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Abstract:
This research proposal aims to investigate the digital marketing transformation of Coca Cola, one of the world's largest beverage companies. The objective is to determine the current digital marketing strategies implemented by Coca Cola, analyze their effectiveness, and explore the opportunities and challenges associated with implementing digital marketing strategies in the company.

The study will adopt a quantitative research design using cluster sampling and an online survey. Data will be collected from a sample of 50 students from the University of Wales Saint Trinity David, as well as students from different universities. The research will focus on identifying the key digital channels used by Coca Cola for marketing and advertising purposes and analyzing the company's digital marketing spending from 2015 to 2022.

Additionally, the research aims to assess the impact of digital marketing on brand equity, customer engagement, and loyalty of Coca Cola. It will investigate consumers' attitudes and behaviors towards Coca Cola's brand image and reputation in the digital age. The perspectives of marketing professionals within Coca Cola will be sought to understand the effectiveness of digital marketing strategies and their influence on brand equity, customer engagement, and loyalty.

The expected outcomes of the study include providing insights into the challenges and opportunities of digital marketing transformation in the beverage industry. By examining Coca Cola's digital marketing strategies and their impact on brand equity, customer engagement, and loyalty, the research will provide valuable insights on the study.
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1.0 Introduction:
Coca-Cola, one of the world's largest beverage companies, has been a leading player in the marketing industry for over a century. With a long history of traditional advertising and marketing campaigns, the company has recognized the need to adapt to the changing landscape of digital marketing. In recent years, Coca-Cola has undergone a digital marketing transformation to better engage with customers, create a more personalized experience, and achieve greater efficiency and cost-effectiveness in marketing activities.

According to Datamonitor (2015), Coca-Cola is a global company with a portfolio of more than 500 brands, including Coca-Cola, Sprite, Fanta, and Minute Maid. The company was founded in 1886 and has a long history of advertising and marketing campaigns, including the iconic "Have a Coke and a Smile" campaign from the 1970s. Over the years, Coca-Cola has used a variety of traditional advertising and marketing channels, such as TV, radio, print, and outdoor advertising, to promote its products and values.

However, with the rise of digital technologies and the increasing importance of social media, Coca-Cola has recognized the need to adapt to the changing landscape of marketing. As Feldwick (2010) notes, digital marketing has become an increasingly important aspect of the marketing mix in recent years, with companies using a variety of digital channels and technologies to engage with customers and promote their products.

To address these challenges and opportunities, Coca-Cola has undergone a digital marketing transformation in recent years. The company has been investing in a range of digital marketing initiatives, including social media, mobile marketing, email marketing, and data analytics, to better engage with customers and achieve greater efficiency and cost-effectiveness in marketing activities.

One of the most notable digital marketing initiatives by Coca-Cola was the "Share a Coke" campaign, which was first launched in Australia in 2011 and has since been rolled out in over 100 countries worldwide. The campaign involved printing people's names on Coca-Cola bottles and cans, encouraging consumers to share a Coke with someone special. The campaign was a huge success, generating significant buzz on social media and driving sales growth for Coca-Cola (Forbes, 2014).

Coca-Cola has also been using social media extensively as part of its digital marketing transformation. The company has a strong presence on various social media platforms, including Facebook, Twitter, Instagram, and YouTube, and has been using these platforms to share content, run promotions, and interact with customers. For example, Coca-Cola's Facebook page has over 107 million likes, and the company has been using the platform to share videos, images, and other content that promote its products and values.

In addition to social media, Coca-Cola has been using other digital channels to reach and engage with customers. The company has been investing in mobile marketing, including mobile apps and SMS campaigns, to provide a more personalized and convenient experience for customers. Coca-Cola has also been using email marketing to communicate with customers and promote its products.

Another key aspect of Coca-Cola's digital marketing transformation is the use of data and analytics to gain insights into customer behavior and preferences. The company has been investing in data analytics capabilities to better understand its customers and tailor its marketing messages to their needs and interests. For example, Coca-Cola has been using data from social media platforms and other sources to identify trends and insights into consumer preferences and behavior.

Coca-Cola's digital marketing transformation has been driven by several factors, including the need to engage with younger consumers who are more tech-savvy, the desire to create a more personalized and effective customer experience, and the need to achieve greater efficiency and cost-effectiveness in marketing activities. The company has been successful in leveraging digital channels and technologies to achieve these goals, as evidenced by its various digital marketing initiatives and investments.

1.1 Research Background:
Coca-Cola is a global brand that has been at the forefront of the beverage industry for over a century. The company was founded in 1886 and has since become one of the most recognized and valuable brands in the world (Interbrand, 2020). Coca-Cola has a long history of using traditional advertising channels, such as television, print, and radio, to promote its products and engage with customers.

However, in recent years, Coca-Cola has recognized the need to adapt to the changing landscape of marketing and embrace digital technologies. Digital marketing has become increasingly important as consumers spend more time online and use social media platforms to connect with brands and make purchasing decisions. Coca-Cola has been investing in digital marketing initiatives to better engage with customers, create a more personalized experience, and achieve greater efficiency and cost-effectiveness in marketing activities.

One of the key drivers of Coca-Cola's digital marketing transformation has been the company's focus on innovation and creativity. Coca-Cola has a long history of developing innovative marketing campaigns that capture consumers' attention and generate buzz. The company has continued this tradition with its digital marketing initiatives, such as the "Share a Coke" campaign, which was a huge success and demonstrated the potential of digital marketing to create engaging and personalized customer experiences.

Coca-Cola has also recognized the importance of data analytics in digital marketing. The company has been investing in data analytics capabilities to better understand its customers and tailor its marketing messages to their needs and interests. Coca-Cola has been using data from social media platforms and other sources to identify trends and insights into consumer preferences and behavior. The company has also been using data analytics to measure the effectiveness of its marketing campaigns and make data-driven decisions about future marketing activities.

The success of Coca-Cola's digital marketing transformation has been reflected in its financial performance. In 2020, despite the challenges posed by the COVID-19 pandemic, Coca-Cola reported strong revenue growth in its digital channels, including e-commerce and home delivery (Coca-Cola, 2021). The company's digital marketing investments have helped it to reach new customers and create more personalized and engaging experiences, driving sales growth and increasing customer loyalty.
1.2 Rationale of the study:
The world is becoming increasingly digital, and companies are constantly adapting to this shift by investing in digital marketing strategies. Coca Cola, being a global brand, has also been investing heavily in digital marketing to engage with its target audience. However, there is a need to understand the impact of Coca Cola's digital marketing transformation on the company's overall marketing strategy.
The purpose of this study is to analyze Coca Cola's digital marketing transformation from 2015 to 2022 and provide insights into the key trends and strategies that have contributed to the company's success in the digital space. The study will also explore the impact of Coca Cola's digital marketing strategy on customer engagement, loyalty, and brand awareness.
By analyzing Coca Cola's digital marketing transformation, this study will provide valuable insights for marketing professionals and researchers on how to shape future digital marketing strategies for global brands. The study will identify the digital channels that Coca Cola has successfully used to engage with its target audience and explore how personalized advertising, social media marketing, and mobile marketing have impacted customer engagement and loyalty.
Moreover, the study will provide an overview of Coca Cola's digital marketing spending from 2015 to 2022 and how the company has allocated its budget across different digital channels. This information will provide marketers with a better understanding of how to allocate their digital marketing budgets to maximize their return on investment.
1.3 Literature gap:
The digital era has ushered in a new era of marketing, transforming the way businesses engage with consumers. In order to remain competitive and adapt to changing consumer behaviors, companies like Coca-Cola have undergone digital marketing transformations. However, despite the abundance of research on digital marketing strategies and their effectiveness, there exists a literature gap in understanding the specific challenges, strategies, and outcomes of Coca-Cola's digital marketing transformation.

While there are studies exploring digital marketing transformations in general, there is a scarcity of research specifically focusing on the Coca-Cola Company. Scholars have primarily concentrated on examining digital marketing strategies in various industries, such as retail, hospitality, and e-commerce (Smith et al., 2020; Li et al., 2019). This leaves a significant gap in the literature regarding the unique challenges faced by Coca-Cola and its digital marketing transformation journey.

Moreover, while there are case studies and industry reports that touch upon Coca-Cola's digital marketing efforts, they often lack in-depth analysis and fail to provide a comprehensive understanding of the company's transformation strategies and their impact. This literature gap hinders the development of best practices and practical insights for other organizations seeking to embark on similar digital marketing transformations.

Another aspect that requires further exploration is the measurement and evaluation of the outcomes of Coca-Cola's digital marketing transformation. While some studies have examined the impact of digital marketing on brand awareness, customer engagement, and sales performance (Kapoor et al., 2018; Lee et al., 2017), there is a lack of empirical research specifically focused on Coca-Cola's digital marketing transformation and its tangible outcomes.

Addressing this literature gap is crucial for academic. Academically, it would contribute to the existing body of knowledge by providing a deeper understanding of the challenges, strategies, and outcomes of digital marketing transformations, particularly in the context of a globally recognized brand like Coca-Cola. 

To fill this literature gap, future research should focus on conducting case studies or qualitative research methods to gain a comprehensive understanding of Coca-Cola's digital marketing transformation. It should explore the specific challenges faced by Coca-Cola, the strategies employed to overcome those challenges, and the measurable outcomes achieved. 

1.4 Research aim:
The primary aim of this study is to analyze Coca Cola's digital marketing transformation lately and provide insights into the key trends and strategies that have contributed to the company's success in the digital space. To achieve this aim, the following objectives have been set:

1.5 Research objectives:
· To determine the current digital marketing strategies implemented by Coca Cola.
· To Investigate the opportunities and challenges of implementing digital marketing strategies in Coca Cola.
· To analyze the impact of digital marketing on brand equity, customer engagement, and loyalty of Coca cola.
· [bookmark: _Hlk132989836]To identify the key digital channels used by Coca Cola for marketing and advertising purposes and analyze the company's digital marketing spending from 2015 to 2022.

1.6 Research questions:
· What are the current digital marketing strategies implemented by Coca Cola?
· What are the opportunities and challenges of implementing digital marketing strategies in Coca Cola?
· What is the impact of digital marketing on brand equity, customer engagement, and loyalty of Coca Cola?
· What are the key digital channels used by Coca Cola for marketing and advertising purposes, and how has the company's digital marketing spending changed from 2015 to 2022?

2.0 Literature review:
2.1 Objective – 1: 
To determine the current digital marketing strategies implemented by Coca Cola. 
2.1.1 Definitions of Digital marketing:
Digital marketing can be defined as the use of digital technologies, such as the internet, mobile devices, social media, search engines, and other digital channels, to promote products or services, build brand awareness, engage with customers, and drive business growth.
According to the American Marketing Association, digital marketing is "the practice of promoting products or services using digital distribution channels to reach consumers in a timely, relevant, personal, and cost-effective manner."
The Digital Marketing Institute defines digital marketing as "the use of digital channels, devices, and platforms to promote or market products and services."
HubSpot, a leading provider of inbound marketing software, defines digital marketing as "any form of marketing that exists online."
2.1.2 Critical review of the Author’s definitions:
American Marketing Association:
The definition provided by the American Marketing Association emphasizes the key aspects of digital marketing, including the use of digital distribution channels, timely and relevant communication, personalization, and cost-effectiveness. The definition effectively captures the essence of digital marketing and highlights its potential benefits for businesses.

Digital Marketing Institute:
The Digital Marketing Institute's definition is concise and straightforward. It emphasizes the use of digital channels, devices, and platforms for promoting and marketing products and services. While it lacks specific details about the strategies and tactics involved, it provides a broad understanding of digital marketing's scope.

HubSpot:
HubSpot's definition defines digital marketing as any form of marketing that exists online. While this definition is broad and inclusive, it lacks specificity. It does not highlight the unique aspects and strategies associated with digital marketing or provide a clear distinction from traditional marketing methods.

2.1.3 Determining the current digital marketing strategies implemented by Coca Cola, below are few models: 
2.1.3.1 STDC Model:
2.1.3.1.1 Definition of STDC Model: "The STDC model, as proposed by Avinash Kaushik (2007), is a customer-centric framework that encompasses four stages: See, Think, Do, and Care" (Kaushik, 2007).

