





Table of Contents
Acknowledgements	3
Abstract	4
Chapter 1:  Introduction	5
Background of the study	8
Problem statement	8
Research Rationale	8
Research aim, objectives, and research questions.	9
Research aim.	9
Research objectives.	9
Research questions.	9
Chapters overview- Dissertation outline	10
Chapter 2: Literature Review	11
Introduction	11
Background of the Industry	12
Result of Coca Cola’s current exploration of Digital Marketing Trends	13
Coca cola’s total revenue and net income over the past six years.	16
Critical review of the literature by different authors.	17
The objectives of this research are:	20
Gap in literature	22
Understanding the Importance of Communication through a theoretical model.	23
Shannon and Weaver Model of Communication.	23
Exploration of the theoretical models for Digital marketing.	25
RACE Digital Planning framework.	25
The Honeycomb Model	27
Theoretical analysis of consumer behaviour.	30
Tri component + Attitude Model	30
Chapter 3 - Research Methodology	32
Research onion model.	32
The type of investigation used in this research.	33
Chapter 4: Data Analysis and findings	37
Data collection method	37
Analysis of the data	38
Discussion of the collected data	50
Relation of the data to the Literature review.	51
Chapter 5: Conclusion and recommendation.	52
Conclusion	52
Summary of findings	55
Limitations	55
Recommendations	56
Recommendation for future research	56
References	57
Appendix	61
Survey questionnaire.	61


















[bookmark: _Toc164725870]

Acknowledgements

I want to express my gratitude to University of Wales Trinity Saint David London, for giving me the opportunity to learn at the university.
Firstly, I extend my sincere appreciation to the supervisor, Dr. Tushara Balendran, for her unwavering guidance, expertise, patience, and approachability throughout the journey of this research. Her insightful feedback, dedication, and encouragement have played a pivotal role in shaping this dissertation. I feel incredibly fortunate to have had the privilege of working under her mentorship. 
I wish to acknowledge the untiring support and encouragement provided by my parents, my sister Lakeesha, my brother Leon and my husband Julius. Their boundless love, belief in my abilities, and sacrifices have been my constant motivation, and I attribute my academic achievements to them.
Heartfelt thanks are extended to all the professors especially Dr. Anupam Mazumdar and other academic staff who have shared their knowledge and wisdom throughout my academic journey. Their guidance and teachings have been invaluable in enhancing my research skills and fostering critical thinking.
To my university colleague Noemi Bregolin and other close friends, I am grateful for your continuous encouragement and understanding. Your emotional support and companionship have made this academic endeavour more enjoyable and manageable.
I am deeply appreciative of all the individuals who took part in my survey. Your willingness to share your insights and experiences has greatly enhanced the quality of this research. Without your valuable input, this dissertation would not have been possible.
This dissertation is the result of the collective support, guidance, and collaboration of many individuals, and I am truly grateful for all your contributions. Thank you for being a part of this journey.





[bookmark: _Toc164725871]Abstract

This dissertation searches into the complex relationship between Integrated Marketing Communication (IMC), Digital Marketing, and Consumer Behaviour, examining their interplay and influence in contemporary marketing strategies with focus on how these effects on the Current marketing strategies of the beverage company Coca cola. Through a comprehensive exploration of theoretical models, frameworks and empirical research, this study investigates the complex landscape of marketing communication channels, with a particular focus on digital platforms, as digitalisation is the main mode of marketing used by all the companies may it be a small or a big one. 
A central component of this research involves conducting a survey among university students to evaluate the impact of marketing efforts by Coca-Cola, a global beverage giant known for its innovative marketing campaigns. The survey aims to find out the intricate relationship between marketing motivations, consumer perceptions, and purchasing behaviours, and understanding the effectiveness of Coca-Cola's marketing strategies among the youth demographic. By combining the insights from academic literature, industry practices, and empirical findings, this dissertation offers valuable implications for marketers seeking to enhance their understanding of consumer behaviour in the digital age. Coca cola needs to keep updating their marketing strategies to stay consistent with the enormous band image, and large variety of products, it is necessary for them to understand customers purchasing habits and reason for any shift in their purchasing behaviour. The findings emphasize on the significance of organized IMC strategies and digital marketing tactics in engaging and influencing contemporary consumers, particularly within the highly competitive beverage industry. After an in dept analysis of the primary data and the secondary data, this research contributes to the broader discourse on marketing theory and practice, providing practical insights for not just Coca cola but various other companies to understand the complexities of today's ever-evolving marketplace and how giving the right amount of focus on IMC with digital marketing can lead to a favourable consumer experience.
The study acknowledges the limitations related to the data collection method, The sample size, the demography of the population surveyed, survey questions designed and the future research opportunities.

Keywords: Integrated marketing communications, Digital marketing, Consumer behaviour, Marketing strategies, Data analysis, Search engine optimization (SEO).





Topic: The impact of integrated marketing communications and digital marketing on   Coca Cola.

[bookmark: _Toc164725872]Chapter 1:  Introduction

In today's dynamic and rapidly evolving world of business, the significance of effective marketing strategies cannot be overstated. With the increase of digital technologies and shifting consumer behaviours, companies are faced with the obligation to constantly innovate and adapt their approaches to reach and engage their target audiences. One such company at the forefront of this marketing evolution is Coca-Cola, a global beverage giant renowned for its iconic brand and innovative marketing campaigns. With a rich history dating back to the late 19th century, Coca-Cola has established itself as one of the most recognizable and beloved brands worldwide. Since when it began in Atlanta, Georgia, where pharmacist John Pemberton created the original formula in 1886, Coca-Cola has evolved into a cultural trend, equal with refreshments, happiness, and global connectivity. This dissertation examines the impact of integrated marketing communications (IMC) and digital marketing on Coca-Cola's market positioning and consumer relationships. By integrating various promotional channels such as advertising, public relations, direct marketing, and digital platforms, Coca-Cola seeks to create consistent and convincing brand narratives that relate and connect with diverse audiences across the globe (Coca cola company, 2023).
Additionally, the rise of digital marketing channels, including social media, search engine optimization (SEO), and online advertising, has revolutionized the way companies engage with consumers and distribute their messages. Coca-Cola's strategic use of digital marketing platforms has enabled the company to adopt deeper connections with its consumers, facilitate real-time interactions, and create user-generated content to expand their brand promotion. Through a complete analysis of Coca-Cola's marketing initiatives, this study aims to uncover the interactions between traditional and digital marketing approaches, explain the reasons of success in Coca-Cola's marketing strategies, and assess the implications for the broader marketing field. By examining the complex strategies of Coca-Cola's marketing efforts, this research helps to provide valuable insights and practical implications for marketers seeking to understand the complex methods of contemporary marketing practice (Coca cola company, 2021).







Understanding Integrated Marketing Communications (IMC)
Integrated Marketing Communications (IMC) is a strategic approach that brings together various marketing methods and channels to create a unified and consistent brand message. It involves combining advertising, public relations, direct marketing, and digital platforms to ensure that all communications work together seamlessly to convey the desired brand image to the target audience. IMC makes sure that everything a company says and does in its marketing efforts is related and highlights the same message. Whether it is an advertisement on TV, a post on social media, or a brochure.  all communication channels should work in coordination to promote a consistent brand identity. IMC strives to ensure that all aspects of communication work together harmoniously to create a strong and distinct brand image (Adobe Communications Team, 2022).
As an example, when Coca-Cola launches a new product or campaign, it does not just rely on one channel to get the message across. Instead, it covers multiple channels simultaneously to reach consumers wherever they are. This might include running TV commercials, Display hoardings, magazines, sponsoring events, engaging with followers on social media, and sending out promotional emails. By using IMC, Coca-Cola ensures that its message is heard loud and clear by its target audience, increasing the likelihood of consumer engagement and brand loyalty. Also, IMC recognises the importance of consistency in messaging. It is not enough for a company to simply have a presence across different channels; the message conveyed through each channel must also be consistent to avoid confusion and strengthen brand identity. For Coca-Cola, this means maintaining a consistent attitude, visual style, and brand personality across all marketing materials, whether it is a printed advertisement, a website, or a social media post. Additionally, IMC emphasizes the importance of measuring and evaluating the effectiveness of marketing efforts across all channels. By tracking key performance indicators (KPIs) such as website traffic, social media engagement, and sales metrics, companies can assess the impact of their marketing activities and make data-driven decisions to optimize future campaigns (Duralia O., 2018). 

Understanding Digital marketing
Digital marketing, refers to the strategic application of a diverse range of online platforms and technologies with the aim of promoting products or services, engaging with specific target audiences, and achieving marketing objectives effectively. This complex approach involves a wide range of strategies, including social media marketing, search engine optimization (SEO), content marketing, email marketing like  email subscriptions, online advertising, and optimization of websites The principal goal of digital marketing is the extensive reach and interactive capabilities in digital channels to build easy and meaningful connections with consumers and increase their engagement with the brand, brand visibility, encourage people on online platforms to stay updated with the latest news on Coca cola, As a result, enhance sales and revenue figures (Chaffey & Ellis-Chadwick, 2022).
 Coca-Cola’s digital marketing plays an important role in balancing traditional marketing efforts. By embracing digital platforms, Coca-Cola is engaging with consumers in real-time, improve interactive communication channels, and adapt positively to the changing preferences and behaviours of the digital audience as People spend a lot of times on their smart phones browsing through social media (M. Bala, D. Verma,2018). This strategic approach helps Coca-Cola to rise above geographical boundaries and connect with consumers on a global scale, which encourages brand loyalty and high-quality promotion through personalized and inclusive digital experience. Also, digital marketing enables data driven decision-making processes, supporting Coca-Cola to measure and analyse the effectiveness of its marketing campaigns across various online channels. Through the monitoring of key performance indicators such as website traffic, social media engagement metrics, Coca-Cola can collect valuable insights into consumer behaviour and preferences, thereby informing future marketing strategies and improving campaign performance. Digital marketing serves as an important tool in Coca-Cola's marketing strategies, encouraging the company to apply these details in the digital world and result in sustained growth and competitiveness in the constantly growing market (Drivas et al., 2022). 

Understanding Consumer Behaviour
Consumer behaviour refers to the decisions, and preferences showed by individuals or groups when purchasing and consuming goods or services. It includes a range of factors such as motivations, perceptions, attitudes, and cultural influences that shape how consumers interact with products and brands. Understanding consumer behaviour is crucial for businesses like Coca-Cola as it enables them to anticipate consumers preferences and respond effectively to their needs, in this manner, helping the company in making informed marketing strategies and product development initiatives. By analysing consumer behaviour, Coca-Cola can gain insights into what motivates consumers to purchase its products, how they recognize the brand, and which modes they prefer for engagement. This understanding allows Coca-Cola to change its marketing messages, product offerings, and customer experiences to improve engagement with its target audience, driving brand loyalty and promoting long-term relationships with consumers. Consumer behaviour serves as a foundation for strategic decision-making within Coca-Cola, showing efforts to effectively attract, retain, and satisfy customers in a competitive market (Noel,2009).
[bookmark: _Toc164725873]
Background of the study

[bookmark: _Toc164725874]Problem statement 
In today's increasingly digitalized market, companies face the challenge of effectively integrating traditional and digital marketing strategies to engage consumers and maintain competitive advantage. Despite Coca-Cola's status as a global leader in the beverage industry, the extent to which its integrated marketing communications (IMC) and digital marketing initiatives contribute to brand perception, consumer engagement, and market performance remains unclear. This dissertation aims to address this gap in the literature by examining the impact of IMC and digital marketing on Coca-Cola's marketing strategies and their effectiveness in reaching and influencing consumers in the digital age.

