supported ongoing 

innovation, these were the qualities that Lumia simply didn‘t deliver.  

Yet, the Nokia brand name continues to carry emotional value. Over 70% of respondents associated Nokia 
with terms like ―durability,‖ ―trust,‖ and ―reliability.‖ These traits reflect a strong residual brand equity that 

can be revived under favourable conditions (Keller, 2003). HMD Global‘s subsequent efforts to relaunch 

Nokia smartphones on Android saw moderate success, affirming the belief that Nokia‘s brand DNA still 
holds relevance when paired with practical features (The Sun, 2024). 

This paper does more than chronicle the fall of a product line. It investigates how ecosystem compatibility, 

consumer psychology, and strategic missteps can collectively erode even the most iconic brand legacies. 
Lumia‘s story is not just about technological failure, but it is also about the inability to adapt. It‘s the story 

of a brand that didn‘t listen, failed to evolve, and remained culturally distant from its users. 

Ultimately, this research aims to deepen our understanding of consumer-brand dynamics in emerging 

markets. It emphasizes that survival is not solely about innovation; it is about relevance, timing, and 
cultural resonance. The fall of Nokia Lumia is more than a market exit, instead it is compelling research in 

strategic inaction amidst evolving consumer expectations. 

LITERATURE REVIEW 

The Decline of Nokia Lumia – A Multi-Phased Inquiry 

Phase 1: Evolution of India’s Smartphone Market and Shifting Consumer Preferences 

India‘s smartphone market has seen rapid growth over the past decade, fuelled by low- cost mobile data, 
digital initiatives, and rising app usage. With a population over 1.4 billion and a growing middle class, the 

country has become the second-largest smartphone market globally. Indian consumers have become 

increasingly price-sensitive, value-driven, and open to switching brands. 

Counterpoint Research (2018) and IDC (2020) highlight that consumers prioritize features like RAM, camera 
quality, battery life, and brand reputation. However, brand loyalty has declined, especially when better 

alternatives are available at similar or lower prices. This shift reflects Rogers‘ Diffusion of Innovation 

Theory (1995), which emphasizes the influence of early adopters and the early majority in emerging 
markets. Nokia‘s failure to keep pace with these evolving preferences allowed competitors like Xiaomi and 

Samsung to gain ground. 
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Phase 2: Consumer-Centric Explanations for Lumia’s Market Failure 

Lumia‘s downfall was largely due to its use of the Windows Phone OS, which lacked app ecosystem 

support. While its hardware was praised for durability, users found the limited app selection disappointing. 
Wirtz et al. (2010) argue that a strong app ecosystem is essential for platform loyalty, which Lumia failed to 

establish. 

Kotler‘s Five Product Levels Model (2001) helps explain the gap. Lumia met basic expectations but never 

evolved into an augmented or differentiated offering. Users struggled to access common apps like 
Instagram, Paytm, and updated WhatsApp versions. Despite premium pricing, the experience felt 

incomplete, especially compared to Android alternatives. 

Phase 3: Ecosystem Lock-In and the Breakdown of Platform Loyalty 
Operating systems are central to platform loyalty through features like app availability, data syncing, and 

service integration. While Android and iOS built cohesive ecosystems, Windows Phone OS lacked 

developer support and essential third-party apps. 

Cusumano (2010) notes that ecosystems often create more value than individual products. Lumia‘s 

competitive hardware could not compensate for its weaker ecosystem. Christensen‘s (1997) ―The 

Innovator‘s Dilemma‖ illustrates how firms fail when they ignore disruptive changes. Microsoft‘s bundling 

of services like Bing and Internet Explorer further alienated users accustomed to Google‘s offerings. Indian 
consumers increasingly preferred the flexibility and app variety Android brands provided.  

Phase 4: Competitive Pressures and the Rise of Consumer Switching 

Chinese brands such as Xiaomi, Vivo, Oppo, and Realme reshaped the Indian market through low prices,  
high specs, and youth- focused marketing. Their strategies aligned with Porter‘s (1980) principles of cost 

leadership and differentiation. Xiaomi‘s use of flash sales, influencer campaigns, and local language 

features drove widespread adoption. 

In contrast, Lumia retained premium pricing without delivering equivalent value. Oliver‘s Brand 
Switching Model (1999) explains how perceived value and satisfaction motivate brand shifts. As Android 

brands offered better app support and regular updates, many Lumia users transitioned. TechArc (2017) 

found that  consumers in Tier-II cities were especially responsive to rival promotions. 