[image: Vyboostujte svoju komunikačnú stratégiu: See Think Do Care model - STDC ...]Source: STDC model - Bing images
2.1.3.1.2 Critical review of the Author’s definitions:
A critical review of the author's definitions of the STDC Model reveals that it is a customer-centric framework proposed by Avinash Kaushik (2007), comprising four distinct stages: See, Think, Do, and Care (Kaushik, 2007). The model aims to provide a comprehensive understanding of the customer journey and guide marketing strategies at each stage. However, while Kaushik's framework offers a structured approach, it is important to critically assess its applicability and potential limitations. Further analysis is necessary to determine the extent to which the STDC Model effectively captures the complexities of customer behavior and adequately addresses the evolving digital landscape. Evaluating its practical implementation and empirical evidence can provide valuable insights into the model's effectiveness and areas for improvement (Kaushik, 2007).

2.1.3.1.3 Explanation of the STDC model:

See: This stage focuses on creating awareness and attracting potential customers (Kaushik, 2007). Strategies such as search engine optimization (SEO), social media marketing, content marketing, and online advertising are employed to increase brand visibility and reach a wider audience (Kaushik, 2007).

Think: Once potential customers have seen the brand, the goal is to make them consider the offerings and develop an interest (Kaushik, 2007). This may involve strategies such as content marketing, email marketing, retargeting campaigns, and social media engagement to provide value, educate, and build trust with potential customers (Kaushik, 2007).

Do: In this stage, the focus is on encouraging potential customers to take action and make a purchase (Kaushik, 2007). Strategies such as personalized offers, clear call-to-actions (CTAs), optimized landing pages, and simplified checkout processes are employed to facilitate the purchase decision (Kaushik, 2007).

Care: After customers have made a purchase, the goal is to build long-term relationships and loyalty (Kaushik, 2007). Strategies such as email marketing, customer retention programs, and personalized experiences are used to keep customers engaged, satisfied, and loyal to the brand (Kaushik, 2007).

2.1.3.1.4 STDC Model relating to Coca Cola:
"The STDC model, as proposed by Avinash Kaushik (2007), can be applied by Coca Cola in their digital marketing strategy. In the See stage, Coca Cola may use social media marketing, content marketing, search engine optimization (SEO), and online advertising to create awareness and attract potential customers to their brand (Kaushik, 2007)."

"In the Think stage, Coca Cola may use content marketing, email marketing, retargeting campaigns, and social media engagement to provide value, educate potential customers, and build trust with the brand (Kaushik, 2007)."

"In the Do stage, Coca Cola may use personalized offers, clear call-to-actions (CTAs), optimized landing pages, and simplified checkout processes to encourage potential customers to make a purchase (Kaushik, 2007). They may also implement strategies such as remarketing and retargeting to facilitate the purchase decision (Kaushik, 2007)."

"In the Care stage, Coca Cola may use email marketing, customer retention programs, personalized experiences, and social media engagement to build long-term customer relationships, ensure customer satisfaction, and foster loyalty (Kaushik, 2007)."

2.1.3.2 RACE Model:
2.1.3.2.1 Definition of RACE Model: "The RACE model, as proposed by Chaffey and Ellis-Chadwick (2019), is a widely used framework in digital marketing that encompasses four key stages: Reach, Act, Convert, and Engage" (Chaffey & Ellis-Chadwick, 2019).
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2.1.3.2.2 Critical review of the Author’s definitions:
A critical review of the author's definitions of the RACE Model reveals that it is a widely used framework in digital marketing, proposed by Chaffey and Ellis-Chadwick (2019). The model comprises four key stages: Reach, Act, Convert, and Engage (Chaffey & Ellis-Chadwick, 2019). This model aims to guide marketers in developing effective strategies for attracting and engaging their target audience throughout the customer journey. However, it is essential to critically evaluate the applicability and limitations of the RACE Model in different contexts. Further examination of empirical evidence and case studies can provide valuable insights into the model's practical effectiveness and its ability to adapt to the rapidly evolving digital marketing landscape. By critically analyzing its strengths and weaknesses, marketers can make informed decisions about the suitability and potential enhancements of the RACE Model for their specific marketing objectives.
2.1.3.2.3 Explanation of the RACE model:

Reach: This stage focuses on using various digital marketing channels to expand the brand's online presence and attract potential customers (Chaffey & Ellis-Chadwick, 2019). Strategies such as search engine optimization (SEO), pay-per-click (PPC) advertising, social media marketing, content marketing, and email marketing are employed to increase brand visibility and drive traffic to the website or other digital assets (Chaffey & Ellis-Chadwick, 2019).

Act: Once potential customers have been reached, the next step is to encourage them to take action (Chaffey & Ellis-Chadwick, 2019). This may involve optimizing the website or landing pages for better user experience and conversion rate, creating compelling call-to-actions (CTAs), and implementing lead generation strategies (Chaffey & Ellis-Chadwick, 2019).

Convert: In this stage, the goal is to convert potential customers into paying customers (Chaffey & Ellis-Chadwick, 2019). Strategies such as personalized offers, retargeting campaigns, and remarketing efforts are employed to re-engage with potential customers who have shown interest but have not yet made a purchase. Optimizing the checkout process, implementing trust signals, and addressing objections or barriers to purchase are also part of this stage (Chaffey & Ellis-Chadwick, 2019).

Engage: After customers have made a purchase, the focus shifts to building long-term customer relationships and loyalty (Chaffey & Ellis-Chadwick, 2019). Strategies such as email marketing, social media engagement, content marketing, and customer retention programs are used to keep customers engaged, satisfied, and loyal to the brand, as well as encourage them to become brand advocates (Chaffey & Ellis-Chadwick, 2019).
In the context of Coca Cola's digital marketing transformation, the RACE model can help the company to identify the most effective ways to reach its target audience, encourage them to act, convert them into customers, and engage with them to build long-term loyalty. By leveraging digital channels such as social media, search engines, and email marketing, Coca Cola can use the RACE model to create a more targeted and engaging digital marketing strategy that drives results.
2.1.3.2.4 RACE Model relating to Coca Cola: 
"According to Chaffey and Ellis-Chadwick (2019), the RACE model can be applied by Coca Cola in their digital marketing strategy. In the Reach stage, Coca Cola may use social media platforms, search engine optimization (SEO), and paid online advertising to expand their brand reach and create awareness among potential customers (Chaffey & Ellis-Chadwick, 2019)."

"In the Act stage, Coca Cola may optimize their website and landing pages for better user experience, create compelling call-to-actions (CTAs), and implement lead generation strategies to encourage potential customers to take action (Chaffey & Ellis-Chadwick, 2019)."

"In the Convert stage, Coca Cola may use personalized offers, retargeting campaigns, and remarketing efforts to convert potential customers into paying customers (Chaffey & Ellis-Chadwick, 2019). They may also optimize the checkout process, implement trust signals, and address objections or barriers to purchase (Chaffey & Ellis-Chadwick, 2019)."

"In the Engage stage, Coca Cola may use email marketing, social media engagement, content marketing, and customer retention programs to build long-term customer relationships and loyalty, as well as encourage customers to become brand advocates (Chaffey & Ellis-Chadwick, 2019)."
2.1.3.3 The Honeycomb Marketing Model:
2.1.3.3.1 Definition of Honeycomb model:
"The Honeycomb model, as proposed by Peter Kim and Jeremiah Owyang (2008), is a framework that highlights the different components of social media marketing. It consists of seven key elements that are interconnected and interdependent, forming a comprehensive approach to digital marketing in the social media era (Kim & Owyang, 2008)."
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2.1.3.3.2 Critical review of the Author’s definitions:
The Honeycomb model, as proposed by Peter Kim and Jeremiah Owyang (2008), presents a comprehensive framework for social media marketing by highlighting seven interconnected and interdependent elements (Kim & Owyang, 2008). This model offers insights into various aspects of social media marketing, including identity, sharing, presence, relationships, reputation, groups, and conversations. By emphasizing these components, the Honeycomb model provides a holistic view of social media's impact on digital marketing strategies. However, a critical review reveals potential limitations in the model's ability to account for the dynamic nature of social media platforms and emerging trends. While the framework captures important elements, it may lack the flexibility required to adapt to the ever-evolving social media landscape. Moreover, the model's focus on specific components may overlook other influential factors in social media marketing, such as influencer marketing or paid advertising. To fully leverage the Honeycomb model, marketers should consider its strengths while also addressing its limitations and integrating additional perspectives to create a more comprehensive understanding of social media marketing (Kim & Owyang, 2008).
2.1.3.3.3 Explanation of Honeycomb model:
[bookmark: _Hlk132987498][bookmark: _Hlk132987618]"The seven elements of the Honeycomb model include Presence, Relationships, Reputation, Identity, Groups, Conversations, and Sharing (Kim & Owyang, 2008). 
Presence, Relationships, Reputation, Identity:
“Presence refers to a brand's visibility and activity on social media platforms, while Relationships focus on building and maintaining connections with customers and stakeholders. Reputation reflects the perception and sentiment of a brand among its audience, and Identity relates to a brand's distinct image and personality in the social media landscape (Kim & Owyang, 2008). "
Groups, Conversations, and Sharing:
"Groups refer to communities or networks of individuals with common interests, while Conversations highlight the importance of engaging in two-way dialogues with customers and stakeholders. Sharing refers to the act of distributing and exchanging content, ideas, and information on social media platforms (Kim & Owyang, 2008)."
"The Honeycomb model emphasizes the holistic nature of social media marketing, where all these elements are interconnected and need to be considered collectively to develop an effective digital marketing strategy (Kim & Owyang, 2008). By leveraging these seven elements, brands can create a comprehensive approach to engage with their audience, build relationships, and establish a strong presence on social media platforms (Kim & Owyang, 2008)."
2.1.3.3.4 Honeycomb Model relating to Coca Cola:
"The Honeycomb model, proposed by Kim and Owyang (2008), can be applied by Coca Cola in their social media marketing strategy to create a comprehensive approach to engage with their audience and build relationships. Presence, as one of the key elements of the Honeycomb model, refers to Coca Cola's visibility and activity on social media platforms, such as Facebook, Twitter, Instagram, and YouTube (Kim & Owyang, 2008). Coca Cola can create and maintain an active presence on these platforms by regularly posting content, responding to customer inquiries, and participating in relevant conversations."

"Relationships, another element of the Honeycomb model, emphasize the importance of building and maintaining connections with customers and stakeholders (Kim & Owyang, 2008). Coca Cola can engage with their audience by responding to comments, messages, and mentions, and by creating personalized experiences through social media interactions. Coca Cola can also leverage influencer partnerships, user-generated content, and social media contests to strengthen relationships with their audience and foster brand loyalty."

"Reputation, Identity, and Groups are other key elements of the Honeycomb model that Coca Cola can consider in their social media marketing strategy. Coca Cola can actively monitor and manage their reputation by monitoring social media mentions, reviews, and feedback, and promptly addressing any issues or concerns. Coca Cola can also focus on establishing a distinct brand identity and personality on social media platforms, aligning with their overall brand image and values. Additionally, Coca Cola can participate in relevant groups, communities, and forums to engage with their target audience, gain insights, and build relationships with potential customers (Kim & Owyang, 2008). "

"Conversations and Sharing, the remaining elements of the Honeycomb model, emphasize the importance of engaging in two-way dialogues with customers and stakeholders, and actively distributing and exchanging content on social media platforms (Kim & Owyang, 2008). Coca Cola can create meaningful conversations with their audience by responding to comments, messages, and mentions, and by actively seeking feedback and opinions. Coca Cola can also encourage sharing of their content through social media buttons, hashtags, and calls-to-action, and by creating shareable and engaging content that resonates with their audience."

"By leveraging the Honeycomb model, Coca Cola can create a holistic and comprehensive approach to social media marketing, focusing on building a strong presence, establishing relationships, managing reputation, shaping brand identity, engaging with groups, fostering conversations, and encouraging sharing on social media platforms (Kim & Owyang, 2008). This can help Coca Cola effectively connect with their audience, build brand awareness, and drive customer engagement and loyalty on social media (Kim & Owyang, 2008)."