[bookmark: _Toc164725875]Research Rationale
This study aims to explore how Coca Cola successfully blends integrated marketing communications (IMC) and digital marketing to adapt to a constantly changing marketing environment. It is important considering the significant increase in competition between beverage companies both domestically and globally. Another threat is peoples changing preference on consuming non-carbonated drinks or energy drinks which has a high tendency of changing as per social media trends or peer pressure among the consumers of various beverages. Coca-Cola has been at the forefront of marketing innovation, continually adapting its strategies to remain relevant and engaging with consumers for a long time. Researching into the effectiveness of IMC is crucial because it offers insights into how Coca-Cola strategically coordinates its diverse marketing efforts across various channels. By examining how the company integrates traditional advertising, public relations, and promotional activities with digital platforms, such as social media and online advertising, we can determine how Coca-Cola maintains a consistent brand message and identity across multiple platforms. Understanding the impact of IMC can clarify the interactions between different marketing channels and find the strategies employed by Coca-Cola to engage with its target audience effectively. Similarly, exploring the impact of digital marketing on Coca-Cola is essential due to the increasing importance of online platforms in consumer engagement and brand communication. As consumers spend more time online, digital marketing has become a crucial tool for companies like Coca-Cola to connect with their audience, encourage meaningful interactions, and drive brand awareness and loyalty. IMC can also help the company to improve brand image in cases where the brand image is compromised due to various reasons, for example the incident when Athlete Cristiano Ronaldo, during a media conference at the platform like the Euro 2020, showed his preference towards water over coca cola resulting a drop of $4bn from Coca-Cola’s market capitalisation (Khalaf, 2021). By examining Coca-Cola's digital marketing initiatives, we can gain insights into how the company uses digital channels to expand its brand presence, engage with consumers in real-time, and adapt to evolving consumer preferences.
Furthermore, understanding the combined impact of IMC and digital marketing on Coca-Cola can provide valuable lessons and best practices for marketers and businesses across industries. By finding the strategies and tactics that have proven successful for Coca-Cola in the digital age, this study can offer effective insights for vendors seeking to enhance their own marketing strategies and understand the challenges of today's marketing landscape. The study contributes to academic literature by examining the relationship between integrated marketing communications and digital marketing, enhancing existing theories and frameworks in contemporary marketing practices also determine strategic insights from Coca Cola's marketing approach, contributing both to academic knowledge and practical applications in the ever-changing field of marketing. As a result, how IMC and digital marketing influence consumer buying behaviour. This study will examine how customer satisfaction is the main Goal of IMC. (Kuehnl et at., 2019).


[bookmark: _Toc164725876]Research aim, objectives, and research questions.

[bookmark: _Toc164725877]Research aim. 

The main aim of the research is to analyse the impact of impact of integrated marketing communications and digital marketing on Coca Cola.

[bookmark: _Toc164725878]Research objectives.

1. To determine the current integrated marketing communications and digital marketing strategies, implemented by coca cola in the U.K.

2. To analyse the opportunities and challenges of coca cola implementing integrated marketing communications strategies.

3. To Investigate, the impact of integrated marketing communications on consumer buying behaviour of university students.

[bookmark: _Toc164725879]Research questions. 

1. What are the current integrated marketing communications and digital marketing strategies implemented by coca cola in the U.K.?

2. What are the opportunities and challenges of Coca Cola implementing integrated marketing communications Strategies.?

3. What is the impact of integrated marketing communications on consumer buying behaviour of University Students.?
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Figure 1.1 Research structure with the chapters
(Source: Self- created)
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[bookmark: _Toc164725882]Introduction
In the dynamic and extremely competitive beverage industry, companies compete for consumer attention and loyalty accompanied by evolving consumer preferences and market trends. This introduction provides an overview of the beverage industry’s performance, concentrating on a key player Coca-Cola, and focuses on the importance of understanding their marketing strategies and competitive positioning. The beverage industry is witnessing a change in marketing strategies with the emergence of integrated marketing communication (IMC) and digital marketing. This literature review aims to explore the impact of IMC and digital marketing on Coca-Cola's marketing initiatives and their subsequent effects on consumer behaviour. 
Integrated Marketing Communication (IMC) refers to the strategic coordination of various marketing communication channels to deliver a consistent brand message to target audiences (Kotler and Keller, 2016). Digital marketing consists of online platforms and technologies to promote products or services, engage with consumers, and drive brand awareness and sales (Solis, 2019). Understanding the contrasting views of different authors after the detailed primary research some important differences noted are Marketing Principles as compared to Modern Branding Theories: Philip Kotler's important works in the field emphasize the importance of segmentation, targeting, and positioning (STP) strategies for effective marketing (Kotler, 2016). Conversely, Byron Sharp's theories on brand growth challenges traditional ideas by promoting for broad reach and mental availability over targeted segmentation (Sharp, 2010). This contradiction highlights the evolving field of marketing strategies and the need for brands like Coca-Cola to balance traditional and modern approaches. Brand Management compared to Competitive Strategy: Kevin Lane Keller's brand equity model underscores the significance of building strong, differentiated brands to drive consumer preference and loyalty (Keller, 2011). In contrast, Michael Porter's competitive strategy framework emphasizes differentiation and competitive advantage within the industry (Porter, 2011; University of Cambridge, 2016). 
For Coca-Cola, navigating between building brand equity and sustaining competitive advantage requires an exact understanding of market behaviour and consumer preferences. Kotler’s view of customer satisfaction was that happy customers are more likely to stay loyal, and loyal customers often contribute to higher profits for businesses (Kotler, 2016). Coca-Cola's marketing efforts must reflect with consumers' emotional and practical needs while supporting with evolving consumption patterns. Integrated Marketing Communication Compared to Digital Marketing: Brian Solis, as a digital marketing expert, supports giving importance to social media engagement, influencer marketing, and customer experience to enhance brand visibility and consumer engagement in the digital age (Solis, 2019). Coca-Cola's success is a result of smoothly integrating traditional and digital marketing channels to deliver a consistent brand experience. The literature review highlights the complex nature of marketing strategies and their impact on Coca-Cola's brand management and consumer behaviour. By combining insights from traditional marketing principles, modern branding theories, consumer behaviour research, and digital marketing strategies, Coca-Cola can navigate the dynamic marketplace and drive sustained growth and consumer engagement. This literature review provides a full overview of relevant theories and research findings while integrating contrasting viewpoints from prominent scholars in the field of marketing, branding, consumer behaviour, and digital marketing.

[bookmark: _Toc164725883]Background of the Industry

Coca-Cola, founded in 1886 by Dr. John Pemberton, has established itself as a global leader in the beverage industry. With a portfolio spanning over five hundred brands, including Coca-Cola, Diet Coke, Sprite, and Fanta, the company operates in more than 200 countries, serving billions of consumers worldwide. Coca-Cola's success can be attributed to its iconic branding, extensive distribution network, and relentless focus on innovation and consumer engagement (The Coca-Cola Company, 2023).
In an industry dominated by multinational corporations, Coca-Cola faces stiff competition from industry rivals such as PepsiCo, Dr Pepper Snapple Group (now part of Keurig Dr Pepper), and Nestlé Waters. Each competitor brings its unique strengths and strategies to the market, whether through aggressive marketing campaigns, product innovation, or strategic partnerships. Understanding how Coca-Cola's marketing efforts stack up against its competitors is crucial for assessing its competitive advantage and identifying areas for improvement in its marketing strategies (Johnson, 2022).
The beverage industry contains a diverse range of products, including carbonated soft drinks, juices, energy drinks, and bottled water. With an ever-growing emphasis on health and wellness, consumers are increasingly seeking alternatives to traditional sugary beverages, driving innovation and diversification within the industry especially after the soft drinks industry levy (SDIL), or ‘sugar tax’, which is a levy applied to UK-produced or imported soft drinks containing added sugar encouraging people to opt for a sugar free beverage over a high sugar one (Sasse and Metcalfe, 2022).  Furthermore, the rise of e-commerce and direct-to-consumer models has reshaped distribution channels and consumer purchasing behaviours, presenting both opportunities and challenges for industry players (Bandy et al., 2020).
As researched deeper into this dissertation, we will explore Coca-Cola's marketing strategies, with a focus on integrated marketing communications (IMC) and digital marketing and compare them with those of its competitors to gain valuable insights into its competitive positioning and market performance. Through this analysis, we aim to uncover opportunities for Coca-Cola to strengthen its brand presence, enhance consumer engagement, and maintain its leadership position in the ever-evolving beverage industry landscape.
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Figure 2.1 – Coca cola’s Effective Marketing strategy diagram

Source- (The Coca-Cola Company, 2023b)


Coca-Cola believes that by focusing on human insights, creating superior products, and sharing brand stories through consumer passion points which is music, gaming, and sports, they can shift their marketing strategy away from television experiences. Their new operating structure emphasizes collaboration across functions and geographies to develop global solutions, enhanced by extensive agency partnerships mainly endorsements and collaborations with celebrities, gaming companies, sports teams, and leagues. They are confident that this approach will facilitate personalized consumer engagement, attract new consumers to their brands, and enable impactful messaging through co-creation across various mediums beyond traditional media (The Coca-Cola Company, 2023b). In recent times, the most frequently used platforms for marketing are of Digital marketing with the increasing usage of social media by most individuals. Coca Cola plays their advertisements in between YouTube videos, but most popular social media platforms being Facebook and Instagram.



-Coca cola’s social media engagement account on -Facebook
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Fig 2.2 Facebook- Coca cola Global Page
Source:(facebook.com, 2024)

Globally Coca-Cola is directly connected to 108 million followers on Facebook, who have direct access to coca cola’s latest branding news, promotions, and advertisements in the form of post and short advertisements (facebook.com, 2024).






-Coca cola’s social media engagement account on Instagram
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	Fig 2.3-Instagram- Coca cola global
	Fig 2.4 Instagram- Coca cola, Great Britain, and Ireland



Source:( Instagram,2024)

Coca cola has a smaller number of followers on Instagram, globally and UK as compared to their Facebook handle. That is three million followers globally and three hundred and sixty-two thousand followers in Great Britain and Ireland. The number of followers does not do justice to the brand, considering the history and the enormous market presence held by the brand (Instagram,2024).
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Fig 2.4- Coca cola’s revenue and net income
(Source: Marketline,2024)

The above are the sales figures of Coca cola over the past six years, this is a result of Coca cola’s strategies is various departments, such as, Human Resources Department, Marketing and Sales Department, Finance Department, Production/Operations Department, Research and Development Department and Customer Service Department. We shall focus on the Marketing aspect as marketing is the key focus area of this dissertation research (Marketline,2024).

Coca Colas market share comparison with competitors
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Description automatically generated]Fig 2.5- Coca Colas market share comparison with competitors
(Source: Marketline,2024)

[bookmark: _Toc164725886]Critical review of the literature by different authors.

Integrated Marketing Communications (IMC) – from the perspective of three different authors.
Tafesse and Kitchen's research on Integrated Marketing Communication (IMC) stands out for its combination type approach. They examine the existing literature and perspectives on IMC from various authors and offer a complete review that includes diverse viewpoints and insights. By integrating various theories, definitions, and practical applications of IMC, their research provides valuable insights for scholars, practitioners, and students seeking to understand the complexities and implications of IMC in marketing communication strategies. (Tafesse and Kitchen, 2016).
The specialty of Agostino Vollero, Don E. Schultz, and Alfonso Siano's research for exploring the concept of IMC is specialised within digital marketing context. Their work examines how advancements in digital technology have transformed traditional marketing practices and empowered consumers to actively engage with brands on a personal level. By exploring the concept of some big brands, they investigate how brands adapt their communication strategies to facilitate two-way interactions with consumers in digital environments. This research offers valuable insights into the evolving landscape of marketing communication and the strategies brands employ to navigate digitally empowered contexts effectively. (Vollero, Schultz and Siano, 2019)
Gayle Kerr and Charles Patti's research, titled "Strategic IMC: From abstract concept to marketing management tool," specializes in bridging the gap between theoretical concepts of Integrated Marketing Communication (IMC) and their practical application in marketing management. Their work delves into how IMC can transition from being perceived as an abstract concept to becoming a tangible and strategic tool for marketers. By exploring the strategic implications of IMC, Kerr and Patti provide valuable insights into how organizations can effectively integrate various marketing communication channels to achieve their marketing objectives. This research offers practical guidance for marketers on implementing IMC strategies and leveraging them as powerful tools for managing marketing initiatives (Kerr and Patti, 2013).