Phase 5: Marketing and Distribution Gaps in the Indian Context 

Lumia‘s marketing lacked cultural relevance. While competitors like Micromax and Xiaomi localized their 

campaigns, Lumia focused on global messaging and camera features, which failed to connect with Indian 
audiences. Keller (2008) outlines four steps to build brand resonance: identity, meaning, response, and 

relationship. Lumia struggled to complete this cycle. 

Pricing inflexibility, lack of EMI options, and poor rural outreach further reduced its competitiveness. On 

the distribution front, Lumia relied heavily on premium offline stores, while competitors used online 
channels and local electronics retailers. As digital retail gained traction with initiatives like Digital India, 

online-first brands like OnePlus thrived. Lumia‘s limited online presence weakened its visibility among 

digitally active consumers. 

Phase 6: Nostalgia, Brand Revival, and Residual Equity in India 

Despite Lumia‘s failure, Nokia‘s brand retained emotional value in India. Nielsen (2007) reported Nokia 

once held nearly 70% market share. This enduring trust, described by Aaker (1991) as residual brand equity, 
continued even after Lumia‘s exit. 

In 2017, HMD Global relaunched Nokia on Android, emphasizing legacy and durability. However, the 

brand couldn‘t match Xiaomi‘s agility or Samsung‘s retail network. Keller (2013) notes  that brand revivals 

must balance tradition with modern relevance. Nokia fell short on this front.  

Holbrook and Schindler (2003) argue that nostalgia drives purchase only when paired with current utility. 

Tellis and Golder (1996) similarly state that in fast-evolving sectors, emotional recall cannot compensate 

for functional shortcomings. Among younger consumers, Nokia was seen as outdated and less aspirational.  

By 2016, smartphones had become essential for digital finance, media creation, and productivity.  Lumia‘s 

brief comeback failed to meet these needs. Kapferer (2017) stresses that brand revivals must evolve legacy 

into forward-facing narratives. Nokia‘s approach, rooted in the past without present-day competitiveness, 

sparked interest but not sustained loyalty. 
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3. RESEARCH METHODOLOGY 

3.1 Research Objectives 

This research aims to uncover consumer- driven reasons behind the decline of Nokia Lumia in India‘s 
smartphone market. The core objectives are as follows: 

1. To assess consumer perceptions of Nokia Lumia in comparison to rival brands. 

2. To identify key factors behind user dissatisfaction and brand rejection.  

3. To analyze the influence of OS limitations, app shortages, and UX design on Lumia‘s performance.  

4. To understand how consumer expectations evolved during Lumia‘s operational yea rs. 

5. To evaluate whether Nokia Lumia retains residual brand equity or has revival potential.  

6. To examine the role of pricing, positioning, and marketing in Lumia‘s failure. 

7. To determine consumer openness toward a rebranded Nokia smartphone in today‘s market. 

3.2 Scope of the Research 

The research focuses on the consumer-oriented causes behind Nokia Lumia’s decline in India, covering: 
 A comparative evaluation of consumer sentiment toward Lumia versus brands like Samsung, Xiaomi, 

and Motorola. 

 Analysis of technological shortcomings, particularly with the Windows OS, limited app ecosystem, 
and subpar user experience. 

 Exploration of changing behavioral trends and expectations among Indian smartphone users.  

 Assessment of Nokia‘s pricing and promotional strategies and their alignment with consumer 

preferences. 

 Investigation into residual brand equity and the feasibility of a revival through Android integration or 

rebranding. 

 The research is limited to Indian consumers, especially those who have owned or interacted with Lumia 
devices. Primary survey data is supported by secondary literature to ensure context and academic 

grounding. 

3.3 Relevance of The Research 

This research offers value both academically and for industry professionals, especially in emerging 

markets: 

 It provides insights into how brand failure may result from a misalignment with evolving consumer 

needs. 

 It captures Lumia‘s fall as an example where strong hardware was undermined by weak ecosystem 

strategies. 

 It contributes to a deeper understanding of Indian consumer psychology, particularly loyalty, tech 
adoption, and brand perceptions. 

 It introduces a framework to explore the decline and potential re-emergence of brand equity. 

 It offers practical lessons for legacy brands, underlining the importance of cultural fit, ecosystem 
compatibility, and agility in a competitive landscape. 

3.4 Hypotheses 

To test key variables contributing to Nokia Lumia’s market failure, the following hypotheses are 

proposed: 

Hypothesis 1: Brand Trust and Lumia Adoption 

 H₀: Trust in the Nokia brand is not significantly associated with the adoption or preference for Lumia 

devices. 