2.2 Objective – 2: 
To Investigate the opportunities and challenges of implementing digital marketing strategies (with comparisons) in Coca Cola 
2.2.1 STDC Model - Opportunities/Advantages and Challenges/disadvantages of the STDC Model for Coca Cola's Digital Marketing Transformation
In the following section, we will explore the opportunities/advantages, challenges/disadvantages associated with the STDC (See, Think, Do, Care) digital marketing model. This model offers a comprehensive approach to understanding and addressing the customer journey, allowing businesses to tailor their marketing efforts at each stage (Kaushik, 2007). 
The STDC model presents clear objectives, enabling targeted campaigns and improved conversion rates (Kaushik, 2007). However, critics argue that its simplistic approach may not fully account for the complexities of customer behavior. Additionally, while the model emphasizes metrics and short-term results, there may be a need for flexibility to accommodate diverse marketing objectives and target audiences. We will delve deeper into these aspects to gain a comprehensive understanding of the opportunities and challenges presented by the STDC digital marketing model (Kaushik, 2007).
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Opportunities/Advantages and Challenges/disadvantages of STDC:
	Opportunities/Advantages:
	Challenges/disadvantages:

	Comprehensive Approach: The See Think Do Care model offers a comprehensive approach to digital marketing, covering all stages of the customer journey from initial awareness to post-purchase engagement. This model, introduced by Avinash Kaushik in 2007, emphasizes the importance of understanding and addressing the specific needs of customers at each stage (Kaushik, 2007). 
	Simplistic Approach: However, some critics argue that the See Think Do Care model is overly simplistic and fails to fully account for the complexities of the customer journey (Kaushik, 2007). While the model provides a framework for understanding the customer journey, it may not capture all the nuances and intricacies that businesses encounter in their digital marketing efforts.

	Clear Objectives: One of the key strengths of the See Think Do Care model is its ability to provide clear objectives for each stage of the customer's journey (Kaushik, 2007). This allows businesses to set specific goals for their marketing campaigns and develop more targeted strategies to improve conversion rates and customer engagement.
	Limited Focus: On the other hand, the model may have limited focus in certain areas of digital marketing. For example, it may not provide enough emphasis on crucial aspects like search engine optimization (SEO) or social media marketing (Kaushik, 2007). These areas are essential for businesses to reach and engage with their target audience effectively.

	Improved ROI: By aligning marketing efforts with the specific needs of customers at each stage, the See Think Do Care model can help businesses improve their return on investment (ROI) from digital marketing campaigns (Kaushik, 2007). This approach ensures that businesses are targeting the right customers with the right message at the right time, thereby increasing the chances of conversion and maximizing ROI.
	Lack of Flexibility: However, it is important to note that the See Think Do Care model may not be flexible enough to accommodate businesses with diverse marketing objectives, target audiences, or customer journeys (Kaushik, 2007). Different businesses have unique marketing requirements, and a one-size-fits-all approach may not be suitable for all organizations.

	Better Customer Retention: One of the strengths of the See Think Do Care model lies in its focus on post-purchase engagement (Kaushik, 2007). By prioritizing customer retention and fostering long-term customer loyalty, businesses can benefit from increased customer satisfaction and repeat purchases.
	Overemphasis on Metrics: On the flip side, critics argue that the model's overemphasis on metrics, such as click-through rates or conversion rates, may lead businesses to prioritize short-term results over building and nurturing long-term customer relationships (Kaushik, 2007). While metrics are essential for evaluating campaign performance, it is equally important for businesses to focus on the overall customer experience and relationship-building efforts.



2.2.2 RACE Model- Opportunities/Advantages and Challenges/disadvantages of the RACE Model for Coca Cola's Digital Marketing Transformation:
The following section discusses the opportunities/advantages and challenges/disadvantages of the RACE digital marketing model. The RACE model, as proposed by Chaffey and Ellis-Chadwick (2019), offers a structured framework for marketers to strategize and execute their digital marketing efforts. It encompasses four key stages: Reach, Act, Convert, and Engage (Chaffey & Ellis-Chadwick, 2019). This model provides opportunities for marketers to enhance brand visibility, engage with target audiences, and drive conversions through a systematic approach. However, challenges may arise in terms of implementation complexities, resource allocation, and adapting to the ever-evolving digital landscape. It is crucial for marketers to consider these advantages and challenges to ensure effective utilization of the RACE model in their specific marketing contexts.
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Opportunities/Advantages and Challenges/disadvantages of RACE Model:
	Opportunities/Advantages:
	Challenges/disadvantages:

	Comprehensive approach: The RACE model covers all stages of the customer journey, from reaching potential customers to engaging and retaining them. This ensures that Coca Cola's digital marketing strategy is holistic and addresses each stage effectively, leading to a higher chance of success. Chaffey and Ellis-Chadwick (2019).
	Overlapping stages: The RACE model may have overlapping stages, which can lead to confusion and duplication of efforts. For example, the "Reach" and "Engage" stages may overlap as Coca Cola may engage with potential customers while trying to reach them. This requires careful planning and coordination to avoid redundancy and ensure efficient resource allocation. Chaffey and Ellis-Chadwick (2019).

	Strategic planning: The RACE model provides a structured framework for planning and implementing digital marketing campaigns. Coca Cola can use it to align its marketing efforts with its business objectives, set measurable goals, and track progress. This allows for better strategic planning and more informed decision-making. Chaffey and Ellis-Chadwick (2019)
	Lack of specificity: The RACE model provides a high-level framework without specific tactics or strategies. Coca Cola may need to develop additional, more detailed plans and strategies to address the unique challenges and opportunities of its digital marketing transformation, which may require additional time and effort. Chaffey and Ellis-Chadwick (2019).

	Customer-centric focus: The RACE model emphasizes understanding and engaging with customers throughout the marketing funnel. Coca Cola can use this approach to build customer relationships, create personalized experiences, and drive customer loyalty, which can result in higher customer retention and repeat purchases. Chaffey and Ellis-Chadwick (2019)
	Changing digital landscape: The digital marketing landscape is constantly evolving, with new technologies, platforms, and consumer behaviors emerging. The RACE model may need to be updated or modified to keep up with these changes, which can be time-consuming and challenging for Coca Cola to implement. Chaffey and Ellis-Chadwick (2019).

	Flexibility and adaptability: The RACE model is flexible and adaptable to different digital marketing channels and platforms. Coca Cola can tailor its digital marketing strategy based on the unique characteristics of each channel, such as social media, email marketing, content marketing, and more, to optimize its reach and engagement with customers. Chaffey and Ellis-Chadwick (2019)
	Resource-intensive: Implementing the RACE model requires significant resources, including time, budget, and skilled personnel. Coca Cola may need to allocate adequate resources to effectively execute all stages of the model, which may pose challenges in terms of budget allocation and talent acquisition. Chaffey and Ellis-Chadwick (2019).



2.2.3 The Honeycomb Marketing Model- Opportunities/Advantages and Challenges/disadvantages of the Honeycomb Model for Coca Cola's Digital Marketing Transformation
Opportunities/Advantages and Challenges/Disadvantages of the Honeycomb digital marketing model can be examined to gain insights into its effectiveness in guiding social media marketing strategies. The Honeycomb model, as proposed by Kim and Owyang (2008), offers a comprehensive framework that encompasses seven interconnected elements, including identity, sharing, presence, relationships, reputation, groups, and conversations (Kim & Owyang, 2008). This model provides opportunities for marketers to understand and leverage the diverse aspects of social media marketing, allowing for targeted engagement, brand building, and relationship cultivation. However, challenges may arise in terms of keeping pace with the rapidly evolving social media landscape, which introduces new platforms, trends, and consumer behaviors. It is important for marketers to critically evaluate the Honeycomb model's applicability to their specific contexts, considering its advantages while addressing potential limitations, such as its ability to account for emerging social media phenomena or the influence of paid advertising (Kim & Owyang, 2008).
[image: Our business idea according to “the honeycomb model” | iTeach @ home]
Source: Source: Honeycomb model - Bing images

Opportunities/Advantages and Challenges/disadvantages of the Honeycomb Model:

	Opportunities/Advantages:
	Challenges/disadvantages:

	Comprehensive approach: The Honeycomb Model covers various elements of social media engagement, including presence, relationships, reputation, identity, groups, conversations, and sharing. This comprehensive approach allows Coca Cola to have a holistic view of their social media presence and engagement, enabling them to create a well-rounded digital marketing strategy (Kim & Owyang, 2008).
	Complexity: The Honeycomb Model includes multiple elements and dimensions, which may be complex and overwhelming for some organizations, including Coca Cola, to implement and manage. It may require significant resources, expertise, and effort to effectively execute all the different elements of the model. (Kim & Owyang, 2008).

	Focus on engagement: The Honeycomb Model emphasizes the importance of engagement on social media platforms, including conversations, sharing, and group participation. This focus on engagement can help Coca Cola foster meaningful relationships with their audience, build brand awareness, and drive customer loyalty (Kim & Owyang, 2008).
	Lack of clear prioritization: The Honeycomb Model does not prioritize or provide a clear hierarchy among the different elements, leaving organizations to determine their own focus areas based on their specific goals and strategies. This lack of prioritization may result in confusion and inconsistency in implementation, especially for organizations with limited resources or unclear priorities. (Kim & Owyang, 2008).

	Customization and personalization: The Honeycomb Model acknowledges the importance of customization and personalization in social media engagement. Coca Cola can use this approach to tailor their content, messaging, and interactions based on their target audience's preferences, behaviors, and needs, resulting in more relevant and effective digital marketing efforts (Kim & Owyang, 2008).
	Rapidly evolving landscape: social media and digital marketing landscape are constantly evolving, and new platforms, features, and trends emerge frequently. The Honeycomb Model, introduced in 2008, may not fully capture the latest developments in the social media landscape, and Coca Cola may need to continually adapt and update their digital marketing strategies to stay relevant and effective. (Kim & Owyang, 2008).



2.2.4 Comparisons of STDC, RACE and Honeycomb model: 
"When comparing the STDC (Kaushik, 2011), RACE (Smart Insights, 2020), and Honeycomb (Kim & Owyang, 2008) models in the context of Coca Cola's digital marketing strategy, it is evident that these frameworks share some similarities, but also have distinct differences. The STDC model, as proposed by Avinash Kaushik (2011), emphasizes the importance of understanding the customer's online behavior and intent at different stages of their buying journey. Similarly, the RACE model, proposed by Smart Insights (2020), focuses on the customer's journey through the stages of Reach, Act, Convert, and Engage. On the other hand, the Honeycomb model, introduced by Kim and Owyang (2008), emphasizes the different elements of social media engagement, including Presence, Relationships, Reputation, Identity, Groups, Conversations, and Sharing."
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"All three models highlight the importance of understanding the customer's journey and engaging with them at different touchpoints. They emphasize the need for a customer-centric approach, where brands need to be present, active, and engaging on digital platforms to connect with their audience. Coca Cola can apply these models to gain insights into their target audience's behavior and preferences, and tailor their digital marketing efforts accordingly to effectively engage with their customers."

"However, there are also differences between these models. The STDC model primarily focuses on understanding the customer's behavior and intent, whereas the RACE model emphasizes the stages of Reach, Act, Convert, and Engage, with a particular emphasis on conversion and sales. On the other hand, the Honeycomb model specifically focuses on the elements of social media engagement, including reputation, identity, and group participation, in addition to conversations and content sharing."

"While the STDC and RACE models provide a more linear approach to the customer's journey, the Honeycomb model focuses on various elements of engagement on social media platforms. Coca Cola can leverage the Honeycomb model to create a comprehensive approach to social media marketing by building a strong presence, fostering relationships, managing reputation, shaping brand identity, engaging with groups, fostering conversations, and encouraging content sharing (Kim & Owyang, 2008). This can help Coca Cola effectively connect with their audience, build brand awareness, and drive customer engagement and loyalty on social media."

"In conclusion, while the STDC, RACE, and Honeycomb models share some similarities in emphasizing the customer's journey and engagement, they also have distinct differences in their approach. Coca Cola can evaluate and apply these models based on their specific digital marketing goals and strategies to create a cohesive and effective digital marketing plan."