Digital Marketing- from the perspective of three different authors.
Dave Chaffey and Fiona Ellis-Chadwick's book on digital marketing, specifically in its seventh edition published in 2019, specializes in providing comprehensive coverage of digital marketing strategies, tactics, and technologies. Their expertise lies in offering insights into the rapidly evolving landscape of digital marketing, encompassing topics such as search engine optimization (SEO), social media marketing, email marketing, content marketing, and digital analytics. Their book serves as a valuable resource for students, practitioners, and academics seeking to understand the principles and best practices of digital marketing in the contemporary business environment (Chaffey and Chadwick, 2019).

Contemporary Issues in Digital Marketing, edited by Outi Niininen, explores into various aspects of digital marketing, covering emerging technologies, data-driven strategies, social media marketing, content creation, mobile marketing, e-commerce, customer relationship management, ethical considerations, global perspectives, and future trends. Through concise discussions and expert insights, the book provides readers with a comprehensive understanding of the contemporary challenges and opportunities in digital marketing, offering valuable guidance for navigating the dynamic landscape of online marketing in today's business environment (Niininen, 2021).

In ‘A Critical Review of Digital Marketing’ by M. Bala, D. Verma A Critical Review of Digital Marketing, the authors highlight the growing consumer preference for online platforms over traditional methods, emphasizing the importance of digital marketing strategies. They discuss various digital marketing techniques such as search engine optimization, social media marketing, and influencer marketing, noting their effectiveness in reaching and engaging consumers in today's technologically advanced landscape. The authors also stress the significance of understanding consumer motives and utilizing appropriate social media channels to ensure the success of digital marketing efforts. Overall, the paper suggests that digital marketing is cost-effective and has a significant commercial impact, offering ample opportunities for businesses to connect with their target audience and achieve marketing objectives effectively (Bala and Deepak Verma, 2018).

Consumer Behaviour- from the perspective of three different authors.
"Consumer Behaviour: A European Perspective" offers a comprehensive exploration of consumer behaviour tailored to the European context. Authored by Gary J. Bamossy, Søren Askegaard, Margaret K. Hogg, and Michael R. Solomon, the book delves into various aspects of consumer behaviour theory and its practical applications. It covers topics such as perception, motivation, decision-making processes, attitudes, and the influence of social groups, family structures, and cultural factors on consumer behaviour in Europe. With a multi-disciplinary approach and the latest data profiling European consumers, the book is suitable for undergraduate and postgraduate students studying marketing or consumer behaviour courses, providing valuable insights for understanding and navigating the European marketplace (Solomon, Russell-Bennett and Previte, 2012).
The authors of the article "The Compensatory Consumer Behaviour Model: How self-discrepancies drive consumer behaviour" delve into the intricate relationship between consumer behaviour and self-discrepancies, which are inconsistencies between one's current self-perception and desired self-image. They propose the Compensatory Consumer Behaviour Model, which outlines five coping strategies consumers employ to manage these self-discrepancies: direct resolution, symbolic self-completion, dissociation, escapism, and fluid compensation. The article emphasizes that consumer goods and services serve not only functional purposes but also psychological ones, providing individuals with a means to alleviate distress and regulate their self-concepts. By systematically organizing and integrating literature on this topic, the authors offer insights into the underlying motivations driving consumer behaviour, paving the way for future research in this area (Mandel et al., 2017).

The authors of the article "Evolution and trends in consumer behaviour: Insights from Journal of Consumer Behaviour" provide a comprehensive analysis of consumer behaviour based on insights gleaned from the Journal of Consumer Behaviour. They may discuss various aspects of consumer behaviour, including psychological, sociological, and environmental influences on individuals' purchasing decisions. Additionally, the authors may explore how consumer preferences, attitudes, and behaviours have evolved over time in response to changing societal norms, technological advancements, and economic factors. They may also highlight emerging trends and future directions in consumer behaviour research, offering valuable insights for academics, researchers, and practitioners in the field of marketing and consumer behaviour. Overall, the article offers a nuanced understanding of consumer behaviour dynamics and their implications for businesses and marketers (Lim et al., 2022).


[bookmark: _Toc164725887]The objectives of this research are:

The current integrated marketing communications and digital marketing strategies implemented by Coca-Cola in the U.K. are:
Coca-Cola's integrated marketing communications (IMC) approach in the UK is a comprehensive strategy aimed at integrating various promotional tools to create an organised brand message and enhance consumer engagement. This involves a blend of traditional and digital marketing. For traditional marketing, Coca-Cola utilizes advertising campaigns across various mediums such as television, print, and outdoor signage to build brand awareness and strengthen its position as a leading beverage company. These campaigns often feature catchy slogans, memorable jingles, and visually appealing imagery to capture the attention of consumers. Coca-Cola invests in public relations efforts to manage its brand reputation and foster positive relationships with stakeholders. This includes sponsorships of events, partnerships with celebrities or influencers, and participation in corporate social responsibility initiatives to demonstrate its commitment to social and environmental causes (The Coca-Cola Company, 2023b). Coca-Cola employs a variety of strategies to connect with consumers online and capitalize on the growing importance of digital channels. Social media platforms like Facebook, Instagram, and Twitter serve as key communication channels for interacting with customers, sharing user-generated content, and running targeted advertising campaigns (Coca-Cola, 2023).
Search engine optimization (SEO) is another integral component of Coca-Cola's digital marketing efforts, ensuring that its website and content rank prominently in search engine results pages (SERPs) for relevant keywords related to its products and brand. Also, mail marketing campaigns are utilized to nurture customer relationships, deliver personalized content, and promote new products or promotions directly to subscribers' inboxes. online advertising, including display ads, video ads, and sponsored content, is employed to reach consumers while they browse the web, watch videos, or engage with content on various digital platforms (McCoy, 2017). By integrating these marketing communication strategies, Coca-Cola aims to create a unified brand experience for consumers, whether they encounter the brand through traditional media channels or engage with it online. This approach not only strengthens brand loyalty and awareness but also drives sales and fosters long-term relationships with customers in the competitive UK beverage market (The Coca-Cola Company, 2023b).

The opportunities and challenges of Coca-Cola implementing integrated marketing communications strategies are:
Coca-Cola stands to gain several opportunities by implementing integrated marketing communications (IMC) strategies. Firstly, by ensuring brand consistency across various channels, Coca-Cola can reinforce its brand identity and maintain a strong brand image, which is essential for building trust and loyalty among consumers. Secondly, through integrated marketing efforts, Coca-Cola can enhance consumer engagement by providing a seamless and personalized brand experience across different touchpoints, leading to deeper connections with their target audience. Lastly, IMC enables Coca-Cola to improve marketing effectiveness by optimizing resource allocation and ensuring that all marketing efforts work together to achieve common objectives, ultimately maximizing the return on investment (Duralia O., 2018).
However, along with these opportunities come several challenges for Coca-Cola. Coordinating diverse marketing channels, each with its own unique requirements and best practices, can be complex and intensive. Managing brand messaging across platforms while maintaining consistency and relevance requires careful planning and execution to avoid confusion or weakening of the brand's message. Moreover, Coca-Cola must continuously adapt to rapidly evolving consumer behaviours and technologies in the digital landscape, which can present challenges in staying ahead of trends and effectively engaging with consumers in an ever-changing digital environment. Overcoming these challenges requires ongoing analysis, flexibility, and innovation to ensure that Coca-Cola's integrated marketing communications strategies remain effective and impactful in driving business growth and maintaining competitive advantage in the beverage market (The Coca-Cola Company, 2023b).

The impact of integrated marketing communications on consumer buying behaviour of university students:
Integrated marketing communications (IMC) can significantly impact the consumer buying behaviour of university students through various mechanisms. Firstly, IMC plays a crucial role in building brand awareness among university students. By implementing a consistent and multi-channel marketing strategy, companies can ensure that their brand is consistently present and visible to students across different touchpoints, such as social media, campus events, and online advertising. This increased exposure enhances students' familiarity with the brand and its products, making them more likely to consider them when making purchasing decisions. Furthermore, IMC strategies also shape students' perceptions of brands. Through consistent messaging and branding across various channels, companies can establish a clear and compelling brand identity that resonates with the values and preferences of university students. For example, a brand that emphasizes sustainability or social responsibility may appeal to students who prioritize environmental or ethical considerations in their purchasing decisions. By aligning their messaging with student interests and values, companies can positively influence their perceptions and attitudes towards their brand, making them more inclined to choose their products over competitors' (Tafesse and Kitchen, 2016).
Moreover, IMC can directly influence students' purchase decisions by providing them with relevant information and incentives. For instance, targeted promotions, discounts, or exclusive offers tailored to student needs and preferences can motivate them to make a purchase. Additionally, effective communication of product features, benefits, and testimonials through various channels can help students evaluate their options and make informed decisions. However, the effectiveness of IMC strategies on consumer buying behaviour among university students depends on several factors. Firstly, the clarity and consistency of brand messaging are critical. Confusing or conflicting messages may undermine students' trust in the brand and weaken its impact on their purchasing decisions. Therefore, companies must ensure that their messaging is clear, consistent, and aligned with their brand identity (Gordon-Isasi, Narvaiza and Gibaja, 2020).
The relevance of marketing communications to student interests and preferences is essential. IMC efforts that relate with students' lifestyles, aspirations, and values are more likely to capture their attention and influence their buying behaviour. Adapting marketing messages and campaigns to address specific student needs and concerns can enhance their relevance and effectiveness. Lastly, the accessibility of products also plays a significant role. Even if students are aware of and interested in a brand, factors such as pricing, availability, and convenience can impact their ability and willingness to make a purchase. Therefore, companies must ensure that their products are readily accessible to university students through convenient distribution channels and affordable pricing strategies (The Coca-Cola Company, 2023b).
In conclusion, integrated marketing communications can have a big impact on the consumer buying behaviour of university students by creating brand awareness, shaping brand perceptions, and influencing purchase decisions. However, the effectiveness of IMC strategies depends on factors such as the clarity and consistency of brand messaging, the relevance of marketing communications with student interests, and the accessibility of products. By addressing these factors, companies can effectively influence IMC to engage with university students and drive sales.


[bookmark: _Toc164725888]Gap in literature

The significance if this study is to understand the benefits and challenges in the field of IMC with digital marketing and how it reflects on the consumer behaviour. This Dissertation will critically analyse the gaps in the literature and study from these two academics, Don Schultz: A pioneer in IMC research, Schultz's studies might lack a focus on the evolving role of digital marketing and its integration with traditional channels within Coca-Cola's marketing strategies. (Vollero, Schultz and Siano, 2019). Dave Chaffey: Known for his expertise in digital marketing, Chaffey's research may offer valuable insights into digital marketing trends and strategies but might not examine deeply into how Coca-Cola implements and integrates digital marketing within its broader marketing communications. This is helping to grow the knowledge already available in the field of marketing with the help of various data collection and analysing tools (Chaffey and Chadwick, 2019).


[bookmark: _Toc164725889]Understanding the Importance of Communication through a theoretical model.
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Source: (Al-Fedaghi, 2012)

The Shannon and Weaver Model of Communication, developed by Claude Shannon and Warren Weaver, provides a theoretical framework for understanding the process of communication. It consists of several key elements like sender, encoder, transmitter, receiver, decoder, and feedback. This model explains how messages are encoded, transmitted through a channel, received, and decoded, with the possibility of feedback looping back to the sender (Communication Theory, 2014), (Al-Fedaghi, 2012).