 H₁: Trust in the Nokia brand is significantly associated with the adoption or preference for Lumia 

devices. 
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Hypothesis 2: Pricing Sensitivity and Purchase Intent 

 H₀: Consumers‘ preferred price range has no significant impact on their willingness to purchase a 

relaunched Lumia device. 

 H₁: Consumers‘ preferred price range significantly influences their willingness to purchase a 

relaunched Lumia device. 

Hypothesis 3: Age Group and Lumia Adoption 

 H₀: There is no significant relationship between respondents‘ age group and their likelihood of having 
adopted Nokia Lumia. 

 H₁: There is a significant relationship between respondents‘ age group and their likelihood of having 

adopted Nokia Lumia. 

3.5. Survey Design and Structure 

This research employed a quantitative, descriptive research design using a structured questionnaire to 

investigate consumer perceptions and behavioral trends influencing Nokia Lumia‘s decline in India. The 
survey instrument was crafted to align with the research objectives, exploring aspects such as OS 

preferences, brand loyalty, and willingness to return to Lumia under different strategic scenarios. 

Disseminated via Google Forms, the questionnaire targeted individuals who had either owned or interacted 

with a Lumia deviceor were active smartphone users between 2010 and 2016. The survey consisted of: 

 Multiple-choice and Likert-scale questions for capturing satisfaction levels and attitudinal responses.  

 Binary (Yes/No) and ranking questions to evaluate brand perception and compare competitor features. 

 Scenario-based items that assessed potential consumer interest if Lumia were relaunched with changes 

like Android OS adoption, better app support, or revised pricing. 

This data-driven approach allowed the research to generate insights directly tied to Lumia‘s brand 

disconnect and product-market misalignment. 

3.6. Sampling and Demographics 

Sampling Technique and Size 

A purposive non-probability sampling method was used, ensuring participants had prior exposure to Nokia 
Lumia or smartphone usage during its commercial tenure. The study analyzed 173 valid responses, yielding 

a reliable dataset for targeted analysis. 

Age Distribution 

 18–24 years: 111 respondents (64.2%) 

 25–34 years: 50 respondents (28.9%) 

 35–44 years: 7 respondents (4.1%) 

 45 years and above: 5 respondents (2.8%) 

The majority were young adults, aligning with the demographic Lumia had originally sought to capture in 

India. 

Gender Distribution 

 Male: 101 respondents (58.4%) 

 Female: 70 respondents (40.5%) 

 Non-binary / Prefer not to say: 2 respondents (1.1%) 

This gender mix ensured varied perspectives on brand loyalty, design appeal, and usage experience. 

Educational Background 

 Undergraduate students: 67 respondents (38.7%) 

 Postgraduate students: 55 respondents (31.8%) 
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 Working professionals: 29 respondents (16.8%) 

 Others (e.g., high school students, homemakers): 22 respondents (12.7%) 

The high percentage of students and professionals represented a digitally informed segment, ideal for 

exploring brand failure in a fast-moving tech landscape. 

3.7. Analysis Techniques and Tools 
Data cleaning and processing were performed using Microsoft Excel and Google Sheets. Basic statistical 

analysis supported trend identification and visual representation of findings. 

The techniques applied included: 

 Descriptive statistics to track user satisfaction, feature preferences, and brand perception.  

 Ranking analysis to identify critical factors in smartphone selection.  

 Cross-tabulation was used to display the distribution of responses across two categorical variables, 

followed by a chi-square test to determine whether the observed association was statistically significant.  

 Mean score calculations on Likert items to quantify attitudes. 

Given the research‘s descriptive nature, no advanced inferential techniques were used. The goal remained 

to uncover patterns, not to test hypotheses statistically. 

3.8. Limitations of the Research 

 Limited Audience: Most responses came from young, urban users, so results may not reflect views of 

all Indian consumers. 

 Opinion-Based Data: The study is based on personal opinions, not actual sales or technical data. 

 Time Gap: Lumia exited the market years ago, so people may not remember their experiences clearly. 

4. DATA ANALYSIS AND FINDINGS 

This section presents a comprehensive review of the data collected from 173 respondents. Findings 

are structured into: 

 Quantitative results were drawn from structured survey responses and analyzed using cross-tabulations 

and chi-square tests to identify meaningful relationships. 

 Qualitative insights drawn from open- ended responses. 

Together, these offer a multidimensional understanding of how consumers viewed Nokia Lumia, why it 

lost favor, and what conditions might make them consider the brand again. 

4.1 Quantitative Findings 

4.1.1 Statistical Testing of Hypotheses 

Hypothesis 1: Trust in Nokia Brand and Lumia Adoption 

Hypothesis 

 H₀: Trust in the Nokia brand is not significantly  associated  with  the adoption or preference for 

Lumia devices. 