2.3 Objective: 3
To analyze the impact of digital marketing on brand equity, customer engagement, and loyalty of Coca cola.
2.3.1. Brand equity:
Brand equity refers to the value that a brand adds to a company's products or services, through factors such as brand recognition, brand loyalty, and perceived quality. 
2.3.1.1 Definition of Brand equity:
According to Aaker (1991), brand equity can be broken down into five components: brand loyalty, brand awareness, perceived quality, brand associations, and other proprietary brand assets. A strong brand equity can lead to increased sales, higher customer retention rates, and greater profitability for a company.
According to Keller (1993), brand equity is "the differential effect of brand knowledge on consumer response to the marketing of the brand." In other words, brand equity is the added value that a brand provides to a product or service, beyond the functional benefits it offers.
2.3.1.2 Keller’s Brand equity Model:
Keller's Customer-Based Brand Equity (CBBE) model consists of five dimensions that contribute to a brand's strength and value. These dimensions include brand salience, brand performance, brand imagery, brand judgments, and brand feelings and resonance. The model emphasizes the importance of brand knowledge and its impact on consumer response to marketing efforts. Strong brand salience, as highlighted by Keller and Lehmann (2006), positively influences consumer behavior and brand choice. Creating favorable brand imagery and delivering superior brand performance, as emphasized by Keller (2003) and Keller and Richey (2006), can enhance brand equity. Favorable brand judgments and emotional connections with consumers, as noted by Keller (1993) and Keller and Tybout (2001), deepen brand loyalty and advocacy.

2.3.1.3 Critical review of the Author’s definitions:
The definitions provided by Aaker (1991) and Keller (1993) present different perspectives on brand equity, each with its own strengths and weaknesses. Let's critically review each definition:

Aaker (1991) defines brand equity as consisting of five components: brand loyalty, brand awareness, perceived quality, brand associations, and other proprietary brand assets. This definition provides a comprehensive view of brand equity by considering multiple factors that contribute to its value. It recognizes the importance of customer loyalty, which can lead to increased sales and customer retention. Additionally, it emphasizes the role of brand associations and proprietary assets, suggesting that these intangible elements can positively impact brand equity. However, the definition lacks clarity regarding the specific relationship between these components and brand equity. It does not clearly explain how these factors combine to create brand equity or how they can be measured.

On the other hand, Keller (1993) defines brand equity as "the differential effect of brand knowledge on consumer response to the marketing of the brand." This definition highlights the significance of brand knowledge and its impact on consumer behavior. It emphasizes that brand equity is not solely based on functional benefits but also includes the added value that comes from consumer perception and response. This definition recognizes the intangible and subjective nature of brand equity, as it depends on consumer perceptions and their response to marketing efforts. However, it lacks specificity in terms of the components that contribute to brand knowledge and how they translate into consumer response. It also does not explicitly address the potential financial implications of brand equity.

In summary, while Aaker's definition provides a more detailed breakdown of brand equity components, it lacks clarity regarding the relationships between these components and how they contribute to brand equity. On the other hand, Keller's definition emphasizes the role of brand knowledge and its impact on consumer response, but it lacks specificity regarding the components of brand knowledge and financial implications. A comprehensive definition of brand equity would ideally combine the strengths of both definitions, providing a clear framework that considers the various components of brand equity and their impact on consumer behavior, financial performance, and overall business success.
2.3.1.4 Explanation of the Keller's brand equity model:
Kevin Lane Keller's brand equity model is a widely used framework for understanding and managing brand value (Keller, 2003). The model is comprised of six components that help explain how brands create value for customers and companies alike.
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Brand Salience: The first component of the model is Brand Salience, which refers to the ability of a brand to be recognized and remembered by customers (Keller, 2003). This component is critical for establishing a strong brand presence in the market.

Brand Imagery: The second component, Brand Imagery, represents the visual and sensory aspects of the brand, including its personality and associations with specific user or usage imagery (Keller, 2003). This component helps to create a unique identity for the brand.

Brand Performance: The third component, Brand Performance, refers to the customer's evaluation of the brand's functional and performance-related attributes, such as quality, reliability, and price (Keller, 2003). This component is important for establishing a solid reputation for the brand.

Brand Feelings: The fourth component, Brand Feelings, represents the emotional response that the brand evokes from the customer, such as warmth, excitement, or security (Keller, 2003). This component is critical for creating a strong emotional connection with the customer.

Brand Judgments: The fifth component, Brand Judgments, reflects the customer's overall evaluation of the brand, including their perceptions of the brand's quality, credibility, and superiority (Keller, 2003). This component is important for establishing the brand's position in the market relative to its competitors.

Brand Resonance: Finally, the sixth and ultimate component of the model is Brand Resonance, which represents the highest level of brand equity (Keller, 2003). Customers with a strong resonance with the brand are highly loyal, committed, and engaged, and the brand becomes a part of their identity and lifestyle.

In summary, Keller's brand equity model provides a comprehensive framework for understanding how brands create value for customers and companies. By understanding the components of the model and how they interact, companies can develop strategies to build and manage brand equity over time (Keller, 2003).

2.3.1.5 Keller's brand equity model relating to Coca-Cola: 
The Customer-Based Brand Equity (CBBE) model developed by Keller is highly relevant to Coca-Cola. The brand identity of Coca-Cola is deeply rooted in its iconic red and white logo, unique bottle shape, and renowned brand name. It represents values of happiness, togetherness, and refreshment, creating a strong and distinct brand identity. Coca-Cola elicits positive responses from consumers, evoking feelings of joy, nostalgia, and anticipation. Through effective marketing campaigns, consistent messaging, and memorable experiences, Coca-Cola has built strong relationships with its consumers, fostering loyalty and affinity. This has resulted in a deep resonance with consumers, leading to increased brand loyalty, positive word-of-mouth, and a strong customer base for Coca-Cola. 
Coca-Cola has been successful in creating strong brand equity through its innovative and appealing advertising campaigns, spanning from the art of Norman Rockwell to the iconic polar bears of Christmas advertising. Coca-Cola's social media presence, including 107 million fans on Facebook and 3.28 billion views on YouTube, further contributes to brand resonance.

2.3.1.6 Keller's brand equity model - Opportunities/Advantages and Challenges/disadvantages of the Keller's brand equity Model for Coca Cola's Digital Marketing Transformation:
Opportunities/Advantages:
Keller's brand equity model offers several opportunities and advantages for Coca Cola's digital marketing transformation. Firstly, the model emphasizes the importance of brand knowledge and its impact on consumer response (Keller, 1993). This provides Coca Cola with an opportunity to leverage its strong brand image and heritage to engage with consumers in the digital space (Keller, 1993).

Secondly, the model highlights the added value that a brand provides beyond functional benefits (Keller, 1993). Coca Cola can capitalize on this by leveraging its emotional appeal and creating immersive digital experiences that resonate with consumers on a deeper level (Keller, 1993).

Furthermore, the brand associations component of Keller's model allows Coca Cola to align itself with relevant digital platforms, influencers, and partnerships that enhance its brand image and reach (Keller, 1993). This can help Coca Cola leverage the power of social media and other digital channels to amplify its brand presence and engage with a wider audience (Keller, 1993).

Challenges/Disadvantages:

However, there are also challenges and potential disadvantages associated with implementing Keller's brand equity model for Coca Cola's digital marketing transformation. Firstly, the model's focus on brand knowledge and consumer response may overlook the dynamic nature of digital platforms and the need for real-time adaptability in digital marketing strategies.

Additionally, the model's emphasis on brand associations may pose challenges in maintaining consistent brand messaging across diverse digital touchpoints (Keller, 1993). Coca Cola would need to ensure strong brand governance and monitor how its brand associations align with its core values and objectives in the digital space (Keller, 1993).

Moreover, the model's proprietary brand assets component may require substantial investments in technology, data analytics, and digital infrastructure to effectively track and manage these assets in the digital marketing ecosystem (Keller, 1993).

It is important for Coca Cola to consider these challenges and adapt Keller's brand equity model to the unique characteristics and demands of the digital marketing landscape while leveraging its strengths as a globally recognized bra.d (Keller, 1993), 
2.3.2 Customer Engagement:
Customer engagement refers to the level of interaction, involvement, and emotional connection that a customer has with a brand. It involves providing personalized and relevant experiences across all touchpoints, with the aim of building long-term relationships and fostering customer loyalty. 
2.3.2.1 Definition of Customer Engagement:
According to Brodie et al. (2013), customer engagement is a "psychological state characterized by behavioral, emotional, cognitive, and social dimensions."
According to O'Brien and Jones (2015), customer engagement is "an active and emotional investment by the customer in the relationship with the brand." This investment can lead to increased customer loyalty, positive word-of-mouth, and higher levels of customer advocacy.

2.3.2.2 The Total Engagement Model: 
The Total Engagement Model, developed by Kumar et al. (2010), outlines five key dimensions that contribute to customer engagement with a brand. By considering these dimensions, marketers can effectively engage customers and create a meaningful relationship with the brand (Kumar et al., 2010).
2.3.2.3 Definition of the Total Engagement Model:
The Total Engagement Model (TEM) is defined as a framework developed by Kumar, Pansari, and Maclnnis (2010) that outlines the Total Engagement Model, which highlights five key dimensions of customer engagement with a brand. These dimensions include cognitive engagement, affective engagement, conative engagement, social engagement, and sensory engagement.
The Total Engagement Model, as defined by Kumar, Pansari, and Maclnnis (2010), is a conceptual framework that provides insights into the various dimensions of customer engagement with a brand, including cognitive engagement, affective engagement, conative engagement, social engagement, and sensory engagement.

2.3.2.4 Critical review of the Author’s definitions:
The definitions provided by Kumar, Pansari, and Maclnnis (2010) present a clear understanding of the Total Engagement Model and its key dimensions of customer engagement with a brand (Kumar, Pansari, & Maclnnis, 2010). The inclusion of cognitive engagement, affective engagement, conative engagement, social engagement, and sensory engagement provides a comprehensive framework for analyzing and understanding different aspects of customer engagement (Kumar et al., 2010).
Overall, while the definitions provide a basic overview of the Total Engagement Model and its dimensions, further elaboration, empirical evidence, and specific references would have enhanced the clarity, applicability, and credibility of the model's definitions.

2.3.2.5 Explanation of the Total Engagement model:
The Total Engagement Model (TEM) is a comprehensive framework that provides a holistic understanding of the brand-consumer relationship beyond traditional transactional metrics such as satisfaction and loyalty (Kumar & Pansari, 2016). It consists of three primary components: cognitive, affective, and conative engagement, which encompass various aspects of the customer's relationship with the brand (Kumar & Pansari, 2016). The model also incorporates two mediating factors: perceived value and brand personality (Kumar & Pansari, 2016).
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Perceived value reflects the customer's perception of the benefits received in exchange for the cost incurred, while brand personality refers to the set of human characteristics associated with the brand (Kumar & Pansari, 2016). These mediating factors play a crucial role in influencing customer engagement and may vary depending on industry, product, and customer segment.

Organizations can use the Total Engagement Model to evaluate their overall performance in various areas such as customer experience, delivery of brand promises, employee satisfaction, and adherence to the brand culture (Kumar & Pansari, 2016). By measuring cognitive, affective, and conative engagement, businesses can identify specific areas to improve their customer relationships, which can lead to increased brand loyalty, word-of-mouth recommendations, and long-term profitability (Kumar & Pansari, 2016).

Moreover, the Total Engagement Model also helps businesses to create and deliver a compelling value proposition (CVP) that resonates with customers (Kumar & Pansari, 2016). This can be achieved by aligning brand advertisements with the brand personality and culture, creating a consistent customer experience across all touchpoints, and ensuring that the delivery of promises meets or exceeds customer expectations.

In summary, the Total Engagement Model is a valuable tool that allows businesses to gain a comprehensive understanding of the customer-brand relationship and provides a roadmap for improving customer engagement, loyalty, and profitability (Kumar & Pansari, 2016).

2.3.2.6 The Total Engagement Model relating to Coca-Cola: 
The Total Engagement Model can be applied to Coca-Cola as the company has demonstrated a commitment to building a strong brand through various customer engagement initiatives. Coca-Cola's emphasis on brand advertisements, customer experience, and unique CVP has helped to cultivate brand loyalty among customers, which is a key aspect of the model. The company's focus on employee engagement and corporate culture has also contributed to the creation of a positive brand image, further enhancing the Total Engagement Model. Furthermore, Coca-Cola's ability to consistently deliver on its promises and provide high-quality products has resulted in a positive perception of the brand, contributing to the model's performance aspect. Overall, the Total Engagement Model can be used to evaluate Coca-Cola's brand equity and customer engagement strategies.