Explanation and Relation to Coca-Cola:
In the Shannon-Weaver model, the sender is the person or entity who originates the message. They are the ones who have information they want to communicate to someone else. It could be a speaker, a writer, or any source of information. They're the starting point of the communication process. Coca cola is the sender of marketing messages, encoding its brand identity, values, and product information into various forms of communication, such as advertisements, social media posts, and promotional materials. Channel (Communication Medium) is the stage the messages are transmitted through various channels, including television, radio, print media, online platforms, and point-of-sale displays. Receiver, Consumers function as receivers of Coca-Cola's messages, decoding and interpreting them based on their perceptions, attitudes, and cultural backgrounds. Feedback: Feedback from consumers, whether through direct responses to marketing campaigns, sales data, or social media engagement metrics, allows Coca-Cola to assess the effectiveness of its communication efforts and adjust as needed. By understanding the communication process through the lens of the Shannon and Weaver Model, Coca-Cola can better tailor its marketing communications to resonate with its target audience, address potential barriers to message transmission, and ultimately achieve its marketing objectives more effectively (Communication Theory, 2014), (Al-Fedaghi, 2012).

Advantages of the Shannon and Weaver Model:
Clarity: The model provides a clear and structured framework for understanding the communication process, making it easier to identify potential breakdowns or inefficiencies. Sequential Process: It highlights the sequential nature of communication, emphasizing the importance of each stage in ensuring effective message transmission. Feedback Loop: The inclusion of a feedback loop allows for continuous improvement in communication by enabling senders to receive input from receivers and adjust their messages accordingly. Applicability: The model can be applied to various forms of communication, including verbal, written, and digital communication (Communication Theory, 2014), (Al-Fedaghi, 2012).

Disadvantages of the Shannon and Weaver Model:
Simplified Representation: Critics argue that the model oversimplifies the complexities of human communication by reducing it to a linear, one-way process, neglecting factors such as context, emotions, and cultural differences. Lack of Context: The model fails to account for the context in which communication takes place, such as cultural norms, interpersonal relationships, and situational factors, which can significantly influence message interpretation. Limited Feedback: While the model acknowledges the importance of feedback, it does not fully capture the dynamic and iterative nature of communication, where feedback loops may be ongoing and multifaceted (Communication Theory, 2014), (Al-Fedaghi, 2012).
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Explanation and how it relates to Coca-Cola.
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Fig 2.7- RACE marketing model
Source: (Chaffey, 2022)

The RACE model by Chaffey (Chaffey, 2022) is a strategic framework used in digital marketing. RACE stands for Reach, Act, Convert, and Engage, representing the key stages of the customer journey in the digital space. It helps businesses plan and implement their digital marketing strategies effectively by focusing on these four stages: reaching potential customers, encouraging them to socialise, converting them into customers, and engaging them to have long-term relationships. RACE model when applied to Coca-Cola may have varied affects like:
Reach in the RACE model is about getting your message in front of the right people, expanding your audience, and increasing visibility for your brand or product in the digital space. It involves mediums like advertising, social media posts, and search engine optimization to attract potential customers. Coca-Cola aims to reach a wide audience through these various digital channels. They might run targeted ad campaigns to increase brand visibility and attract potential consumers. Act, this stage is about encouraging your audience to act, such as clicking on a link, signing up for a newsletter, or downloading a resource or app. It's all about engaging your audience and prompting them to interact with your brand or content in some meaningful way. Once consumers are reached, Coca-Cola encourages them to act, such as visiting their website, signing up for promotions, or participating in contests. This could involve interactive content or calls-to-actions like ‘sign up, ‘buy now’ or ‘learn more’ in their marketing materials. Convert This stage is all about turning your audience into customers or persuading them to complete a desired action, like making a purchase, filling out a form, or subscribing to a service. It involves optimizing your website, product pages, and checkout process to make it easy for users to take the next step towards becoming customers. Coca-Cola focuses on converting interested individuals into customers. This could involve offering special deals or incentives to purchase Coca-Cola products online or in-store. Engage, this stage is about nurturing your relationship with your audience after they've become customers. It involves providing ongoing value, building trust, and encouraging repeat purchases or interactions. Engaging your audience helps promote loyalty and turn customers into supporters for your brand, Coca-Cola engages with their audience by responding to comments on social media, running loyalty programs, or creating engaging content to keep consumers interested and connected with the brand. Coca-Cola reaches consumers through social media campaigns, prompts them to act by participating in contests or promotions, converts interested individuals by offering discounts, and engages with them through interactive content and personalized communications (Chaffey, 2022); (The Coca-Cola company, 2021).
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Fig 2.8 The honeycomb of social media
Source: (Kietzmann et al., 2011)

Kietzmann, Hermkens, and McCarthy in this Model propose that companies have the flexibility to select and combine specific building blocks that are relevant to their business. By examining each of these elements individually, businesses can determine which ones are most significant and align with their objectives. The Honeycomb model consists of seven key aspects of a brand's digital presence: Identity, Sharing, Presence, Relationships, Reputation, Groups, and Conversations. It provides a holistic view of a brand's online ecosystem and helps identify areas for improvement and optimization (Kietzmann et al., 2011).

Coca-Cola's application of the Honeycomb model could be seen in the following ways: 
Identity in the Honeycomb Framework means how a brand or person shows who they are online, including their personality, style, and what they stand for. It's about being consistent in how they present themselves across different social media platforms to connect with their audience. Coca-Cola maintains a consistent brand identity across various digital platforms, ensuring that their messaging and visual elements align with their brand values and personality. (The Coca-Cola company, 2021). Sharing refers to people passing along or spreading content with others on social media. It's like when you see something interesting or helpful online and decide to share it with your friends or followers by reposting, retweeting, or forwarding it to them. Sharing helps content reach a wider audience and can create conversations and interactions around it. Coca-Cola encourages sharing among consumers through user-generated content campaigns, social media sharing buttons on their website, and interactive experiences that prompt users to share their Coca-Cola experiences with others. Presence means being active and visible on social media platforms. It's like having a storefront in a busy street where people can easily find you. Having a strong presence means regularly posting content, interacting with others, and making sure your profile is up to date so that people can easily discover and connect with you online. Coca-Cola maintains a strong online presence through their website, social media profiles, and other digital touchpoints, ensuring that consumers can easily find and interact with the brand online. 
Relationships refers to the connections and interactions between people or brands on social media. It's like building friendships or partnerships online through conversations, likes, comments, and sharing. Developing positive relationships is important for fostering trust, loyalty, and engagement with your audience. Coca-Cola builds relationships with consumers through personalized interactions, customer service channels, and loyalty programs that rewards repeat purchases and engagement. Reputation refers to how others perceive and think about you or your brand on social media. It's like your online reputation or what people say about you when you're not around. Building a good reputation means being seen as trustworthy, credible, and reliable by your audience. It's important because it influences how people perceive and interact with you online. Coca-Cola manages their online reputation by monitoring feedback on review sites, social media mentions, and other channels, and responding promptly to address any concerns or issues raised by consumers. Groups refers to communities or gatherings of people with similar interests, hobbies, or goals on social media. It's like joining a club or a team where members share common passions or activities. Being part of groups allows individuals to connect with like-minded people, share experiences, and engage in discussions relevant to their interests. Groups can be valuable for building relationships, exchanging knowledge, and finding support within a community. Coca-Cola fosters community groups around shared interests or causes related to their brand, such as sports events or environmental initiatives, creating opportunities for consumers to connect with each other and with the brand. Conversations means the back-and-forth exchange of messages, comments, or replies between people or brands on social media. It's like having a chat with friends or colleagues, but online. Conversations can happen in various forms, such as comments on posts, direct messages, or replies to tweets. They help foster engagement, build relationships, and create interactions around topics or content shared on social media platforms. Coca-Cola encourages conversations around their brand by participating in relevant discussions on social media, hosting live events or Twitter chats, and enabling user-generated content to spark conversations among consumers (Kietzmann et al., 2011); (The Coca-Cola company, 2021).



Similarities and differences of RACE and Honeycomb model

Similarities
Both models provide frameworks for structuring and optimizing digital marketing efforts. Both emphasize the importance of engagement and interaction with consumers. Both can help Coca-Cola enhance brand awareness, engagement, and loyalty in the digital space (David, 2019).

Differences
The RACE model focuses on the consumer journey stages (Reach, Act, Convert, Engage), while the Honeycomb model focuses on different dimensions of a brand's digital presence (Identity, Sharing, Presence, Relationships, Reputation, Groups, Conversations). The RACE model outlines specific stages of the consumer journey, while the Honeycomb model provides a broad view of a brand's online environment. The RACE model is more linear in its approach, guiding consumers through in sequence stages, while the Honeycomb model offers a more complete perspective, focusing on various aspects of digital presence altogether (David, 2019).
Overall, both the RACE and Honeycomb models provide valuable frameworks for Coca-Cola to strategize and optimize their digital marketing efforts, from attracting new consumers to nurturing existing relationships. Coca-Cola maintains a consistent brand identity online, maintains a strong presence across digital platforms, builds relationships with consumers through personalized interactions, manages its reputation effectively, fosters community groups around shared interests, and facilitates conversations around its brand through social media engagement and events (David, 2019).
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Fig 2.9 Tri component+ Attitude Model
Source: (Agyeiwaah et al., 2021)


The Tri-Component Attitude Model, also known as the ABC model, is a framework used to understand consumer behaviour by examining three components: affective that is feelings or emotions, behavioural that is actions or intentions, and cognitive that is beliefs or thoughts (Agyeiwaah et al., 2021).
In the case of Coca-Cola, this model could be applied to analyse consumers' attitudes towards the brand. For example, the affective component might involve emotions such as happiness or nostalgia associated with consuming Coca-Cola products. The behavioural component would include actions like purchasing Coca-Cola beverages or recommending them to others. The cognitive component might consist of beliefs about the taste, quality, or values represented by Coca-Cola. By understanding these components, Coca-Cola can tailor marketing strategies to strengthen positive attitudes towards their brand and products, address any negative perceptions, and influence consumers' purchasing decisions (Agyeiwaah et al., 2021).

Additionally, the Attitude Model examines how attitudes are formed, changed, and maintained. It considers factors such as beliefs, emotions, and social influences. Coca-Cola could use this model to study how consumer attitudes towards their brand are influenced by advertising, word-of-mouth, cultural factors, and personal experiences. By applying both the Tri-Component Attitude Model and the Attitude Model, Coca-Cola can gain insights into the complexities of consumer behaviour and develop strategies to effectively connect with their target audience, build brand loyalty, and drive sales (Agyeiwaah et al., 2021)

Conclusion to the literature review

This literature review has provided a critical examination of various authors' works within the field of integrated marketing communications (IMC), digital marketing, and consumer behaviour, with a specific focus on Coca-Cola's strategies and their impact. Schultz's contributions, while pioneering in IMC research, might lack emphasis on the evolving role of digital marketing within Coca-Cola's strategies (Vollero, Schultz and Siano, 2019). On the contrary, Dave Chaffey's expertise in digital marketing offers valuable insights, yet may not fully explore how Coca-Cola integrates digital strategies into its broader marketing communications (Chaffey and Chadwick, 2019). Identifying gaps in the literature in this dissertation, aiming to fill the void by analysing Coca-Cola's current IMC and digital marketing strategies in the UK, understanding their opportunities and challenges, and examining their impact on consumer behaviour, particularly among university students. Additionally, the review explores theoretical communication models such as the Shannon and Weaver Model, providing insights into the importance of effective communication within Coca-Cola's marketing endeavours (Communication Theory, 2014).
Further, by comparing digital marketing models like the RACE and Honeycomb frameworks, this review highlights their applications to Coca-Cola's digital strategy, offering a structured approach to reach, engage, and convert consumers online. Moreover, the examination of consumer behaviour models, including the Tri-Component Attitude Model and the Attitude Model, sheds light on how Coca-Cola can shape consumer attitudes and behaviours through strategic marketing interventions (Agyeiwaah et al., 2021). This literature review serves as a foundation for the following research objectives, aiming to provide a complete understanding of Coca-Cola's marketing strategies, their usage with contemporary trends, and their effectiveness in influencing consumer behaviour in the digital age. Through careful analysis and empirical investigation, this study seeks to contribute valuable insights to the field of marketing and advise practical recommendations for industry practitioners and academics.