 H₁: Trust in the Nokia brand is significantly associated with the adoption or preference for Lumia 
devices. 

Method 

A chi-square test of independence was conducted on 130 survey responses. Two categorical variables were 
analyzed: (1) whether respondents trusted the Nokia brand (Q5), and (2) whether they had used a Nokia 

Lumia device (Q4). 
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Contingency Table: 

 Used Lumia Did Not Use Lumia Total 

Trusted Nokia Brand 72 10 82 

Did Not Trust Brand 10 38 48 

Total 82 48 130 

Results 

 χ² = 58.31, df = 1, p < 0.00001 

 Significance level (α) = 0.05 

Since p < 0.05, we reject H₀. The result indicates a significant association between trust in Nokia and 

Lumia adoption. 

Conclusion 
Users who trusted the Nokia brand were far more likely to adopt Lumia. Brand equity played a key role in 

influencing consumer preference, despite technical or ecosystem limitations. 

Hypothesis 2: Price Range and Purchase Intent 

Hypothesis 

 H₀: Consumers‘ preferred price range has no significant impact on their willingness to purchase a 

relaunched Lumia device. 

 H₁: Consumers‘ preferred price range significantly influences their willingness to purchase a 
relaunched Lumia device. 

Method 

A chi-square test of independence was conducted on 130 valid responses. The variables tested were (1) the 

consumer‘s preferred price range (₹10k–₹20k vs. ₹20k+), and (2) their willingness to adopt a relaunched 
Lumia device. 

Contingency Table: 

Price Range Interested (Yes) Not Interested (No) Total 

₹10k–₹20k 52 8 60 

₹20k+ 48 22 70 

Total 100 30 130 

Results 

 Chi-square statistic (χ²): 5.96 

 Degrees of freedom (df): 1 

 P-value: 0.0146 

 Significance level (α): 0.05 

Since the p-value is less than 0.05, we reject the null hypothesis. 

Conclusion 

The result indicates a statistically significant association between consumers‘ price preferences and their 
interest in purchasing a relaunched Lumia device. Respondents favoring the ₹10k–₹20k range showed a 

higher willingness to buy, highlighting the importance of affordable pricing in driving future adoption. 

Hypothesis 3: Age Group and Lumia Adoption 

Hypothesis 

 H₀: There is no significant relationship between respondents‘ age group and their likelihood of having 

adopted Nokia Lumia. 

 H₁: There is a significant relationship between respondents‘ age group and their likelihood of having 
adopted Nokia Lumia. 
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Method 

A chi-square test of independence was conducted on 173 valid responses to determine whether age 

group had a statistically significant impact on Lumia adoption. The two categorical variables analyzed 
were: 

(1) Age Group (18–24 vs. 25+), and 

(2) Whether the respondent had used a Nokia Lumia device (Yes or No). 

Contingency Table: Age Group vs. Lumia Usage 

Age Group Used Lumia Did Not Use Lumia Row Total 
18–24 58 44 102 
25+ 65 6 71 

Column Totals 123 50 173 

Results 

 Chi-square statistic (χ²): 24.51 

 Degrees of freedom (df): 1 

 P-value: < 0.00001 

 Significance level (α): 0.05 

Since the p-value is substantially below the significance threshold of 0.05, we reject the null hypothesis 

(H₀). 

Conclusion 
There is a statistically significant association between age group and Nokia Lumia adoption. Respondents 

aged 25 and above were considerably more likely to have used Lumia compared to the 18–24 age group. 

This indicates that older users may have had greater exposure to or loyalty toward the brand during its 
peak market presence, whereas younger users were less likely to adopt Lumia; possibly due to Lumia‘s 

decline during their early smartphone years. 

4.1.2 Descriptive Analysis 

Awareness and Usage of Nokia Lumia 

An overwhelming majority of respondents, specifically 92.5%, reported being familiar with the Nokia 

brand, demonstrating its strong brand legacy in India. However, awareness did not fully translate to product 

engagement. While 68.2% of participants acknowledged having used a Nokia phone in the past (largely 
feature phones), only 36.4% had ever used or seriously considered using a Nokia Lumia smartphone. 

 
This gap highlights that although Nokia enjoys a legacy of trust and reliability, the Lumia series struggled 

to establish relevance in the smartphone era. The disconnect likely stems from consumer dissatisfaction 

with Lumia‘s operating system and ecosystem, which is explored in later sections.  
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Operating System (OS) Preference 

The survey revealed a strong and decisive preference for the Android operating system: 

 87.3% of respondents used Android smartphones. 