2.3.2.7 The Total Engagement Model - Opportunities/Advantages and Challenges/disadvantages of the Total Engagement Model for Coca Cola's Digital Marketing Transformation:
Opportunities/Advantages:

The Total Engagement Model (TEM) presents several opportunities and advantages for Coca Cola's digital marketing transformation. Firstly, the model provides a comprehensive framework that highlights different dimensions of customer engagement, including cognitive engagement, affective engagement, conative engagement, social engagement, and sensory engagement (Kumar & Pansari, 2016). This offers Coca Cola the opportunity to assess and enhance customer engagement across multiple touchpoints in the digital realm.

Secondly, the TEM emphasizes the importance of creating meaningful and immersive experiences for customers (Kumar & Pansari, 2016). Coca Cola can leverage this by leveraging digital technologies to deliver personalized and interactive brand experiences that resonate with consumers, fostering a deeper level of engagement.

Furthermore, the model's focus on social engagement aligns with the growing influence of social media in digital marketing (Kumar & Pansari, 2016). Coca Cola can leverage social platforms to foster dialogue, encourage user-generated content, and build communities around its brand, enhancing customer engagement and advocacy.

Challenges/Disadvantages:

However, there are also challenges and potential disadvantages associated with implementing the Total Engagement Model for Coca Cola's digital marketing transformation. Firstly, measuring and quantifying engagement across the various dimensions outlined in the model can be complex (Kumar & Pansari, 2016). Coca Cola would need to develop appropriate metrics and tracking mechanisms to effectively gauge and evaluate customer engagement in the digital space.

Additionally, effectively managing and coordinating engagement efforts across different digital channels and touchpoints can be challenging (Kumar & Pansari, 2016). Coca Cola would need to ensure consistent messaging, seamless experiences, and integration across various platforms to maintain a cohesive engagement strategy.

Moreover, the model's emphasis on sensory engagement may require technological investments to deliver rich and immersive digital experiences (Kumar & Pansari, 2016). Coca Cola would need to assess the feasibility and cost-effectiveness of implementing sensory elements in their digital marketing initiatives.

By addressing these challenges and leveraging the advantages of the Total Engagement Model, Coca Cola can enhance its digital marketing transformation, foster deeper customer engagement, and build long-lasting brand relationships.
2.3.3 Loyalty:
Loyalty refers to the degree of commitment and attachment that a customer has to a brand, based on positive experiences, perceived value, and emotional connections. 
2.3.3.1 Definition of Loyalty:
According to Oliver (1999), customer loyalty is "a deeply held commitment to rebuy a preferred product/service consistently in the future, thereby causing repetitive same-brand or same-brand-set purchasing, despite situational influences and marketing efforts having the potential to cause switching behavior."
According to Reichheld (1996), loyalty can be measured through the Net Promoter Score (NPS), which is based on the likelihood of customers recommending the brand to others.

2.3.3.2 Fred Reichheld's loyalty model:
Fred Reichheld's loyalty model, as proposed in "The Loyalty Effect," revolves around the Net Promoter Score (NPS), which measures customer loyalty and advocacy (Reichheld, 1996). The NPS classifies customers into three categories based on their likelihood of recommending the brand to others (Reichheld, 2003). Companies with a higher proportion of promoters and a higher NPS typically experience faster growth and higher customer retention rates (Reichheld, 1996). Reichheld emphasizes the importance of customer-centric strategies and delivering superior customer experiences to foster loyalty (Reichheld, 1996). By understanding and improving customer loyalty through the NPS and customer-centric approaches, businesses can achieve sustained growth, increased profitability, and a competitive advantage.

2.3.3.3 Critical review of the Author’s definitions
The definition of customer loyalty provided by Oliver (1999) offers a comprehensive understanding of the concept, highlighting that it is rooted in a deep commitment to consistently repurchase a preferred product or service in the face of situational influences and marketing efforts (Oliver, 1999). This definition emphasizes the enduring nature of customer loyalty and its resistance to external factors that may induce switching behavior. However, it would have been beneficial for Oliver to provide specific examples or empirical evidence to support the claim that situational influences and marketing efforts have the potential to cause switching behavior.
On the other hand, Reichheld (1996) introduces the concept of measuring loyalty through the Net Promoter Score (NPS), which assesses the likelihood of customers recommending a brand to others. This approach provides a simple and quantifiable method for gauging customer loyalty (Reichheld, 1996). However, it is important to note that while NPS is widely used in the industry, it has faced criticism and debate regarding its effectiveness as a sole measure of loyalty. Reichheld's definition would have benefited from discussing alternative or complementary measures of loyalty to provide a more comprehensive understanding.

2.3.3.4 Explanation of Fred Reichheld's loyalty model: 
Fred Reichheld's loyalty model, as outlined in his book "The Loyalty Effect," centers around the concept of the Net Promoter Score (NPS) as a key metric for measuring customer loyalty and advocacy (Reichheld, 1996). The NPS is based on the question, "How likely are you to recommend our company/product/service to a friend or colleague?" (Reichheld, 2003).

[image: What Is Net Promoter Score(NPS) -- Survey2Connect] 
Source: Fred reichheld loyalty model NPS net promoter score - Bing images 
Reichheld categorizes customers into three groups based on their response to the NPS question: promoters, passives, and detractors (Reichheld, 2003). Promoters are highly satisfied customers who actively promote the brand and are likely to recommend it to others. Passives are moderately satisfied customers who may not actively promote the brand but are also not likely to speak negatively about it. Detractors are dissatisfied customers who may actively discourage others from using the brand.

Reichheld argues that the NPS provides a strong correlation to business growth and profitability (Reichheld, 1996). Companies with a higher proportion of promoters and a higher NPS tend to experience faster growth and higher customer retention rates. The loyalty model emphasizes the importance of cultivating a base of loyal promoters who not only continue to purchase but also act as brand advocates, bringing in new customers through positive word-of-mouth.

In addition to the NPS, Reichheld's loyalty model emphasizes the significance of customer-centric strategies and delivering superior customer experiences to build loyalty (Reichheld, 1996). He emphasizes that providing exceptional value, consistent quality, and outstanding service are essential to creating strong customer loyalty.

Reichheld's loyalty model encourages companies to focus on long-term customer relationships rather than short-term transactional gains. By understanding and improving customer loyalty through the NPS and customer-centric strategies, businesses can achieve sustained growth, increased profitability, and competitive advantage.

2.3.3.5 Fred Reichheld's loyalty model relating to Coca-Cola:
Couldn’t find a direct study or reference specifically linking his model to Coca-Cola's loyalty initiatives or digital marketing transformation. However, it is worth noting that Coca-Cola has implemented loyalty programs and customer engagement strategies in the past (such as the My Coke Rewards program), which align with the principles of fostering customer loyalty and advocacy. While there may not be a direct reference to Coca-Cola's utilization of Reichheld's model, it is possible that the company has drawn insights from his work and applied loyalty-related strategies in their digital marketing efforts.

2.3.3.6 Fred Reichheld's loyalty Model - Opportunities/Advantages and Challenges/disadvantages of the Fred Reichheld's loyalty Model for Coca Cola's Digital Marketing Transformation:
Opportunities/Advantages:

Fred Reichheld's loyalty model, particularly the Net Promoter Score (NPS), offers several opportunities and advantages for Coca Cola's digital marketing transformation. The NPS provides a simple and actionable metric for measuring customer loyalty and advocacy (Reichheld, 2003). Coca Cola can leverage this model to track customer sentiment, identify brand promoters, and enhance its digital marketing strategies accordingly.

Additionally, the NPS focuses on the likelihood of customers recommending the brand to others (Reichheld, 1996). This presents an opportunity for Coca Cola to harness the power of word-of-mouth marketing in the digital age, where social media platforms and online communities play a significant role in amplifying brand advocacy.

Moreover, Reichheld's model highlights the link between loyalty and business growth (Reichheld, 1996). By understanding and improving customer loyalty through the NPS, Coca Cola can potentially drive repeat purchases, increase customer retention, and ultimately boost profitability.

Challenges/Disadvantages:

However, there are also challenges and potential disadvantages associated with implementing Fred Reichheld's loyalty model for Coca Cola's digital marketing transformation. Firstly, the NPS provides a simplistic measure of loyalty and does not capture the complex nuances of customer behavior and attitudes (Reichheld, 2003). Coca Cola may need to supplement the NPS with additional metrics and qualitative research to gain a more comprehensive understanding of customer loyalty in the digital realm.

Additionally, the model's focus on recommending the brand may not fully capture the depth of engagement or emotional connection that customers have with Coca Cola in the digital space. It is essential for Coca Cola to consider other aspects of customer engagement beyond recommendations to build lasting brand relationships.

Moreover, the effectiveness of the NPS and its applicability in the digital marketing landscape may vary across different industries and customer segments (Reichheld, 2003). Coca Cola would need to adapt and tailor the model to its specific target audience and digital marketing objectives.

By considering these challenges and leveraging the advantages of Fred Reichheld's loyalty model, Coca Cola can gain valuable insights into customer loyalty, enhance its digital marketing strategies, and cultivate long-term customer relationships.
2.3.4 Comparisons of Keller's brand equity Model, Total engagement Model, and Fred Reichheld's Loyalty Model:
Comparing Keller's brand equity model, the Total Engagement Model, and Fred Reichheld's Loyalty Model:
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Keller's brand equity model, proposed by Kevin Lane Keller, provides a comprehensive framework for understanding and managing brand equity (Keller, 1993). This model emphasizes the importance of building strong brand associations and perceptions to create value for consumers (Keller, 1993). It consists of four dimensions: brand salience, brand performance, brand imagery, and brand judgments and feelings (Keller, 1993). By assessing these dimensions, marketers can gauge the strength and value of their brand in the minds of consumers. Keller's model has been widely used in marketing research and has helped businesses enhance their brand equity and develop effective brand strategies (Keller, 1993).
In contrast, the Total Engagement Model, proposed by Van Daele and De Pelsmacker, focuses on the role of consumer engagement in building brand loyalty (Van Daele & De Pelsmacker, 2013). This model highlights the idea that engaged consumers are more likely to develop positive attitudes and intentions towards a brand, leading to increased loyalty (Van Daele & De Pelsmacker, 2013). It incorporates factors such as brand involvement, emotional connection, and brand experience to measure and understand consumer engagement and its impact on loyalty (Van Daele & De Pelsmacker, 2013). By nurturing consumer engagement, businesses can foster long-term relationships and create loyal brand advocates. The Total Engagement Model offers a valuable perspective for marketers to evaluate and enhance consumer engagement strategies (Van Daele & De Pelsmacker, 2013).
Fred Reichheld's Loyalty Model, based on the Net Promoter Score (NPS), focuses on measuring customer loyalty and its relationship with business growth (Reichheld, 2003). The model suggests that loyal customers who actively promote a brand are more likely to contribute to its success (Reichheld, 2003). It classifies customers into three categories: promoters, passives, and detractors, based on their likelihood to recommend the brand to others (Reichheld, 2003). The NPS is calculated by subtracting the percentage of detractors from the percentage of promoters (Reichheld, 2011).

While these models differ in their approach and focus, they all contribute to understanding and managing brand equity and loyalty. Keller's brand equity model provides a framework for assessing brand strength and managing brand associations (Keller, 1993). The Total Engagement Model emphasizes the role of consumer engagement in building loyalty by considering factors such as brand involvement and emotional connection (Van Daele & De Pelsmacker, 2013). Reichheld's Loyalty Model, on the other hand, focuses on measuring loyalty through customer recommendations and classifying customers based on their likelihood to promote the brand (Reichheld, 2003; Reichheld & Markey, 2011).

2.3.5 The impact of digital marketing on brand equity, customer engagement, and loyalty of Coca cola.
Digital marketing has become a pivotal strategy for businesses to enhance their brand equity, engage with customers, and foster loyalty (Chaffey et al., 2019). Coca Cola, a leading global beverage brand, has also recognized the significance of digital marketing in its efforts to strengthen its brand equity, engage with customers, and build long-term loyalty (Coca Cola Company, 2021).