[bookmark: _Toc164725896]Chapter 3 - Research Methodology

Research methodology refers to the organized system and collection of techniques used to gather, analyse, and make sense of data during the research process. It involves the planning, structure, and methods employed to address research questions or hypotheses, ensuring a clear and systematic approach to gaining knowledge and producing trustworthy findings (Sinha et al., 2021).
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[bookmark: _Toc164725897]Research onion model.
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Fig 3.1 The research onion model
Source: (Saunders, Lewis, and Thornhill, 2023)

The research onion model is a theoretical framework by Saunders, Lewis, and Thornhill that demonstrates the various layers or stages involved in the research process. It consists of multiple layers, each representing a different aspect or level of research methodology. The stages of the research onion model include Research Philosophy: This outermost layer represents the fundamental beliefs or assumptions guiding the research approach, such as positivism, interpretivism, or pragmatism. Research Approach: The next layer involves selecting the overall strategy for conducting research, such as deductive or inductive reasoning, qualitative or quantitative methods. Research Strategy: Within this layer, researchers determine specific methods and techniques for data collection and analysis, such as surveys, interviews, experiments, or case studies. Choices: At this layer, researchers make decisions regarding sampling, data collection tools, data analysis techniques, and research design. Time Horizon: This stage relates to the timeframe or duration of the research project, whether it is cross-sectional, one point in time or longitudinal, over an extended period. Techniques: This final layer involves the practical aspects of data collection and analysis, such as statistical methods, qualitative analysis techniques, and software tools used (Saunders, Lewis, and Thornhill, 2023).

Research Philosophy applied by the researcher for this study is Positivism.
Positivism is positioned at the outer layer of the research onion, indicating its foundational role in shaping the overall research design and methodology. positivism is characterized by a highlighting on impartiality, practical observation, and the use of quantitative methods to gather and analyse data. a positivist research approach often involves the formulation of hypotheses, the collection of quantitative data through methods such as surveys or experiments, and the statistical analysis of data to test hypotheses and draw conclusions (Saunders, Lewis, and Thornhill, 2019).
Research approach applied by the researcher for this study is Deductive method.
The researcher has employed a deductive approach which begins the study with theories and hypothesis and then collects data to test or confirm these theoretical propositions (Saunders, Lewis, and Thornhill, 2019).
Research Strategy applied by the researcher for this study is the Survey method.
In this research the survey method is used to systematically examine hypotheses derived from theoretical frameworks. The deductive method provides a structured and theory-driven approach to research, allowing researchers to validate theoretical concepts through empirical investigation (Saunders, Lewis, and Thornhill, 2019).

[bookmark: _Toc164725898]The type of investigation used in this research. 

Primary research methods
The researcher will use primary research methods for this dissertation. Primary research methods offer several advantages for gathering data firsthand. Firstly, they ensure that the data collected is fresh, relevant, and specific to the research objectives. Researchers have control over the design, implementation, and analysis of primary research, allowing them to tailor the methods to their specific research questions and objectives. Additionally, primary research methods can be customized to suit the unique characteristics of the research population, ensuring that the data collected is representative and meaningful. Furthermore, primary research provides an opportunity for direct interaction with participants, allowing researchers to clarify questions, probe deeper into responses, and gather richer qualitative data. This interaction also fosters the discovery of new insights, patterns, or trends that may not have been previously documented or explored in existing literature or secondary data sources. In the context of a dissertation on the impact of integrated marketing communications and digital marketing on Coca-Cola, primary research methods such as surveys, interviews, or focus groups with university students can provide firsthand insights into their perceptions, attitudes, and behaviours related to Coca-Cola's marketing strategies, contributing to a deeper understanding of the topic (Saunders, Lewis, and Thornhill, 2019).

Advantages and disadvantages of Primary research 
Advantages
Primary research allows researchers to collect firsthand, original data directly from the source, providing accurate and up-to-date information. Researchers have full control over the research process, including the design of the study, selection of participants, and data collection methods, allowing for greater customization and precision. It can be designed to address specific research questions or objectives, ensuring that the collected data is directly relevant to the study's goals. Direct interaction with participants enables researchers to gain deeper insights into their thoughts, attitudes, and behaviours, providing rich qualitative data that may not be available through secondary sources. Researchers can adapt their approach during the data collection process based on emerging findings or changing research needs, allowing for greater flexibility and responsiveness (Nasrudin, 2022).

Disadvantages 
Primary research can be time-consuming and labour-intensive, requiring significant planning, recruitment of participants, data collection, and analysis. Conducting primary research often requires financial resources to cover expenses such as participant recruitment, incentives, data collection tools, and analysis software, making it potentially more expensive than using existing secondary data. The selection of participants may introduce sampling bias if the sample does not accurately represent the broader population of interest, potentially limiting the generalizability of the findings. Researchers' biases or preconceptions may inadvertently influence the research process, data collection, or interpretation of results, potentially leading to biased findings. Researchers must adhere to ethical guidelines and obtain informed consent from participants, ensuring their rights and privacy are respected throughout the research process. Despite these disadvantages, primary research remains a valuable method for generating original data and gaining unique insights into research questions or topics of interest (Nasrudin, 2022).
Secondary research method
Secondary research involves gathering and analysing existing data and information that has already been collected by others. This method involves reviewing sources such as books, academic journals, government reports, industry reports, and online databases to gather information relevant to a particular research question or topic. It does not involve collecting new data directly from individuals or sources but rather filtering through and analysing existing data to draw conclusions or support arguments.
Quantitative research 
Quantitative research is a systematic approach to an investigation that involves the collection and analysis of numerical data to understand, describe, or explain phenomena. For example, Surveys and questionnaires, experiments etc (Saunders, Lewis, and Thornhill, 2019).

[bookmark: _Hlk163610306] Choices
Choices comprise decisions which involves selecting various aspects of the research design, including the sampling approach, methods for gathering data, and techniques for analysing data. The Researcher makes well-informed decisions that support the objectives of this study and the specific research inquiries aimed to be addressed (Saunders, Lewis, and Thornhill, 2019).

Advantages of choices are:
The research onion model allows the researcher to change their choices to suit the specific requirements and objectives of their study, providing flexibility in designing a research approach that best addresses their research questions. By considering various choices across different layers of the research onion, researchers can integrate multiple research methods and techniques to enhance the comprehensiveness and depth of their study, allowing for a more holistic understanding of the research topic. 

Disadvantages of choices are:
The multitude of choices available within the research onion model can lead to complexity in decision-making, as researchers must carefully navigate the various options and consider their implications for the overall research design and outcomes. Certain choices within the research onion, such as the selection of advanced research methods or techniques, may require specialized skills, expertise, and resources, which may pose challenges for researchers operating within limited budgets or time constraints. While the research onion model offers a systematic framework for guiding research choices, researchers must carefully weigh the advantages and disadvantages of each choice to ensure that their research approach is well-suited to address their research questions and objectives effectively.

The researcher is using the Mono method -Quantitative research method.
Mono method typically refers to a research approach that exclusively employs one research method. the researcher is using the "mono method" with a focus on a quantitative approach, only utilizing quantitative research methods. This involves the collection and analysis of numerical data through methods such as surveys, to address their research questions and objectives (Saunders, Lewis, and Thornhill, 2019). The researcher is emphasizing the use of quantitative data to make conclusions in this study.

Advantages of Using the Mono Method
The Mono method allows for statistical analysis of data, enabling researchers to identify patterns, trends, and relationships between variables with a high precision. Quantitative research conducted using the Mono method often generate results that can be generalized to a larger population, providing insights that are applicable beyond the specific sample studied. The Mono method offers numerous advantages in terms of statistical accuracy, generalizability, and efficiency, enhancing the reliability and validity of the findings. The Mono method is often efficient in terms of time and resources, as it can involve collecting data from large samples relatively quickly and analysing it using statistical software (Saunders, Lewis and Thornhill, 2007).
Disadvantages of Using the Mono Method
Quantitative research conducted using the Mono method may lack the depth and richness of qualitative data, as it focuses primarily on numerical data and may not capture the details or reasoning. The Mono method may provide limited insight into the proper factors that influence the research topic, as it prioritizes numerical data over qualitative descriptions and explanations. While quantitative research aims to be objective, the Mono method may still be prone to biased sampling procedures, or data analysis techniques, which can reduce the specific reasoning behind responses (Saunders, Lewis and Thornhill, 2007).

Time horizons (cross sectional)
The time horizon of this research is cross-sectional, it means that the data is collected at a single point in time. The research examines a specific population at a particular moment or a short period of time. This approach allows researchers to gather data efficiently and analyse up to date relationships between variables within the context of a single period. However, cross-sectional studies do not provide insights into changes or developments over time, as they focus solely on a single instance of observation (Saunders, Lewis, and Thornhill, 2019).
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This dissertation will collect quantitative data through a survey from respondents who are students at University of Wales trinity saint David London. Corresponding to our deductive methodology. The researcher chose various tools and procedures for gathering data, including primary sources like survey, as well as secondary sources like literature reviews or archival research. This research employs an online survey method facilitated through Microsoft Forms. The survey consists of eleven closed-ended questions, designed to gather specific and countable responses Interpretation of the findings and exploration of practical implications for Coca cola’s marketing strategies.

Sampling.
Sampling is the practice of selecting a subsection of elements or individuals from a larger population for the purpose of study or research (Berndt, 2020).

Sample size. 
Sample size refers to the number of participants or elements included in a research study's sample. In This research the sample size has fifty respondents, Business students from Level 4 to Level 7 (Berndt, 2020).

Sample type.
Sample type typically refers to the specific category or characteristics of the participants in a research sample. The choice of sample type depends on the research question, objectives, and the population under investigation. In this research its random sampling. Survey participants will consist of students aged 18 to 50+, at the University of Wales Trinity Saint David-London in the UK (Berndt, 2020).

Sample method.
Sample method typically refers to the specific technique or approach used to select participants for a research study. Different sample methods serve many purposes and are chosen based on the research design, objectives, and the characteristics of the population under investigation. This search has used cluster sampling method, the sample size is fifty University students, from University of Wales Trinity Saint David- London campus (Berndt, 2020); (Etikan and Bala, 2017).

Cluster Sampling
Cluster sampling is a sampling technique from the probability sampling method where the population is divided into clusters, and then a random sample of clusters is selected. Instead of individually sampling each element within the clusters, all elements within the selected clusters are included in the sample. 
Advantages of cluster sampling: It reduces costs by sampling entire clusters rather than individual elements within each cluster. It is easier to implement when the population is geographically dispersed or when there's a lack of a comprehensive sampling frame. It can be more efficient than other sampling methods, especially when clusters are homogenous.
[bookmark: _Toc153750277]Disadvantages of cluster sampling: If clusters are not representative of the population, it can lead to biased results. Due to the sampling of entire clusters, there may be increased variability compared to other sampling methods. It may lead to less precise estimates compared to other sampling methods, especially if clusters are highly heterogeneous. If clusters are small or if there's substantial variation within clusters, it may not be an appropriate sampling method (Etikan and Bala, 2017)

[bookmark: _Toc164725901]Analysis of the data 

Quantitative data collected from the survey using Microsoft forms, The collected data was also analysed using Microsoft forms, facilitating organized and systematic examination of numerical findings through tables and graphs. This survey has fifty respondents, the average time taken to complete the survey was 3 minutes and 53 seconds. Each respondent has given unique responses for the questions asked regarding their opinion on Coca cola and its marketing strategies. The types of questions asked in the survey consists of six multiple choice questions, one Likert scale question, two dichotomous question and two rating scale questions. The questions and their respective responses collected are depicted in the form of pie charts and bar graphs as mentioned in the results below.
Research ethics.
Research ethics comprise of the principles and guidelines guiding research involving humans, animals, or sensitive data. It ensures that research is conducted responsibly, respecting the rights and well-being of participants. This includes obtaining informed consent, minimizing risks, promoting fairness and integrity, complying with regulations, and conducting research with honesty and accountability. It safeguards the dignity of participants and upholds the integrity of the research process. (Resnik, 2020).