 9.2% used iOS devices. 

 Only 3.5% expressed any inclination toward or usage of the Windows Phone OS. 

This distribution clearly illustrates the dominance of Android in the Indian smartphone market, 

underscoring Lumia‘s failure to align with prevailing user preferences. The Windows OS, though 
aesthetically distinct, was seen as restrictive and underdeveloped in terms of features and app support.  

Reasons for Not Choosing Nokia Lumia 

Respondents were allowed to select multiple reasons for not purchasing or continuing with Nokia Lumia. 

 

 

The most commonly cited reasons were: 

 Lack of apps: Chosen by 71.1% of respondents, this was the most significant factor. The unavailability 

of popular applications such as Instagram, YouTube, and Google services was a major deterrent. 
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 Poor user interface/user experience (UI/UX): Cited by 58.4%, many users found the Windows 

interface to be unintuitive and aesthetically unappealing compared to Android and iOS. 

 High pricing for value offered: Identified by 46.2%, Lumia was perceived as overpriced, especially 

given its shortcomings in software and ecosystem support. 

 Lack of popularity/peer influence: Approximately 31.2% felt the device lacked social validation and 
community support, which influenced their purchase decisions. 

These findings suggest that Lumia‘s challenges were not limited to a single dimension  but stemmed from a 

combination of strategic misalignments in product positioning, pricing, and platform limitations. 

Pricing Sensitivity 

Affordability and perceived value were key themes throughout the survey.  

When asked about their preferred smartphone price range: 

 62.4% of respondents preferred smartphones priced between ₹10,000 and ₹20,000. 

 23.1% were willing to spend between ₹20,000 and ₹30,000. 

 Only 14.5% opted for phones priced above ₹30,000. 

Given that many Lumia models were priced in the mid-to-premium segment, consumers found better 
alternatives in Android smartphones with more features and broader app ecosystems. This mismatch 

between Lumia‘s price point and its perceived value significantly affected its adoption.  

Importance of App Ecosystem 

The availability of applications emerged as a critical factor in smartphone purchase decisions. 
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The data shows: 

 88.9% of users rated the app ecosystem as very important in their purchasing criteria. 

 76.3% expressed dissatisfaction with Lumia‘s app availability, citing it as a core reason for avoiding or 

abandoning the phone. 

Nokia‘s decision to continue with Windows OS effectively excluded users from the rapidly growing 

Android app ecosystem, which had become central to daily smartphone usage.  

Willingness to Reconsider Nokia Lumia 

When asked if they would consider purchasing Nokia Lumia again: 

 Only 11.6% of respondents said they would consider it if it were relaunched with Windows OS. 

 54.3% said they might consider it if Nokia Lumia adopted the Android OS. 

This signals a conditional brand loyalty, where consumers are not averse to Nokia but reject the Windows 
platform. A pivot to Android, accompanied by competitive pricing, could potentially resurrect interest in 

the brand. 

4.2 QUALITATIVE INSIGHTS 
To supplement the survey data, open-ended responses were analyzed thematically. Four key themes 

emerged: brand image, OS experience, pricing perception, and app-related concerns. 
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Brand Image Themes: Trust,  Durability,  Legacy Nokia still enjoys a positive perception rooted in its 

durable feature phones and strong brand recall. However, Lumia failed to carry this goodwill forward 

due to software shortcomings. 

―Nokia phones never broke; they lasted for years. Lumia wasn‘t like that at all.‖ ―We loved the 

brand, but not the smartphone they gave us.‖ 

 OS Experience 

Themes: Intuitiveness, Compatibility, 

Ecosystem  Limitations 

The Windows OS was widely viewed as restrictive and confusing compared to Android. Users often 

mentioned a lack of essential features and limited compatibility. 

―Windows OS felt incomplete, half the things I  use  daily  weren‘t  available.‖ ―Android gives more 
freedom. Windows was too restricted.‖ 

It also lacked the personalization and seamless functionality that younger consumers now expect. 

4.2.3 Pricing Perception Themes: Value-for-Money, Feature Expectation Consumers anticipated flagship-
level features and  full app integration in the ₹10,000– ₹20,000 range, but Lumia fell short. 

―At ₹20,000, I expect flagship specs, not a phone that lags and has no apps.‖ ―Xiaomi and Samsung 

gave more features for less.‖ 

The mismatch between Lumia‘s pricing and  actual utility weakened its competitive standing. 