One of the advantages of digital marketing for Coca Cola is its ability to enhance brand equity. Digital marketing channels, such as social media, websites, and online advertising, provide Coca Cola with opportunities to create and maintain a strong brand image, reinforce brand values, and connect with customers on an emotional level (De Vries et al., 2017). By leveraging digital marketing, Coca Cola can effectively communicate its brand story, values, and offerings to customers, leading to increased brand awareness, recognition, and preference.

Furthermore, digital marketing enables Coca Cola to engage with customers in a more personalized and interactive manner. Through social media platforms, email marketing, and other digital channels, Coca Cola can actively interact with customers, listen to their feedback, and respond to their needs and preferences in real-time (Mangold & Faulds, 2009). This two-way communication fosters customer engagement and creates opportunities for Coca Cola to build a loyal customer base that is more likely to repurchase and recommend the brand to others.

However, digital marketing also presents challenges for Coca Cola in terms of managing customer feedback, addressing negative comments or reviews, and maintaining consistency across various digital channels (Hanna et al., 2011). Managing customer engagement in the digital space requires careful planning, monitoring, and responsiveness to ensure that the brand's reputation and customer loyalty are not compromised.

In conclusion, digital marketing has a significant impact on the brand equity, customer engagement, and loyalty of Coca Cola. By leveraging digital marketing channels effectively, Coca Cola can strengthen its brand equity, engage with customers in a personalized manner, and foster long-term loyalty. However, it also requires careful management of customer feedback and consistency across digital channels to mitigate potential challenges and maintain a positive brand image.
2.4 Objective: 4
To identify the key digital channels used by Coca Cola for marketing and advertising purposes and analyze the company's digital marketing spending from 2015 to 2022:
Explanation of the key digital channels used by Coca Cola for marketing and advertising purposes and the analysis of the company's digital marketing spending from 2015 to 2022 is provided below:
2.4.1 The Key digital channels used by Coca Cola for marketing and advertising purposes:
Coca Cola employs various digital channels for marketing and advertising, including social media platforms, websites, email marketing, online advertising, and mobile apps (Coca Cola Company, 2021). These channels enable Coca Cola to reach a wide audience, engage with customers, and promote its products and brand. For instance, Coca Cola has an active presence on social media platforms like Facebook, Instagram, and Twitter, where the company shares engaging content, runs promotional campaigns, and interacts with customers (Coca Cola Company, 2021).

Some of the key digital channels used by Coca Cola are discussed below:

Social media: Coca Cola has maintained a strong presence on popular social media platforms such as Facebook, Twitter, Instagram, and YouTube. The company has leveraged these channels to share content, connect with consumers, and promote its brand and products (Coca Cola Company, 2021). For instance, Coca Cola's "Share a Coke" campaign, which involved personalized bottles and cans featuring consumers' names, was heavily promoted on social media (Marketing Week, 2016).

Mobile marketing: Coca Cola has also focused on mobile marketing, recognizing the increasing importance of smartphones and mobile devices for consumer engagement. The company has developed mobile apps, such as the Coca Cola Freestyle app, which allows consumers to create and save custom drink mixes. Coca Cola has also utilized SMS text messaging campaigns, mobile games, and other tactics to engage with consumers on mobile devices (Hollensen, 2019).

Digital advertising: Coca Cola has invested in various forms of digital advertising, including display ads, video ads, and native advertising. The company has worked with advertising partners and agencies to create compelling campaigns that target specific audiences based on demographics, interests, and behaviors (Coca Cola Company, 2021). For instance, Coca Cola's "Taste the Feeling" campaign included a series of video ads that showcased emotional and aspirational themes (Marketing Week, 2016).

Influencer marketing: Coca Cola has also embraced influencer marketing, partnering with social media influencers and celebrities to promote its products and campaigns. The company has worked with influencers across various niches, from sports and music to lifestyle and fashion. Coca Cola's influencer marketing efforts have helped the company reach new audiences and build brand awareness (Hollensen, 2019).

Overall, Coca Cola's digital marketing and advertising efforts have emphasized engaging with consumers on their own terms, leveraging technology to create personalized and memorable experiences (Coca Cola Company, 2021). By utilizing a range of digital channels, Coca Cola has been able to connect with consumers in meaningful ways and maintain its position as a leading global brand.

2.4.2 Analysis of the company's digital marketing spending from 2015 to 2022:

Over the last seven years, Coca-Cola has spent an average of four billion dollars a year on advertising worldwide, except in 2020, with only about 2.8 billion U.S. dollars spent (Ridder, 2023), Spending for over 20 percent of that cost, totaling 816 million U.S. dollars in 2019.

Coca-Cola has a long-standing tradition of innovative and appealing advertising campaigns, dating back to the art created by American painter Norman Rockwell, to the iconic polar bears of Christmas advertising (Ridder, 2023). Soft drinks still constituted most of Coca Cola's sales volume in 2017. The company spent 193 million dollars advertising its flagship brand, Coke, in 2021, making it the most advertised non-alcoholic beverage brand in the United States that year (Ridder, 2023).



	In the Year
	Expense in billion U.S. dollars

	2022
	4.32

	2021
	4.1

	2020
	2.77

	2019
	4.25

	2018
	4.11

	2017
	3.96

	2016
	4

	2015
	3.98


Source: Published by M. Ridder, Apr 18, 2023
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In addition to traditional advertising mediums, Coca-Cola has utilized social media channels to maintain its brand image. As of January 2023, it ranked fifth on Facebook, in terms of fans, with almost 107 million fans, demonstrating its popularity among social media users (Ridder, 2023). Coca-Cola's YouTube channel has also been equally popular with roughly 3.28 billion views accrued by the channel (Ridder, 2023).


According to Coca Cola's financial reports, the company's digital marketing spending has shown an upward trend from 2015 to 2022. This reflects the growing importance of digital marketing in Coca Cola's overall marketing strategy and its commitment to staying relevant in the ever-evolving digital landscape (Coca Cola Company, 2021).

Overall, Coca-Cola's digital marketing spending has remained consistent and strong, showcasing the company's commitment to promoting its products and maintaining its brand image across a variety of mediums. As the advertising industry continues to evolve, it will be interesting to see how Coca-Cola adapts and innovates to stay at the forefront of marketing and advertising.


3.0 Research Methodology:
According to Kothari (2004), the methodology section of a dissertation outlines the methods used to collect and analyze data for the study. It is important to provide a detailed description of the research design, sample selection, data collection methods, and data analysis techniques. The methodology should be designed to answer the research questions or hypotheses and ensure the validity and reliability of the findings. The chosen methods should be appropriate to the nature of the research and the data being collected. The research should also discuss any limitations of the methodology and how they were addressed. The methodology should be presented in a clear and concise manner to enable other researchers to replicate the study if necessary.

3.1 Definition of Research:
Research is a systematic and organized inquiry designed to provide information and knowledge to solve problems or generate new knowledge. It is a process of discovering new facts or verifying and testing existing knowledge. According to Creswell (2014), research involves "the process of finding solutions to a problem after a thorough study and analysis of the situational factors" (p. 3). Research methods include qualitative, quantitative, and mixed methods approaches, each with its own set of tools and techniques for collecting, analyzing, and interpreting data. Research is an essential component of many academic fields, including business, medicine, education, psychology, and social sciences. It is used to support evidence-based decision-making, theory building, and the advancement of knowledge in various disciplines.
3.1.1 Research Onion Model:
The research onion model, introduced by Saunders et al. (2018), is a popular approach to planning and conducting research. It comprises several layers, each representing a different stage in the research process. The outer layers of the onion are concerned with the philosophical approach to research, while the inner layers deal with more practical considerations (Saunders et al., 2018).
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3.1.1.1 Research philosophy – Positivism and its Justification:
The first layer of the onion is the research philosophy, which is concerned with the researcher's ontological and epistemological assumptions. Ontology relates to the nature of reality, while epistemology concerns knowledge and how it is acquired (Bryman, 2016). 
Positivism:
Positivism is a philosophical approach to knowledge that emphasizes the use of scientific methods to uncover truth and reality. It is based on the belief that there is an objective reality that can be studied and understood through empirical observation and analysis. Positivism has been widely used in social science research, where it is seen to obtain objective data and test hypotheses. According to Burrell and Morgan (1979), positivism is part of the functionalist paradigm and seeks to establish causal relationships between variables through a process of deduction and the formulation of hypotheses.
Justification:
Positivism, as a philosophical approach to knowledge, emphasizes the use of scientific methods to uncover truth and reality through empirical observation and analysis. By adopting positivism, quantitative survey method aligns with the objective pursuit of obtaining empirical data and testing hypotheses. This approach allows for the establishment of causal relationships between variables through deductive reasoning and hypothesis formulation, enhancing the credibility and validity of your research findings. Positivism has been widely employed in social science research and is recognized for its systematic and rigorous nature, contributing to the cumulative knowledge in the field (Burrell & Morgan, 1979).
3.1.1.2 Research Approach- Deductive and its Justification
The second layer is the research approach, which can be either deductive or inductive, depending on whether the research is theory-driven or data-driven (Saunders et al., 2018).
Deductive: 
Deductive reasoning, on the other hand, is a top-down approach where a hypothesis is formulated and tested using data. These two approaches are not mutually exclusive, and many studies use a combination of both inductive and deductive reasoning (Bryman & Bell, 2019).
Justification:
Deductive reasoning, as a top-down approach, is well-suited for the quantitative survey method as it involves formulating a hypothesis and testing it using data. This approach allows for a structured and systematic investigation of specific relationships between variables, enhancing the precision and rigor of the study. (Bryman & Bell, 2019).

3.1.1.3 Research Strategy- Survey Strategy and its Justification:
The third layer is research strategy, which concerns the overall approach to the research, such as case study, survey, or experiment (Saunders et al., 2018). 

Survey Strategy: 
A survey strategy is a research method used to gather data from a population or sample by administering a standardized questionnaire. It involves a series of pre-determined questions that are asked to a selected group of participants in a structured manner. Surveys can be conducted using various methods, such as online surveys, telephone surveys, mail surveys, and face-to-face surveys. They are commonly used in market research, social science research, and public opinion polls, among others. The advantages of survey research include its ability to reach many participants and collect data quickly and efficiently. However, survey research also has some limitations, such as potential response bias and the inability to capture complex or nuanced responses. To ensure the reliability and validity of survey research, various factors such as the survey design, sampling strategy, and data analysis must be taken into consideration. (Dillman et al., 2014; Babbie & Mouton, 2018)
Justification:
A survey strategy is a commonly used research method that involves administering a standardized questionnaire to gather data from a population or sample. Surveys offer several advantages, including the ability to reach a large number of participants and collect data quickly and efficiently. Various methods, such as online, telephone, mail, or face-to-face surveys, can be employed based on the research objectives and resources available. To ensure the reliability and validity of survey research, careful attention must be given to factors like survey design, sampling strategy, and data analysis. Surveys are widely used in market research, social science research, and public opinion polls due to their practicality and ability to provide valuable insights (Dillman et al., 2014; Babbie & Mouton, 2018).
3.1.1.3.1 Advantages and Disadvantages of Survey Strategy:
	Advantages:
	Disadvantages:

	Surveys are a relatively quick and cost-effective way to collect data from a large number of participants (Dillman et al., 2014).
	Surveys may suffer from response bias, as participants may not provide truthful or accurate responses due to social desirability or other factors (Dillman et al., 2014).

	Surveys can be easily standardized and replicated across different populations, allowing for comparisons across groups (Fowler, 2013).
	Surveys may have limited scope and depth, as they are typically focused on a specific set of questions and may not allow for follow-up or clarification (Fowler, 2013).

	Surveys provide a way to collect data on attitudes, beliefs, and behaviors that may be difficult to observe directly (Fowler, 2013).
	Surveys may suffer from low response rates, which can limit the generalizability of the findings (Dillman et al., 2014).

	Surveys allow for anonymity and confidentiality, which may increase the likelihood that participants will provide honest and accurate responses (Dillman et al., 2014).
	Surveys may be limited by the quality of the questions or the design of the survey instrument, which can affect the validity and reliability of the data (Fowler, 2013).