Validity and reality of the research.

The survey was developed by keeping IMC, digital marketing, and consumer behaviour considering Coca cola’s Marketing strategies. The population survey matches the demand of this research. Respondents were from a sample of population studying at the University of Wales Trinity Saint David London. The results obtained were true and accurate as per consumers personal choices. The usage of Microsoft forms was the most secured choice for the survey.
Analysis of the graphical representation of the questions and the responses collected from the survey.
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Question 1.
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The collective result of all the responses to this question.
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The result for this survey question shows the frequency of the consumption of Coca cola products made by the respondents: Daily: 7 (15.2%), Weekly: 16 (34.8%) Monthly: 6 (13.0%) Occasionally: 12 (26.1%) Never: 5 (10.9%). As seen in Pir chart most of the respondents said that they consumed coca cola weekly.
Question 2.
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The collective result of all the responses to this question.
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When asked how often the respondents consider Coca-Cola products when making beverage purchasing decisions, out of the 50 respondents, the results were: Always: 23 (46%), Frequently: 18 (36%), Occasionally: 7 (14%), Rarely: 0 (0%), Never: 2 (4%). According to the pie chart above, most respondents, which is 46%, said that they always consider Coca-Cola products when making beverage purchase decisions.




Question 3.
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The collective result of all the responses to this question.
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When asked about their satisfaction with the taste of Coca-Cola products, out of the 50 respondents, the results were: Very satisfied: 23 (46%), Satisfied: 18 (36%), Neutral: 7 (14%), Dissatisfied: 0 (0%), Very dissatisfied: 2 (4%). As seen, most respondents, 46%, are very satisfied with the taste of Coca-Cola products compared to other beverage brands. It's noteworthy that none of the respondents expressed dissatisfaction with the taste of Coca-Cola products.


Question 4.
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The collective result of all the responses to this question.
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When asked if they have received any promotional emails or newsletters from Coca-Cola, out of the 50 respondents, the results were: Yes: 7 (14%), No: 43 (86%). It's noteworthy that most respondents, 86%, reported not receiving any promotional emails or newsletters from Coca-Cola.







Question 5.
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The collective result of all the responses to this question.
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When asked if the respondents follow Coca-Cola on any of their social media accounts, the breakdown of responses is as follows: Instagram: 17 (34%), Facebook: 8 (16%), Twitter: 2 (4%), TikTok: 1 (2%), None: 30 (60%). It's notable that most respondents, 60%, do not follow Coca-Cola on any social media platform.



Question 6.
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The collective result of all the responses to this question.
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As observed in the chart above, the engagement of respondents with Coca-Cola's media content, posts, and updates is limited. Out of the 50 respondents, the survey results indicate: Daily: 6 (12%), Weekly: 4 (8%), Monthly: 8 (16%), Occasionally: 8 (16%), Never: 24 (48%). Notably, 48% of the surveyed population, comprising 24 individuals, reported never engaging with Coca-Cola's media content.




Question 7.
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The collective result of all the responses to this question.
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As depicted in the bar graph above, the new average rating of 6.78 indicates a high likelihood among the respondents that Coca-Cola effectively communicates its brand message through its marketing campaigns targeting university students.






Question 8.
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The collective result of all the responses to this question.
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 As observed above, a significant portion of respondents find 'Brand image' and 'Logo and packaging' as the most appealing aspects of Coca-Cola's branding. Out of 50 respondents: Brand image: 50% (25 respondents), Advertising campaign: 26% (13 respondents), Logo and packaging: 54% (27 respondents), Sponsorships and partnerships: 12% (6 respondents), Celebrity endorsements: 14% (7 respondents).




Question 9.
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The collective result of all the responses to this question.
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When asked if their purchasing behaviour towards Coca-Cola would change if their favourite celebrity promoted it, most respondents, 30 out of 50, said no, while 20 respondents answered yes.








Question 10.
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The collective result of all the responses to this question.
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Majority of respondents, 21 people, stated that Coca-Cola's unique and creative advertising motivates them to buy Coca-Cola products. The results, out of 50 respondents, were as follows: Advertising: 42% (21 respondents), Sales promotion: 18% (9 respondents), Public relations: 14% (7 respondents), Sponsorships: 8% (4 respondents), Direct marketing: 18% (9 respondents).



Question 11.
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The collective result of all the responses to this question.
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Majority of the respondents, totalling 15 people, expressed their intention to continue purchasing Coca-Cola products. With an average rating of 7.22, it indicates a strong inclination among respondents to persist in purchasing Coca-Cola products in the future.




[bookmark: _Toc164725902]Discussion of the collected data

Consumption Frequency, Consideration in Purchase Decisions, and Taste Satisfaction:
The survey data indicates that a significant portion of respondents consume Coca-Cola products frequently, consider Coca-Cola products in their purchase decisions, and are satisfied with the taste. This suggests a consistent demand for Coca-Cola among the surveyed population. These findings associate with the literature on brand loyalty and consumer satisfaction, highlighting Coca-Cola's strong brand presence, and influence in the beverage market and product appeal (Solomon, Russell-Bennett, and Previte, 2012). Most respondents expressed high satisfaction with the taste of Coca-Cola products, with none reporting dissatisfaction. This reflects positively on Coca-Cola's product quality.

Promotional Engagement and Social Media Following
The survey reveals a potential area for improvement in Coca-Cola's digital marketing strategy, as a large proportion of respondents have not received promotional emails or newsletters. While a significant percentage of respondents follow Coca-Cola on Instagram, engagement with Coca-Cola's social media content is relatively low. This supports the literature on the importance of social media engagement and interactive content in driving consumer interest and brand visibility in the digital age (Chaffey and Chadwick, 2019); (The Coca-Cola Company, 2023c).

Brand Appeal and Influence of Celebrity Endorsements:
 Respondents found the brand image and packaging of Coca-Cola appealing, indicating the strength of Coca-Cola's branding efforts. However, the majority stated that their purchasing behaviour would not be affected by celebrity endorsements, suggesting that other factors play a more significant role in their purchasing decisions. This aligns with the literature on the effectiveness of branding strategies and the limitations of celebrity endorsements in driving consumer behaviour (Kerr and Patti, 2013).

Motivation for Purchase and Future Purchase Intent
Creative advertising emerged as the primary motivator for purchasing Coca-Cola products, highlighting the importance of effective marketing campaigns in driving consumer behaviour. The survey also indicates a strong likelihood of continued purchase of Coca-Cola products among respondents, suggesting favourable future purchasing behaviour. These findings support the literature on the influence of marketing communications on consumer attitudes and behaviours (Bala and Verma, 2018). The survey provides valuable insights into consumer perceptions and behaviours regarding Coca-Cola products, highlighting areas of strength as well as opportunities for further enhancement in marketing and promotional strategies. The survey also highlights the fact that Coca cola needs to focus on digital marketing and social media promotions for better engagement with the consumers.
[bookmark: _Toc164725903]Relation of the data to the Literature review.

When related the result of the survey conducted among university students aimed to assess their perceptions of Coca-Cola's current integrated marketing communications (IMC) and digital marketing strategies in the UK. The findings revealed that most students were aware of Coca-Cola's presence on social media platforms such as Facebook and Instagram. However, there was a noticeable discrepancy in engagement levels, with fewer students actively following Coca-Cola on Instagram compared to Facebook. Moreover, the survey highlighted students' preferences for certain types of digital marketing content, with interactive and visually appealing posts receiving higher engagement. Additionally, students expressed interest in promotions and contests offered by Coca-Cola, indicating a potential opportunity for the brand to further leverage these tactics in its digital marketing efforts (The Coca-Cola Company, 2023c). The survey results align with the literature reviewed, particularly in terms of consumer engagement with Coca-Cola's digital marketing channels. Scholars such as Dave Chaffey and Brian Solis emphasize the importance of social media engagement and interactive content in driving consumer interest and brand visibility in the digital age (Chaffey and Chadwick, 2019); (Solis, 2019). The findings also support the insights from the RACE model, highlighting the significance of reaching and engaging consumers through various digital platforms. Also, the survey sheds light on consumer preferences and behaviours, which resonates with the discussion on consumer behaviour models like the Tri-Component Attitude Model (Agyeiwaah et al., 2021). Understanding students' attitudes towards Coca-Cola's digital presence can inform strategic decisions to enhance brand perception, brand reputation, brand approachability and drive consumer loyalty. Overall, by integrating the survey findings with the literature review, this study gains a comprehensive understanding of Coca-Cola's digital marketing strategies, their effectiveness in engaging consumers, and their influence on consumer behaviour. This synthesis allows for informed recommendations and insights that contribute to both academic knowledge and practical marketing strategies within the beverage industry (The Coca-cola company, 2021).
The survey results, when related to the literature review, provide a comprehensive understanding of Coca-Cola's marketing strategies, their effectiveness in engaging consumers, and their impact on consumer behaviour. By integrating the survey findings with theoretical frameworks and insights from the literature, this study gains valuable insights that contribute to both academic knowledge and practical marketing strategies within the beverage industry. The analysis of the data in relation to the literature review allows for informed recommendations and insights to enhance Coca-Cola's marketing efforts and drive consumer loyalty (Samuels, 2020).




[bookmark: _Toc164725904]Chapter 5: Conclusion and recommendation.

[bookmark: _Toc164725905]Conclusion

This dissertation provides a well detailed understanding of the topics of integrated marketing communications (IMC), digital marketing, and Consumer behaviour. Chapter one of this dissertation introduces the research topic, highlighting the significance of effective marketing strategies in today's business environment and focusing on Coca-Cola's role as a global leader in the beverage industry. It shows the objectives of the study, which is to analyse the impact IMC and digital marketing on Coca-Cola, and its result on consumer behaviour (The Coca-Cola Company, 2023b). It also establishes the problem statement, research rationale, aim, objectives, and research questions, providing a structure to understand the other chapters. Followed by a detailed literature review examining various perspectives from prominent authors and scholars, providing insights into the evolving field of marketing communication strategies and their implications for Coca-Cola's brand management and consumer behaviour. Additionally, the literature review explores the opportunities and challenges of implementing IMC strategies for Coca-Cola, particularly in the UK market, and examines the impact of IMC on consumer buying behaviour, focusing on university students. This dissertation aims to address the gaps, in understanding how Coca-Cola integrates digital marketing within its broader marketing communications and the evolving role of digital marketing in the company's strategies and contribute to the existing body of knowledge in the field of marketing by providing a critical analysis of Coca-Cola's marketing strategies and their impact on consumer behaviour. The analysis of the Shannon and Weaver Model of Communication provides a clear understanding of how Coca-Cola communicates its messages to consumers. The application of the RACE Digital Planning framework and the Honeycomb Model to Coca-Cola's digital marketing strategies demonstrates the brand's efforts to reach, engage, and convert consumers online while improving relationships and managing its online reputation. The exploration of consumer behaviour through the Tri-Component Attitude Model and the Attitude Model offers valuable insights into how Coca-Cola can shape consumer attitudes and behaviours through strategic marketing intervention (The Coca-cola company, 2021).
The research methodology uses the research onion model, to understand the systematic approach that is used to design this study. By starting with research philosophy and progressing through various layers such as research approach, strategy, and data collection methods, this ensures a comprehensive and structured approach to this research. The choice of primary research methods, especially quantitative approach, is well-justified and offers numerous advantages, such as statistical precision and generalizability. The research also acknowledged the limitations of this approach, particularly its potential lack of depth compared to qualitative methods. The decision to employ a cross-sectional time horizon for this study shows the current state of this research topic. The research methodology chapter demonstrates a thoughtful organised approach used for designing this study, ensuring that the collected data is relevant and reliable data to address this research questions effectively. The fourth chapter provides a detailed analysis of the data collected through a survey, offering valuable insights into consumer perceptions and behaviours regarding Coca-Cola products and marketing strategies.
The discussion of sampling methods, sample size, and data collection methods demonstrates the accuracy and validity of this research approach. Using probability sampling and an online survey methodology ensures that these findings are representative and reliable. The graphical representations of survey responses effectively summarize key findings, such as consumption frequency, consideration in purchase decisions, taste satisfaction, promotional engagement, and social media following. These findings are then analysed and discussed in relation to existing literature on consumer behaviour and digital marketing strategies. The discussion effectively connects the survey results with concepts from the literature review, such as social media engagement, consumer preferences, and the Tri-Component Attitude Model. This integration enhances the relevance and applicability of the findings, providing valuable insights for both academic research and practical marketing strategies within the beverage industry. Overall, Chapter 4 offers a comprehensive analysis of this research findings, highlighting strengths and opportunities for improvement in Coca-Cola's marketing strategies while effectively integrating theoretical frameworks from the literature review. The main aim of current Coca cola’s marketing strategies is to identify the most influential social media platforms, and to analyse the effectiveness of social media marketing strategies in driving consumer engagement and purchasing decisions. Through comprehensive analysis, the conclusion was drawn that social media significantly influences consumer behaviour, with a notable impact on purchasing decisions. Instagram emerged as the most influential social media platform, followed by Facebook and   Twitter. Social media marketing strategies, particularly those focused on interactive content and influencer partnerships, are highly effective in driving consumer engagement and influencing purchasing behaviour (The Coca-Cola Company, 2023b).