4.2.4 App-Related Concerns Themes: Daily Use Apps, Google Ecosystem, Play  Store  Absence The 

lack of essential applications was the most cited issue. Respondents highlighted the absence of everyday 

tools like YouTube, GPay, and Maps. 

―No YouTube, no GPay, no Google Maps. That‘s a  dealbreaker.‖ ―I couldn‘t even use 

basic apps I need every day. What‘s the  point?‖ This gap made Lumia unsuitable for users 

who rely on a wide app ecosystem for both work and daily convenience.  

5. DISCUSSION 

5.1 Interpretation of Findings in Light of Existing Theories 

5.1.1 Ecosystem Lock-In and Platform Loyalty 
The dominance of Android and users' discomfort with Windows OS reflect Cusumano‘s (2010) theory of 

platform lock-in, which highlights the importance of not just devices, but also developer involvement and 

app ecosystems. Lumia‘s inability to gain traction aligns with Salminen & Teixeira‘s (2014) view that a 
weak ecosystem limits consumer engagement (ResearchGate; arXiv). 

5.1.2 Innovator’s Dilemma and Strategic Inertia 

Lumia‘s case resonates with Christensen‘s (1997) ―Innovator‘s Dilemma,‖ where industry leaders fail to 

adapt to disruptive change. Nokia‘s hesitation to embrace Android, coupled with internal fragmentation 
and indecisive strategy, delayed its response to market shifts, This is an outcome also echoed in Ruokonen 

et al. (2020) (ResearchGate) and reinforced by survey participants. 

5.1.3 Brand Equity and Nostalgia Nokia continued to hold emotional resonance, which Aaker 
(1991) defines as lasting brand memory. However, Lumia was unable to translate this into meaningful 

consumer relevance. This reflects Vijay Raj & Devi‘s (2021) emphasis on the need for legacy brands to 

integrate emotional appeal with present-day functionality (ResearchGate). 

5.1.4 Pricing and Competitive Strategy Survey responses highlighted how Lumia's pricing strategy 

misaligned with market expectations. In contrast, brands like Xiaomi used Porter‘s cost-leadership model 

to offer superior specs at lower prices (Probitas Report, 2021; MBA Knowledge Base, 2023). Lumia‘s 
perceived lack of value contributed significantly to its decline.  

5.2 Missed Strategic Opportunities For Lumia 

5.2.1 Android Adoption Nokia‘s refusal to transition to Android, driven by fears of brand dilution, 
ultimately proved costly. CEO Stephen Elop‘s belief that Nokia would not stand out in the Android space 

delayed what users saw as an essential move (LinkedIn; ResearchGate). Respondents strongly favored an 
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Android-based Lumia alternative. 

5.2.2 App Ecosystem  Development As noted by Quli (2020) and others (Medium), Windows Phone 

never reached the critical app volume needed to compete. While Android and iOS surpassed millions of apps, 
Windows stagnated at around 150,000. Developers, discouraged by limited monetization and user base, 

withdrew support (Salminen & Teixeira, 2014; arXiv), undermining Lumia‘s relevance. 

5.2.3 Marketing and Distribution Misalignment 
Lumia‘s globalized marketing lacked regional nuance. Unlike its competitors, it did not employ localized 

strategies such as EMI offers, influencer campaigns, or omnichannel outreach. According to Keller‘s (2008) 

Brand Resonance model, Lumia failed to progress through key consumer engagement stages, namely 

identity, meaning, and loyalty. 

5.3 Consumer-Driven Diagnosis of Brand Failure 

The synthesis of survey data and open-ended feedback reveals five primary consumer- rooted reasons for 

Lumia‘s downfall: 

1. Technological mismatch – Windows OS felt limited and poorly aligned with user habits. 

2. Price-performance gap – Consumers expected better value for the price. 

3. Strategic rigidity – Nokia‘s hesitance to shift platforms slowed down its competitive response 
(Ruokonen et al., 2020; LinkedIn; ResearchGate). 

4. Marketing disconnect – The brand lacked visibility and failed to resonate locally. 

5. Underutilized brand equity – Emotional appeal remained strong, but Lumia could not translate this 

into modern user relevance. 

5.4 Theoretical Integration and Implications 

 Rogers’ Diffusion of Innovation (1995): Lumia lacked appeal across adopter segments due to limited 

compatibility, weak relative advantage, and low visibility. 

 Kotler’s Five Product Levels (2001): Lumia missed the augmented product layer, particularly in 
ecosystem features and app-based services. 

 Oliver’s Brand Switching Model (1999): Consumers moved to Android brands as they offered greater 
satisfaction, emotional connection, and functional value. 