3.1.1.3.2 Types of Investigation- Primary Research and Secondary Research:
There are two types of Investigations, primary research and secondary research as explained below:
3.1.1.3.2.1 Primary Research - Survey Method:
Primary Research: 
This type of research involves collecting original data directly from the source, which has not been previously collected or analyzed. It involves using techniques such as surveys, interviews, observations, and experiments to collect information from individuals, groups, or organizations (Smith et al., 2019).
Survey Method:
For my primary research, I have employed the survey method to gather data. Surveys are a widely used research instrument in both primary and secondary research, allowing for the collection of information on various topics and measuring attitudes, behaviors, and opinions of a target population (Babbie, 2016). The survey method involves administering a standardized questionnaire to a sample of participants, who provide self-reported responses to a series of questions (Babbie, 2016).

In this study on Coca Cola's digital marketing transformation, surveys have been chosen as the primary data collection method to obtain quantitative data from participants. The survey questionnaire is designed to capture participants' perceptions and experiences related to Coca Cola's digital marketing efforts. The use of closed-ended questions, including multiple-choice, Likert scale, and ranking scale questions, allows for efficient data collection and facilitates data analysis and comparisons between responses (Babbie, 2016).
3.1.1.3.2.2 Advantages and disadvantages of Primary research:

	Advantages:
	Disadvantages:

	Control over data quality: Primary research allows researchers to have complete control over the quality and accuracy of the data collected. (Smith et al., 2019).
	Time-consuming: Primary research can be time-consuming and may require a significant investment of time and resources to design, conduct, and analyze. (Smith et al., 2019).

	Specific to research needs: Primary research can be tailored to meet the specific needs of a research project, including the research questions and the sample population. (Smith et al., 2019).
	Costly: Primary research can also be more expensive than secondary research, especially if the research requires the use of specialized equipment, research participants, or research personnel. (Smith et al., 2019).

	Fresh data: Primary research provides researchers with fresh, up-to-date data that has not been previously analyzed, which can be important in fields where data can quickly become outdated. (Smith et al., 2019).
	Sample size limitations: Primary research may have sample size limitations, which can affect the generalizability of the research findings. (Smith et al., 2019).

	Greater flexibility: Primary research methods are often more flexible than secondary research methods, allowing researchers to adapt their research methods and approaches as needed. (Smith et al., 2019).
	Potential for researcher bias: Primary research is more susceptible to researcher bias, as researchers may have preconceived notions or expectations that can influence the data collection and analysis. (Smith et al., 2019).




3.1.1.3.2.3 Secondary Research- Research Review: 
Secondary Research: This type of research involves collecting data that has already been collected and analyzed by other researchers or organizations. Secondary research can be gathered from sources such as government reports, academic journals, market research reports, and company websites (Smith et al., 2019).
Research Review:
In this study, secondary research will be conducted to review existing literature and sources related to Coca Cola's digital marketing transformation. Secondary research involves the analysis and synthesis of existing data and information from various sources, such as academic journals, books, industry reports, and online publications (Bryman, 2016).

The research review will provide a comprehensive understanding of the current state of knowledge regarding Coca Cola's digital marketing efforts and their impact on consumer engagement. The review will encompass key themes, theories, and empirical studies related to digital marketing strategies, consumer behavior, and brand engagement in the context of the beverage industry.

To ensure a rigorous and systematic research review, a structured approach will be followed. This involves identifying relevant keywords, conducting a comprehensive search of databases and scholarly resources, and critically evaluating the quality and relevance of the selected sources (Hart, 2018).

The Harvard referencing style will be used to accurately cite and reference the sources consulted during the research review. Proper citation and referencing are essential to acknowledge the original authors and sources and to maintain academic integrity (Pears & Shields, 2019).

By conducting a thorough research review, this study aims to build upon existing knowledge, identify research gaps, and provide a solid foundation for the primary research conducted on Coca Cola's digital marketing transformation.

3.1.1.3.2.4 Advantages and disadvantages of Secondary research:
	Advantages:
	Disadvantages:

	Cost-effective: Conducting secondary research is often a cost-effective approach compared to primary research, as it utilizes existing data sources without the need for additional data collection (Smith et al., 2019).
	Lack of control over data quality: One limitation of secondary research is that researchers have limited control over the quality and accuracy of the data collected. (Smith et al., 2019).

	Time-efficient: Secondary research offers the advantage of being time-efficient. Researchers can access existing data sets, reports, and studies, saving time on data collection and processing (Smith et al., 2019)
	Not specific to research needs: Secondary research data may not be specifically tailored to meet the needs of a particular research project, which may limit its usefulness. (Smith et al., 2019).

	Large sample sizes: Secondary research often uses large sample sizes, which can increase the statistical power of the research. (Smith et al., 2019).
	Outdated data: Secondary research data may be outdated or incomplete, especially if it was collected a long time ago. (Smith et al., 2019).

	Accessibility: Secondary research data is often publicly available, making it easy for researchers to access and use for their own research. (Smith et al., 2019).
	Potential for bias: The original sources of the secondary research data may have had their own biases and perspectives, which can affect the interpretation of the data. (Smith et al., 2019).




3.1.1.4 Research Choices - Qualitative Research and Quantitative Research: 
The fourth layer is research choices, which include decisions about the sample size, data collection methods, and data analysis techniques (Saunders et al., 2018).

Qualitative research: 
Qualitative research involves the collection and analysis of non-numerical data, such as words, pictures, or videos, to understand people's beliefs, behaviors, and experiences (Creswell, 2013). Methods like interviews, focus groups, and observation are employed in this type of research to explore and uncover themes and patterns that may not be easily revealed through quantitative analysis (Braun & Clarke, 2019). It allows researchers to delve into the subjective perspectives and social contexts of participants, providing rich and detailed insights into their experiences (Silverman, 2019). By utilizing qualitative research methods, researchers can capture the complexity and nuances of human behavior, resulting in in-depth findings that contribute to theory development and have practical applications (Braun & Clarke, 2019).
Quantitative research: 
Quantitative research involves the collection and analysis of numerical data through methods such as surveys, experiments, and statistical analysis (Babbie, 2016). It aims to test hypotheses, make generalizations about a larger population, and draw objective conclusions based on structured and standardized data collection techniques (Babbie, 2016). By utilizing statistical techniques, quantitative research provides a systematic and rigorous approach to studying phenomena, enabling researchers to measure variables, establish relationships, and make predictions (Creswell, 2014). While it offers advantages such as precise numerical data and generalizability, it may not capture the richness of qualitative research or explore the complexities of human experiences in depth (Creswell, 2014).

3.1.1.4.1 Justification for Quantitative approach:

The survey method is a widely used research strategy in quantitative studies that involves collecting numerical data from a targeted population or sample through the administration of a structured questionnaire (Bryman, 2016; Dillman et al., 2014). This method offers several advantages for quantitative research. Firstly, surveys allow for the efficient collection of data from a large number of participants, making it suitable for studies that require a representative sample (Bryman, 2016). Additionally, surveys provide standardized measurements by using closed-ended questions, enabling researchers to analyze the data using statistical techniques and test hypotheses (Bryman, 2016; Dillman et al., 2014). The survey method also allows for the replication of studies, enhancing the reliability and generalizability of findings (Bryman, 2016). By carefully designing the survey instrument, employing appropriate sampling techniques, and employing rigorous data analysis methods, the survey method can provide valuable quantitative insights into various research domains (Bryman, 2016; Dillman et al., 2014).
[bookmark: _Hlk136619122]3.1.1.4.2 MONO method and Its Justification: 
MONO method:
The study will use quantitative research using the mono method. Mono method quantitative research design can be a valuable tool for evaluating Coca Cola's digital marketing transformation and its impact on consumer engagement (Johnson, Onwuegbuzie, & Turner, 2007). By carefully defining the research question, selecting an appropriate research instrument, and analyzing the data using appropriate statistical methods, the study can provide valuable insights into the effectiveness of Coca Cola's digital marketing efforts (Creswell, 2014).
Justification:
Quantitative research using the mono method design is chosen as a valuable tool for evaluating Coca Cola's digital marketing transformation and its impact on consumer engagement. This approach allows for the systematic collection and analysis of numerical data, enabling researchers to measure and quantify variables related to digital marketing efforts and consumer engagement (Creswell, 2014). By employing a mono method design, which focuses exclusively on quantitative data, the study can provide a clear and focused analysis of the effectiveness of Coca Cola's digital marketing strategies (Johnson, Onwuegbuzie, & Turner, 2007). Through careful definition of the research question, selection of appropriate research instruments, and utilization of appropriate statistical methods, this research design can yield valuable insights into the relationship between Coca Cola's digital marketing initiatives and consumer engagement outcomes (Creswell, 2014; Johnson, Onwuegbuzie, & Turner, 2007).
3.1.1.4.3 Advantages and Disadvantages of Quantitative Research 
	Advantages 
	Disadvantages 

	Objectivity and Generalizability: Quantitative research allows for the collection of objective and numerical data, which can be analyzed using statistical techniques to draw generalizable conclusions (Bryman, 2016).
	Limited Depth and Context: Quantitative research may overlook the complexity and nuances of human behavior, as it focuses on numerical data and may not capture the full richness of individual experiences (Bryman, 2016).

	Precision and Replicability: The use of standardized measurement instruments and structured data collection methods in quantitative research enhances precision and facilitates the replication of studies (Babbie, 2016).
	Potential for Simplification: Quantitative research may simplify complex phenomena into measurable variables, potentially oversimplifying the reality being studied (Babbie, 2016).

	Large Sample Size: Quantitative research can involve large sample sizes, providing a broader representation of the population and increasing the statistical power of the findings (Bryman, 2016).
	Potential for Response Bias: Participants' responses in quantitative research may be influenced by social desirability bias or may not fully reflect their true experiences or perspectives (Babbie, 2016).

	Ease of Analysis: Quantitative data can be analyzed efficiently using statistical software, enabling researchers to identify patterns, relationships, and trends in a systematic manner (Bryman, 2016).
	Limited Flexibility: Quantitative research often follows predetermined research protocols, leaving little room for exploration or adaptation during the data collection process (Bryman, 2016).



3.1.1.5 Time Horizons- Cross-sectional Studies and its Justification:
The fifth and final layer of the research onion is time horizons, which refers to the timeframe of the research, whether it is cross-sectional or longitudinal (Saunders et al., 2018). By following the research onion model, researchers can ensure that their research is methodologically rigorous and well-planned (Bryman, 2016).

Cross-sectional Studies: 
This type of research collects data at a single point in time. For example, a survey conducted on a particular day or an observational study that records data on a specific event or phenomenon (Jones et al., 2020).

Justification:
Cross-sectional studies provide a snapshot of data collected at a specific point in time, allowing for the examination of variables and relationships within a population or sample at that particular moment (Babbie, 2016). This design is particularly useful when seeking to gather information about the prevalence of certain characteristics or behaviors within a population (Babbie, 2016). Cross-sectional studies are also relatively quick and cost-effective compared to longitudinal studies, making them practical for many research projects (Babbie, 2016).
3.1.1.6 Summary of the research onion model:
Overall, the Summary of the research onion model provides a useful framework for researchers to plan and conduct their research in a structured and rigorous manner, by considering different philosophical, methodological, and practical considerations (Saunders et al., 2018).