Current Integrated Marketing Communications and Digital Marketing Strategies implemented by Coca-Cola in the U.K.:
Coca-Cola's current integrated marketing communications (IMC) approach in the UK involves a blend of traditional and digital marketing strategies. This includes advertising campaigns across various mediums such as television, print, and outdoor signage to build brand awareness. Additionally, Coca-Cola utilizes social media platforms like Facebook, Instagram, and Twitter for interacting with customers, sharing user-generated content, and running targeted advertising campaigns. Search engine optimization (SEO) is also employed to ensure that Coca-Cola's website and content rank prominently in search engine results pages (SERPs). Mail marketing campaigns are utilized to nurture customer relationships and promote new products or promotions directly to subscribers' inboxes. Coca-Cola aims to create a unified brand experience for consumers, whether they encounter the brand through traditional media channels or engage with it online.




Opportunities and Challenges of Coca-Cola implementing Integrated Marketing Communications Strategies:
 Opportunities:
 Ensuring brand consistency across various channels can reinforce Coca-Cola's brand identity and maintain a strong brand image, leading to increased trust and loyalty among consumers.
By providing a seamless and personalized brand experience across different touchpoints, Coca-Cola can enhance consumer engagement and foster deeper connections with its target audience.
Integrated marketing efforts can optimize resource allocation and ensure that all marketing initiatives work together to achieve common objectives, ultimately maximizing the return on investment.

Challenges:
Coordinating diverse marketing channels with their unique requirements and best practices can be complex and intensive.
Continuously adapting to rapidly evolving consumer behaviours and technologies in the digital landscape can present challenges in staying ahead of trends and effectively engaging with consumers.
Maintaining brand messaging consistency across platforms while ensuring relevance and avoiding confusion or weakening of the brand's message requires careful planning and execution.

Impact of Integrated Marketing Communications on Consumer Buying Behaviour of University Students:
Integrated marketing communications (IMC) can significantly impact the consumer buying behaviour of university students by building brand awareness, shaping brand perceptions, and influencing purchase decisions. Through a consistent and multi-channel marketing strategy, Coca-Cola can ensure that its brand is visible to students across various touchpoints, such as social media, campus events, and online advertising. This increased exposure enhances students' familiarity with the brand and its products, making them more likely to consider them when making purchasing decisions. Additionally, IMC efforts that relate to students' lifestyles, aspirations, and values are more likely to capture their attention and influence their buying behaviour. By addressing factors such as the clarity and consistency of brand messaging, the relevance of marketing communications with student interests, and the accessibility of products, Coca-Cola can effectively influence IMC to engage with university students and drive sales.


[bookmark: _Toc164725906]Summary of findings

The literature review and survey results collectively affirm the significant influence of social media on consumer behaviour and purchasing decisions. Key findings include the dominance of Instagram as the most impactful platform, the importance of interactive content in driving engagement, and the effectiveness of influencer collaborations in shaping consumer preferences. There is a consistent demand for Coca-Cola products among the surveyed population, with a significant portion of respondents consuming Coca-Cola on a weekly basis. Coca-Cola has a strong influence on beverage purchase decisions, with most respondents considering Coca-Cola products frequently or occasionally. High levels of satisfaction with the taste of Coca-Cola products indicate positive brand perceptions and product quality. However, there are areas for improvement in Coca-Cola's digital marketing and promotional strategies, as evidenced by low engagement with promotional emails/newsletters and limited social media following and engagement. Creative advertising emerged as the primary motivator for purchasing Coca-Cola products, highlighting the importance of effective marketing campaigns.
the research findings suggest that Coca-Cola maintains a strong presence and influence in the beverage market among university students in the UK. The brand enjoys high levels of consumption frequency and consideration in purchase decisions, with positive perceptions of product taste and brand image. However, there are opportunities for improvement in digital marketing and promotional strategies to enhance consumer engagement and brand visibility. Despite these areas for improvement, the research indicates a favourable outlook for continued purchase behaviour towards Coca-Cola products among respondents.

[bookmark: _Toc164725907]Limitations 

While the findings provide valuable insights, it's essential to acknowledge the limitations of this research, The sample size is relatively small and limited to university students in the UK, which may not fully represent the broader population or increase the regional areas in consumer behaviour. The use of an online survey methodology may present biased responses and exclude individuals without internet access or those who choose not to participate in online surveys. The survey questions were closed-ended, limiting the depth of qualitative insights, and potentially overlooking dept of consumer preferences or attitudes. The research focuses primarily on consumer perceptions and behaviours, overlooking other factors such as market trends, competitor analysis, and external environmental factors that may impact Coca-Cola's marketing strategies. The survey data relies on self-reported responses, which may be subject to social desirability bias or inaccuracies in recall. Despite these limitations, the research findings offer valuable insights for Coca-Cola and other beverage brands seeking to understand and enhance consumer engagement and marketing strategies among university students in the UK (The Coca-Cola Company, 2023b). Further research with larger sample sizes, mixed-method approaches, and broader demographic representation could provide a more comprehensive understanding of consumer behaviour in the beverage market.

[bookmark: _Toc164725908]Recommendations

Despite the valuable insights gained, the primary research faced limitations like, these topics need to be researched more and requires more academic writing as there is a huge shift in marketing from traditional platforms to modern platforms which is the digital platform. In the secondary research A low sample size and response rate. Future studies should aim for a larger sample size and target diverse demographics across broader geographical locations to enhance the validity and generalising of findings. For future research endeavours, incorporating a mixed-method approach combining qualitative and quantitative techniques would provide a more comprehensive understanding of the intricacies of social media's impact on consumer behaviour. Explore the evolving dynamics of emerging social media platforms and their influence on consumer behaviour. Investigate the effectiveness of innovative social media marketing strategies, such as enhanced reality experiences and introducing games, in driving consumer engagement and purchasing decisions. Assess the long-term effects of social media usage on brand loyalty and consumer trust. In the future, employing a mixed-method approach integrating qualitative interviews, quantitative surveys, and social media analytics would provide a holistic understanding of consumer behaviour in the digital age.

[bookmark: _Toc164725909]Recommendation for future research

New topic for future research would be to Investigate how IMC and digital marketing strategies for Coca-Cola varies across different cultural contexts and how these variations influence consumer behaviour. And examine the role of social media platforms in shaping consumer perceptions and behaviours towards Coca-Cola, including the impact of influencer marketing. Conduct research on emerging trends in digital marketing and their impact on consumer behaviour, within the beverage industry. This could include topics such as the rise of influencer marketing, the use of augmented reality (AR) and virtual reality (VR) experiences, and the integration of artificial intelligence (AI) technologies in marketing campaigns (Patel, 2023).
Researcher can conduct a longitudinal study to track changes in consumer behaviour over time and assess the long-term effectiveness of Coca-Cola's marketing strategies. This could involve conducting periodic surveys or interviews with consumers by using the mix method to understand how their perceptions, preferences, and purchasing habits evolve in response to marketing efforts. And could also investigate the impact of Coca-Cola's sustainability and CSR initiatives on consumer behaviour and brand perception. This could include analysing consumer attitudes towards environmentally friendly packaging, ethical sourcing practices, and community engagement efforts, and their influence on purchasing decisions. Or conduct comparative research to analyse the marketing strategies of Coca-Cola's competitors within the beverage industry.  By addressing these areas future research can further advance our understanding of integrated marketing communications, digital marketing, and consumer behaviour within the context of the beverage industry, providing valuable insights for both academic and industry practitioners (The Coca-cola company, 2021).