6. CONCLUSION AND STRATEGIC RECOMMENDATIONS 

6.1 Key Conclusions 

1. Ecosystem Deficit Drove Decline  
Nokia Lumia‘s failure to build a competitive application ecosystem under Windows OS severely 

undermined its functionality and user appeal. Users cited the lack of app availability and OS limitations as 

major deterrents, underscoring the importance of ecosystem control in platform success (Cusumano, 2010; 
Salminen & Teixeira, 2014). 

2. Strategic Inertia Hindered Innovation 

Nokia's hesitance to shift from Symbian to Android and its overdependence on Windows reflected a 
misalignment with evolving tech landscapes. Although intended for differentiation, this move backfired due 

to poor developer traction. The outcome supports Christensen‘s (1997) Innovator‘s Dilemma, revealing 

how internal inertia delayed necessary adaptation (Ruokonen et al., 2020; Doz, 2017). 

3. Pricing Misaligned with Market Expectations 

Lumia‘s pricing strategy did not resonate with Indian consumers, especially in price-sensitive Tier I and 

II cities. Positioned in the mid- premium range, Lumia lacked the feature-value balance that Android rivals 

offered at sub-₹20,000 segments (Probitas Report, 2021; MBA Knowledge Base, 2023). 

4. Brand Legacy Alone Was Insufficient 

Although Nokia retained trust and emotional equity, it could not convert nostalgia into sales. The lack of 

modern features and ecosystem compatibility meant that goodwill could not override the device‘s practical 
shortcomings (Aaker, 1991; Vijay Raj & Devi, 2021). 
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5. Marketing Lacked Local Relevance 
Lumia‘s campaigns relied heavily on global messaging, falling short of local resonance. In contrast, 

competitors tapped into regional influencers, EMI options, and hybrid distribution, better aligning with 
consumer behavior and market nuances (Keller, 2008; MBA Knowledge Base, 2023).  

6.2 STRATEGIC LESSONS FOR SMARTPHONE BRANDS 

1. Prioritize Ecosystem Development over Hardware Alone  
A strong platform, complete with app support and developer integration, is critical for lasting 

marketpresence and not just hardware excellence (Cusumano, 2010). 

2. Respond Swiftly to Disruptive Innovation 
Brands must remain flexible and ready to pivot. Delays in adapting to industry shifts result in diminishing 

relevance and loss of competitive ground (Christensen, 1997; Ruokonen et al., 2020). 

3. Design Pricing Around Local Market Realities 

Understanding price elasticity in emerging markets is crucial. Products must justify their cost through 
performance and features aligned with consumer expectations (Probitas Report, 2021). 

4. Combine Emotional Legacy with Functional Relevance  
Heritage branding must be supported by present-day utility. Emotional appeal is most effective when 
paired with reliable, feature-rich experiences (Aaker, 1991; Vijay Raj & Devi, 2021). 

5. Tailor Marketing and Distribution to 

Local  Needs 

Localized strategies, including 

vernacular messaging, regional 

Influencers, and online-offline distribution synergy, are vital for penetrating diverse markets (Keller, 

2008). 

6.3 RECOMMENDATIONS FOR REVIVING LEGACY BRANDS 

1. Introduce Android While Preserving Legacy Cues 

Relaunching Lumia on Android, especially clean versions like Android One would have aligned with user 

expectations while leveraging Nokia‘s trusted brand identity (Tyagi & Zaidi, 2019). 

2. Revitalize Developer Engagement  
A healthy app ecosystem is essential. Incentivizing local developers through better tools, monetization, and 

SDKs can close the ecosystem gap (Quli, 2020; Salminen & Teixeira, 2014).  

3. Focus on Mid-Range Features with Competitive Pricing  
Essential specifications such as long battery life, good cameras, and software support must be offered 

within ₹10,000–₹20,000 price bands to gain traction (Probitas Report, 2021). 

4. Blend Nostalgia with Modern Functionality 

Classic Nokia elements like robust build, iconic ringtones, and clean design should be retained, but with 

updated software and ecosystem integration to make them usable today (Vijay Raj & Devi, 2021; Reuters, 
2024). 

5. Adopt Omni-Channel Marketing with Local Appeal  
Use regional influencers, flexible payment plans, and retail availability to boost visibility. Emphasizing app 
compatibility, affordability, and brand trust can reshape consumer perception (Keller, 2008). 

6. Develop Ambidextrous Organizational Capabilities  
Revived brands must balance their legacy with innovation. Internal agility is critical to explore new 
technologies without losing the brand‘s essence (Ruokonen et al., 2020; Doz, 2017).  

7. Use Consumer Feedback to Inform Iteration 

Continuous feedback loops through app reviews, surveys, and community engagement can inform product 

updates and guide responsive innovation (Ruokonen et al., 2020).  
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APPENDIX 

Appendix A: Survey Questionnaire and Response Summary 

Survey Methodology 

To gather reliable insights into user attitudes toward Nokia Lumia, a structured questionnaire was created 

and shared via Google Forms. The survey consisted of both objective (multiple choice, Likert-scale) and 
subjective (open-ended) items. The questions aimed to understand patterns in usage behavior, brand 

perception, and interest in a potential relaunch. 

Survey Structure Highlights: 

1. Demographics: Included age, gender, education, and occupation to identify trends across population 

segments. 

2. Usage and Experience: Covered operating system preferences, past Lumia usage, and perceived 

pros and cons of the device. 

3. Perceptions and Attitudes: Focused on reasons for adoption, dissatisfaction, brand associations, 

and barriers to continued use. 
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4. Future Purchase Considerations: Assessed interest in a relaunch, ideal price range, and OS preference. 

Key Survey Responses 

1. Have you ever used a Nokia Lumia? 
o Yes: 36.4% 

o No: 63.6% 

2. Reasons for Choosing Lumia (Multiple Choice): 

o Brand Trust: 68% 

o Camera Quality: 52% 

o Design: 49% 

o Price: 41% 

o OS: 38% 

3. Dislikes about Lumia (Open-ended themes): 

o App unavailability (e.g., WhatsApp, Instagram) 

o Poor software support and infrequent updates 

o Uncompetitive pricing compared to Android rivals 

4. Ideal Price for Relaunched Lumia: 

o ₹10k–₹20k: 62.4% 

o ₹20k–₹30k: 23.1% 

o ₹30k+: 14.5% 

Appendix B: Statistical Analysis and Hypothesis Validation 

Statistical Approach 

Quantitative analysis was conducted using chi-square tests of independence and basic descriptive statistics. 

These tests assessed whether specific variables such as brand trust, price sensitivity, and age group were 

significantly associated with Lumia adoption and future purchase intent.  

Hypothesis Testing Outcomes 

1. Brand Trust and Lumia Usage 

o H₀: No association exists between brand trust and Lumia usage. 

o Result: χ² = 58.31, p < 0.00001 → Significant 

o Interpretation: Users who trusted the Nokia brand were significantly more likely to have used Lumia. 

2. Price Preference and Purchase Willingness 

o H₀: Preferred price range does not impact willingness to purchase Lumia. 

o Result: χ² = 5.96, p = 0.0146 

→ Significant 

o Interpretation: Consumers favoring the ₹10k–₹20k range showed higher interest in a relaunch. 

3. Age Group and Lumia Adoption 

o H₀: Age has no impact on Lumia adoption. 

o Result: χ² = 24.51, p < 0.00001 → Significant 

o Interpretation: Respondents aged 25+ were substantially more likely to have used Lumia. 

Appendix C: Qualitative Themes from Open-Ended Questions 

Recurring Insights from Respondents 

1. Legacy vs. Relevance 
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o ―I loved Nokia growing up, but Lumia didn‘t feel relevant anymore.‖ 

2. OS Limitations 

o ―No Google apps or banking tools made the phone unusable.‖ 

3. Uncompetitive Pricing 

o ―I could get more value with Android brands at the same price.‖ 

4. Interest in Revival 

o ―If Lumia returns with Android and good specs, I‘d definitely consider it.‖ 

Appendix D: Charts and Data Visuals 

Figure D1: Reasons for Discontinuing Lumia Use 

 Lack of app support: 71% 

 UI/UX issues: 58% 

 Pricing dissatisfaction: 46% 

Figure D2: Preferred Price Range for Relaunch 

 ₹10k–₹20k: 62% 

 ₹20k–₹30k: 23% 

 Above ₹30k: 15% 

Appendix E: Limitations of the Study 

1. Age Bias 

o Over 60% of responses came from the 18–24 age group. 

2. Recall Limitations 
o As Lumia was phased out years ago, some responses may rely on imperfect memories. 

3. Urban Sampling 

o The sample was more urban- centric, possibly skewing the results toward tech-savvy consumers. 

Appendix F: Glossary of Terms 

 Brand Equity: The perceived value and trust associated with a brand. 

 Chi-square Test: A statistical method for testing relationships between categorical variables. 

 Platform Lock-In: When users feel bound to a particular software ecosystem. 

 Residual Equity: Remaining positive sentiment for a brand even after its decline. 

  