Reference list
Agyeiwaah, E., Dayour, F., Otoo, F.E. and Goh, B. (2021). Understanding backpacker sustainable behavior using the tri-component attitude model. Journal of Sustainable Tourism, 29(7), pp.1–33. doi:https://doi.org/10.1080/09669582.2021.1875476.
Al-Fedaghi, S. (2012). A Conceptual Foundation for the Shannon-Weaver Model of Communication. International Journal of Soft Computing, 7(1), pp.12–19. doi:https://doi.org/10.3923/ijscomp.2012.12.19.
Baker, M.J. (2001). Marketing: Critical Perspectives on Business and Management. [online] Google Books. Taylor & Francis. Available at: https://books.google.co.uk/books?hl=en&lr=&id=HLuo1sawoAYC&oi=fnd&pg=PA81&dq=related:R7Eslt26m6gJ:scholar.google.com/&ots=Igjzf-9rTx&sig=2Vv5Gz2zw3Y4Uk8Yjv0KdgD3YTA&redir_esc=y#v=onepage&q&f=false [Accessed 10 Apr. 2024].
Bala, M. and Deepak Verma, M. (2018). A Critical Review of Digital Marketing. International Journal of Management, 8(249-0558).
Bandy, L.K., Scarborough, P., Harrington, R.A., Rayner, M. and Jebb, S.A. (2020). Reductions in Sugar Sales from Soft Drinks in the UK from 2015 to 2018. BMC Medicine, [online] 18(1), p.20. doi:https://doi.org/10.1186/s12916-019-1477-4.
Berndt, A.E. (2020). Sampling Methods. Journal of Human Lactation, [online] 36(2), pp.224–226. doi:https://doi.org/10.1177/0890334420906850.
Chaffey, D. and Chadwick, F.E. (2019). Digital Marketing. 7th ed. Pearson UK.
Coca-Cola (2023). Coca-Cola Great Britain - Home Page | Coca-Cola GB. [online] www.coca-cola.com. Available at: https://www.coca-cola.com/gb/en.
Communication Theory (2014). Shannon and Weaver Model of Communication. [online] Communication Theory. Available at: https://www.communicationtheory.org/shannon-and-weaver-model-of-communication/.
David, Z. (2019). Digital Marketing Models Frameworks and tools for digital audits, planning and strategy. [online] Academia.edu. Available at: https://www.academia.edu/37148488/Digital_Marketing_Models_Frameworks_and_tools_for_digital_audits_planning_and_strategy.
Drivas, I.C., Kouis, D., Kyriaki-Manessi, D. and Giannakopoulou, F. (2022). Social Media Analytics and Metrics for Improving Users Engagement. Knowledge, 2(2), pp.225–242. doi:https://doi.org/10.3390/knowledge2020014.
Duralia, O. (2018). Integrated Marketing Communication and Its Impact on Consumer Behavior. Studies in Business and Economics, [online] 13(2), pp.92–102. doi:https://doi.org/10.2478/sbe-2018-0022.
Etikan, I. and Bala, K. (2017). Sampling and Sampling Methods. Biometrics & Biostatistics International Journal, [online] 5(6), pp.215–217. doi:https://doi.org/10.15406/bbij.2017.05.00149.
facebook.com. (2024). Coca-Cola. [online] Available at: https://www.facebook.com/cocacolaGB/?locale=en_GB [Accessed 14 Apr. 2024].
Gordon-Isasi, J., Narvaiza, L. and Gibaja, J.J. (2020). Revisiting integrated marketing communication (IMC): a scale to assess IMC in higher education (HE). Journal of Marketing for Higher Education, 31(1), pp.1–33. doi:https://doi.org/10.1080/08841241.2020.1758283.
Howard, J.A. and Sheth, J.N. (1970). The Theory of Buyer Behavior. Journal of the American Statistical Association, [online] 65(331), p.1406. doi:https://doi.org/10.2307/2284311.
Johnson, K. (2022). Top 20 Coca Cola Competitors and Alternatives. [online] Business Strategy Hub. Available at: https://bstrategyhub.com/coca-cola-competitors-and-alternatives/.
Keller, K.L. (2011). Strategic brand management : Building, measuring, and managing brand equity. Delhi: Pearson.
Kerr, G. and Patti, C. (2013). Strategic IMC: From abstract concept to marketing management tool. Journal of Marketing Communications, 21(5), pp.317–339. doi:https://doi.org/10.1080/13527266.2013.786748.
Khalaf, R. (2021). The cost of Ronaldo’s rejection of Coca-Cola. [online] www.ft.com. Available at: https://www.ft.com/content/8858d356-7a11-4ff4-83b9-d88203a08261 [Accessed 24 Mar. 2024].
Kietzmann, J.H., Hermkens, K., McCarthy, I.P. and Silvestre, B.S. (2011). Social media? Get serious! Understanding the functional building blocks of social media. Business Horizons, 54(3), pp.241–251. doi:https://doi.org/10.1016/j.bushor.2011.01.005.
Kotler, P. and Keller, K.L. (2016). Marketing management. 15th ed. Boston: Pearson.
Lim, W.M., Kumar, S., Pandey, N., Verma, D. and Kumar, D. (2022). Evolution and trends in consumer behaviour: Insights from Journal of Consumer Behaviour. Journal of Consumer Behaviour, [online] 22(1). doi:https://doi.org/10.1002/cb.2118.
Mandel, N., Rucker, D.D., Levav, J. and Galinsky, A.D. (2017). The Compensatory Consumer Behavior Model: How self-discrepancies drive consumer behavior. Journal of Consumer Psychology, 27(1), pp.133–146.
Marketline (2024). The Coca-Cola Co Overview. [online] Uwtsd.ac.uk. Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Company/Summary/the-coca-cola-company [Accessed 15 Mar. 2024].
McCoy, J. (2017). Why Big Brands Shouldn’t Ignore SEO. [online] Search Engine Journal. Available at: https://www.searchenginejournal.com/no-brand-big-seo/206728/#close.
Nasrudin, A. (2022). Primary Research: Methods, Advantages, and Disadvantages. [online] Penpoin. Available at: https://penpoin.com/primary-research/.
Niininen, O. (2021). Contemporary Issues in Digital Marketing. London: Routledge. doi:https://doi.org/10.4324/9781003093909.
Noel, H. (2009). Consumer behaviour. Lausanne, Switzerland: AVA Publishing SA.
Patel, L. (2023). Council Post: 10 Marketing Trends That Will Dominate In 2024. [online] Forbes. Available at: https://www.forbes.com/sites/forbesbusinessdevelopmentcouncil/2023/12/18/10-marketing-trends-that-will-dominate-in-2024/.
Pinto, F.M. and Guarda, T. (2020). Digital Marketing Strategies and Models for Competitive Business. IGI Global eBooks. IGI Global. doi:https://doi.org/10.4018/978-1-7998-2963-8.
Porcu, L., Barrio-García, S. del and Kitchen, P.J. (2012). How Integrated Marketing Communications (IMC) works? A theoretical review and an analysis of its main drivers and effects. Communication & Society, [online] 25(1), pp.313–348. Available at: https://revistas.unav.edu/index.php/communication-and-society/article/view/36183/30817.
Porter, M.E. (2011). Competitive Advantage of Nations : Creating and Sustaining Superior Performance. Riverside: Free Press.
Resnik, D. (2020). What Is Ethics in Research & Why Is It Important? [online] National Institute of Environmental Health Sciences. Available at: https://www.niehs.nih.gov/research/resources/bioethics/whatis.
Samuels, P. (2020). A Really Simple Guide to Quantitative Data Analysis. A really simple guide to quantitative data analysis, (DOI:10.13140/RG.2.2.25915.36645). doi:https://doi.org/10.13140/rg.2.2.25915.36645.
Sasse, T. and Metcalfe, S. (2022). Sugar tax. [online] Institute for Government. Available at: https://www.instituteforgovernment.org.uk/article/explainer/sugar-tax.
Saunders, M., Lewis, P. and Thornhill, A. (2007). Research methods for business students. 4th ed. Harlow: Pearson Education.
Saunders, M., Lewis, P. and Thornhill, A. (2023). Research Methods for Business Students. 9th ed. Harlow: Pearson.
Schiffman, L.G., O’cass, A., Paladino, A. and Carlson, J. (2013). Consumer behaviour. 6th ed. French’s Forest, NSW: Pearson Australia.
Sharp, B. (2010). How brands grow : what marketers don’t know. Oxford ; New York: Oxford University Press.
Solis, B. (2019). Lifescale : how to live a more creative, productive and happy life. Hoboken, New Jersey: John Wiley & Sons, Inc.
Solomon, M., Russell-Bennett, R. and Previte, J. (2012). Consumer Behaviour. Melbourne: P.Ed Australia.
Tafesse, W. and Kitchen, P.J. (2016). IMC – an integrative review. International Journal of Advertising, 36(2), pp.210–226. doi:https://doi.org/10.1080/02650487.2015.1114168.
The Coca-Cola Company (2023a). Coca-Cola History. [online] www.coca-colacompany.com. Available at: https://www.coca-colacompany.com/about-us/history.
The Coca-Cola Company (2023b). Growth strategy. [online] The Coca-Cola Company. Available at: https://investors.coca-colacompany.com/strategy/growth-strategy.
The Coca-Cola Company (2023c). The Birth of a Refreshing Idea - News & Articles. [online] www.coca-colacompany.com. Available at: https://www.coca-colacompany.com/about-us/history/the-birth-of-a-refreshing-idea.
The Coca-cola company (2021). Coca-Cola’s 2021 Marketing Innovation Portfolio Strategy - News & Articles. [online] www.coca-colacompany.com. Available at: https://www.coca-colacompany.com/media-center/2021-marketing-innovation-portfolio-strategy.
University of Cambridge (2016). Porter’s Generic Competitive Strategies (Ways of Competing). [online] University of Cambridge. Available at: https://www.ifm.eng.cam.ac.uk/research/dstools/porters-generic-competitive-strategies/.
Vollero, A., Schultz, D.E. and Siano, A. (2019). IMC in digitally-empowering contexts: the emerging role of negotiated brands. International Journal of Advertising, 38(3), pp.428–449. doi:https://doi.org/10.1080/02650487.2018.1535221.
www.instagram.com. (2024). Instagram. [online] Available at: https://www.instagram.com/cocacolagbi/?hl=en [Accessed 14 Mar. 2024].






[bookmark: _Toc164725911]Appendix 

[bookmark: _Toc164725912]Survey questionnaire.
* Required
1. How frequently do you consume Coca-Cola products? * 
Daily
Weekly
Monthly
Occasionally
Never
2. How often do you consider Coca-Cola products when making beverage purchase decisions? 
* 
Always
Frequently
Occasionally
Rarely
Never
3. How satisfied are you with the taste of Coca-Cola products? * 
Very satisfied
Satisfied
Neutral
Dissatisfied
Very dissatisfied
4. Have you ever signed up to receive promotional emails or newsletters from Coca-Cola regarding their products or campaigns? * 
Yes
No
5. Do you follow Coca-Cola's official social media accounts on platforms? If 'Yes' which, are they. * 
You can choose more than one option.
Instagram
Facebook
Twitter
TikTok
None
6. How often do you engage with Coca-Cola's social media content (e.g., liking, sharing, commenting)? * 
Daily
Weekly
Monthly
Occasionally
Never
7. Do you believe Coca-Cola effectively communicates its brand message through its marketing campaigns targeting university students?  * 
1 being unlikely to 10 being extremely likely.1
2
3
4
5
6
7
8
9
10


8. Which aspect of Coca-Cola's branding do you find most appealing? * You can choose more than one option.
Brand image
Advertising campaign
Logo and packaging
Sponsorships and partnerships
Celebrity endorsements

9. Would it affect your purchase of coca cola products if your favourite celebrity promotes it? * Yes
No
10. Which one of these promotions motivates you to buy coca cola? * 
Advertising
Sales promotion
Public relations
Sponsorships
Direct marketing
11. How likely are you to continue purchasing Coca-Cola products in the future? * 
1 being unlikely to 10 being extremely likely.
1
2
3
4
5
6
7
8
9
10

This content is neither created nor endorsed by Microsoft. The data you submit will be sent to the form owner.
Microsoft Forms
















Chapter 1: Introduction                                                                                                                                                   
This chapter introduces IMC, Digital Marketing and Consumer behaviour and its relation to Coca cola. Also, the  Background of the research, Aims and objectives with the research rationale.  


Chapter 2: Literature Review    
This chapter explores the previous academic writings, theoretical models and examines the role of IMC and digital marketing on Consumer behaviour  


Chapter 3:Research Methodology    
This chapter consists of the detailed explanation of the research approach and data collection methods.


Chapter 4: Data analysis findings and discussion
This chapter graphically  visualises the data collected from the survey and the discussion with relation to Coca cola.


Chapter 5: Conclusion and Recommendations
This Chapter has the conclusion and the recommendations for the research and also explores into the Future scope of research with the topic.
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7.1.  Market share

Table 7: United Kingdom carbonated soft drinks market share: % share, by value, 2020

Company % Share
Coca-Cola 51.7%
PepsiCo 22.8%
A G Barr 6.6%)
Britvic 45%
Other 14.3%,
Total 100%

SOURCE: MARKETLINE

MARKETLINE
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2. How often do you consider Coca-Cola products when making beverage purchase decisions? *
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O Rarely

() Never
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7. Do you believe Coca-Cola effectively communicates its brand message through its marketing
campaigns targeting university students? * [I}

1 being unlikely to 10 being extremely likely
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11. How likely are you to continue purchasing Coca-Cola products in the future? *
1 being unlikely to 10 being extremely likely

0

10




image45.png
11. How likely are you to continue purchasing Coca-Cola products in the future?

More Details

£ Insights.

7.22

Average Rating

18
16
14
12
10

o N & o ®

1 3 5 7 9




image46.png




image47.png




image1.jpeg
UNIVERSITY OF WALES
Trinity Saint David
% London




image2.png




image11.svg
  
.MsftOfcResponsive_Fill_918655 {
 fill:#918655; 
}

    


image3.svg
  
.MsftOfcResponsive_Fill_54a021 {
 fill:#54A021; 
}

 


image4.png




image5.svg
  
.MsftOfcResponsive_Fill_e6b91e {
 fill:#E6B91E; 
}

       


image6.png




image7.svg
  
.MsftOfcResponsive_Fill_e76618 {
 fill:#E76618; 
}

 


image8.png




image9.svg
  
.MsftOfcResponsive_Fill_c42f1a {
 fill:#C42F1A; 
}

     


image10.png