4.0 Data Collection and Analysis:
4.1 Sample Size:
The survey will employ a sample size of 50 students to determine Coca Cola's digital marketing transformation. A sample size of 50 is considered appropriate for this study as it allows for a manageable data collection process and can provide meaningful insights into the research topic. By surveying a specific group of students, the study aims to gather valuable perspectives on Coca Cola's digital marketing strategies and their impact. While a sample size of 50 may not represent the entire population, it can still offer valuable insights and contribute to the understanding of Coca Cola's digital marketing transformation.
4.2 Sample Type: 
The sample type for the research study will consist of Business students from UWTSD, including students from different course levels ranging from level 4 to 7, as well as students from different universities. By including Business students from UWTSD at various course levels, the study aims to capture a diverse range of perspectives and experiences related to Coca Cola's digital marketing transformation within the academic context. Additionally, incorporating students from different universities can provide broader insights and potentially capture variations in awareness and engagement with Coca Cola's digital marketing strategies across different educational institutions. This diverse sample type is expected to enrich the study's findings and contribute to a comprehensive understanding of Coca Cola's digital marketing transformation.
4.3 Sampling:
Sampling refers to the process of selecting a subset of individuals, objects, or events from a larger population that is of interest to a researcher (Babbie, 2016). Sampling is a crucial step in research as it enables researchers to collect data from a representative sample of the population, while minimizing the time, cost, and effort required for data collection (Babbie, 2016). By selecting a sample that accurately reflects the characteristics of the larger population, researchers can make inferences and draw conclusions about the population as a whole (Bryman, 2016).     
4.3.1 Cluster Sampling and Justification:
Cluster Sampling: 
Cluster sampling involves dividing the population into clusters, such as geographic regions, and then randomly selecting clusters to include in the sample. This technique is useful when the population is large and dispersed (Babbie, 2016). By selecting clusters rather than individual elements, cluster sampling allows for a more practical and efficient way of sampling, particularly when it is not feasible or cost-effective to reach every element in the population (Babbie, 2016). This approach helps to ensure that the selected clusters are representative of the larger population, enhancing the generalizability of the findings (Bryman, 2016).
Justification:
Cluster sampling is justified as a sampling method due to its practicality and efficiency when dealing with a large and dispersed population. By dividing the population into clusters, such as geographic regions, and randomly selecting clusters to include in the sample, cluster sampling offers several advantages. Firstly, it reduces the logistical challenges and costs associated with reaching every individual element in the population (Babbie, 2016). Instead, researchers can focus on sampling representative clusters, which can provide a reasonable approximation of the population characteristics (Babbie, 2016). Secondly, cluster sampling allows for a more feasible data collection process, particularly when time and resources are limited (Bryman, 2016). By targeting clusters rather than individuals, researchers can gather data from a subset of the population while still achieving reasonable representativeness (Bryman, 2016).

4.3.2 Advantages and disadvantages of cluster sampling:
	Advantages:
	Disadvantages:

	Cost-effective: Cluster sampling is often less expensive than other sampling techniques, as it requires fewer resources for data collection.
	Reduced precision: Cluster sampling can reduce precision in estimation because there may be greater within-cluster variability than between-cluster variability.

	Reduced sampling errors: Cluster sampling can reduce sampling errors by increasing the homogeneity within each cluster, which can improve the representativeness of the sample.
	Reduced representativeness: Cluster sampling may result in a less representative sample of the population because it does not include every individual in the population.

	Feasibility: Cluster sampling is often more feasible than other sampling techniques, particularly when the population is large and geographically dispersed.
	Increased sampling errors: Cluster sampling can increase sampling errors when the clusters are not representative of the population or are highly heterogeneous.

	Simplified sampling process: Cluster sampling simplifies the sampling process by dividing the population into clusters and selecting a random sample of clusters to include in the study.
	Potential for bias: Cluster sampling may introduce bias if the clusters are not selected randomly or if there is bias within the clusters.



4.4 Data Collection Method- Survey Questionnaire:
A survey questionnaire serves as a valuable research instrument for collecting data from a sample of individuals by obtaining self-reported responses to a series of questions. It is widely used in primary and secondary research to gather information on various topics, measure attitudes, behaviors, and opinions of a target population (Babbie, 2016). In the context of this research on Coca Cola's digital marketing transformation, surveys will be employed to collect quantitative data from participants, focusing on their perceptions and experiences with Coca Cola's digital marketing efforts.

To facilitate the data collection process, the researcher chose to use MS Office Forms as the data collection method. This platform offers a user-friendly interface, a wide range of question types and response formats, and seamless data collection and analysis capabilities. It allows for the utilization of various question types, such as multiple-choice, Likert scale, and ranking scale questions, which will provide valuable insights into participants' perceptions and preferences regarding Coca Cola's digital marketing transformation.

In the survey, closed-ended questions are utilized to provide participants with a predetermined set of response options. This approach enables more efficient data analysis and facilitates comparisons between responses (Babbie, 2016). The survey will consist of approximately closed-ended questions, carefully designed to capture essential information regarding participants' familiarity, perceptions, and preferences related to Coca Cola's digital marketing efforts.

Considering the length of the survey, participants are estimated to spend approximately 3-5 minutes completing it, ensuring a comprehensive collection of data to determine Coca Cola's digital marketing transformation. The target population for the survey comprises Business students from UWTSD across different course levels, ranging from level 4 to 7, and other University students as well. The survey administration will be conducted via email and other social media platforms, with participants given a timeframe of 3-4 weeks to respond.

Researcher have successfully obtained a sample size of 50 participants with a response rate of 100%. This high response rate signifies strong engagement and willingness among the participants to contribute their insights. The complete dataset allows for comprehensive analysis and provides a solid foundation for drawing conclusions regarding Coca Cola's digital marketing efforts. This achievement strengthens the reliability and validity of my research findings, enabling valuable insights into the effectiveness and implications of Coca Cola's digital marketing strategies.
4.5 Data Analysis:
Data analysis is a crucial step in the research process that involves examining and interpreting collected data to derive meaningful insights and draw conclusions. In this study, data analysis will be conducted using appropriate statistical techniques and software to explore patterns, relationships, and trends in the collected data (Field, 2018).

Descriptive statistics, such as measures of central tendency and variability, will be computed to summarize and describe the main characteristics of the data (Field, 2018). This will provide a clear overview of the dataset and facilitate a better understanding of the variables under investigation.

Inferential statistics will be employed to make inferences and draw conclusions about the target population based on the sample data (Field, 2018). Techniques such as hypothesis testing, chi-square tests, and regression analysis will be utilized to assess the significance of relationships, test research hypotheses, and identify potential predictors of outcomes.

Data analysis will be conducted using MS- Excel, to perform the necessary calculations and generate appropriate outputs (Field, 2018). 

The findings from the data analysis will be presented using tables, charts, and graphs to visually represent the results and facilitate a clear understanding of the patterns and trends in the data (Field, 2018). The interpretation of the results will be based on statistical significance, effect sizes, and relevant theoretical frameworks.

Proper citation and referencing will be followed in accordance with the Harvard referencing style guidelines to acknowledge the sources and authors of statistical techniques and software used in the data analysis process (Pears & Shields, 2019).
4.6 Research Ethics:
Research ethics are essential principles that guide the ethical conduct of research to protect the rights and welfare of participants. These principles include obtaining informed consent, ensuring confidentiality and privacy, minimizing harm, maintaining research integrity, obtaining ethical approval when necessary, and being culturally sensitive. Adhering to these principles promotes responsible and respectful treatment of participants, upholds the integrity of the research process, and ensures the validity and credibility of research findings (National Institutes of Health, 2020; Resnik, 2015).

5.0 Presentation of data, Interpretations and Discussions of findings:
The presentation of data and discussion of findings are vital aspects of a research study, enabling researchers to effectively communicate their results and draw meaningful conclusions (Pears & Shields, 2019). In presenting data, researchers employ various visual representations such as tables, charts, or graphs to enhance understanding. During the discussion of findings, researchers interpret and analyze the data, compare results with existing literature, and provide explanations or insights based on the findings. It is important to ensure a logical and structured approach, supporting the findings with relevant literature and acknowledging the limitations of the study (Silverman, 2019). This comprehensive and well-supported presentation and discussion contribute to the validity and credibility of the research.

5.1 General Information:
In this section, the findings obtained from a quantitative survey conducted among a sample of Coca Cola consumers were analyzed to examine the company's digital marketing transformation. The survey instrument consisted of structured questions designed to assess consumer perceptions and behaviors related to Coca Cola's digital marketing initiatives. Data were collected using an online survey platform and analyzed using statistical techniques, including descriptive statistics and inferential analysis. The results indicated a significant impact of Coca Cola's digital marketing efforts on consumer engagement and brand perception. The majority of respondents reported being exposed to Coca Cola's digital advertisements, with social media platforms being the most prevalent channel.
5.2 Response Rate:
In this study, the survey links were distributed to students, specifically Business students from UWTSD across different course levels, ranging from level 4 to 7, as well as students from other universities. The survey administration was conducted via email and various social media platforms, allowing for a broad reach among the target audience. Participants were given a timeframe of 3-4 weeks to respond to the survey. The researcher successfully obtained a sample size of 53 participants, achieving a remarkable response rate of 100%.

5.3 Questionnaire in Question:
In this research proposal, survey questionnaire was utilized to gather quantitative data from participants, focusing on their perceptions and experiences with Coca Cola's digital marketing transformation. Demographic analysis was conducted to gain insights into the characteristics of the participants, such as age, gender, educational background, and other relevant demographics. The findings from the demographic analysis will contribute to a comprehensive understanding of how different demographic groups perceive and engage with Coca Cola's digital marketing efforts. MS- Forms was chosen as the data collection method due to its user-friendly interface, diverse question types, and the ease of data collection and analysis. Closed-ended questions were employed, providing predetermined response options for efficient data analysis and comparison. The survey consisted of 13 closed-ended questions, comprehensively capturing participants' familiarity, perceptions, and preferences regarding Coca Cola's digital marketing efforts. The estimated completion time for the survey was 12-15 minutes, although the average time spent by participants was 02:56, indicating a relatively quick response rate.

5.3.1 Demographic Analysis:
In the conducted demographic analysis, key characteristics of the survey participants were examined. The sample consisted of a diverse group of students, specifically Business students from UWTSD across course levels 4 to 7, as well as students from other universities. The analysis encompassed demographic variables such as age, gender, educational background, and other relevant factors. This examination of participant demographics provides valuable insights into the profiles of individuals who engaged with the survey, enhancing our understanding of how different demographic groups perceive and engage with Coca Cola's digital marketing efforts.
5.3.1.1 Question 1: Full Name of the participants:
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Fig: 1.0 Full Name of the participants
Discussion:
Out of the 53 participants in the survey, 50 provided their names, indicating a slight discrepancy in the data collection process. This discrepancy could be attributed to participants' preference for privacy and anonymity or technical issues during the survey administration. The missing names might limit the ability to track and analyze individual responses based on specific participants. However, it is important to note that this does not invalidate the overall data collected or significantly impact the analysis.
	Level
	Frequency
	Percentage

	Answered participants
	50
	94.34%

	Unanswered participants
	3
	5.66%



Fig: 1.1 Full Name of the participants in MS-Excel Table Illustration

Fig: 1.2 Full Name of the participants illustrated in a bar chart using MS-Excel
Interpretation:
The missing names do not undermine the value of the collected data for analyzing participants' perceptions and experiences regarding Coca Cola's digital marketing transformation. The demographic information provided by the participants, including age, gender, and educational background, can still be utilized to gain insights into their profiles. By focusing on the available demographic data and analyzing the responses to the survey questions, it is possible to draw meaningful conclusions about the target audience's perspectives and experiences with Coca Cola's digital marketing efforts. The insights derived from the data, combined with the anonymized responses, will contribute to a comprehensive understanding of the topic, and inform strategic decisions related to digital marketing strategies.
5.3.1.2 Question 2: Email addresses of the participants:
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Fig: 2.0 Email addresses of the participants

Discussion: 
Out of the 53 participants in the survey, 49 responded by providing their email addresses. This indicates a high response rate and a willingness of participants to share their contact information for further communication. The four missing email addresses may be due to participants' concerns about privacy or technical issues during the data collection process.

	Level
	Frequency
	Percentage

	Answered
	49
	92.45%

	Unanswered
	4
	7.55%



Fig: 2.1 Email addresses of the participants in MS-Excel Table Illustration



Fig: 2.2 Email addresses of the participants in MS-Excel Table Illustration


Interpretation:
The high response rate of 49 out of 53 participants providing their email addresses demonstrates a strong engagement with the survey and a willingness to participate in further communication. The availability of email addresses allows for potential follow-up surveys, clarifications, or additional research inquiries. It also facilitates the establishment of a more robust and ongoing relationship with participants, enabling researchers to gather more in-depth insights or conduct longitudinal studies. The missing email addresses should be taken into account when planning future communication strategies, ensuring that participant privacy and data security are respected. Overall, the high response rate and the availability of email addresses provide a solid foundation for effective communication and the potential for valuable ongoing research collaborations.
5.3.1.3 Question 3: Age Group of the participants:
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Fig: 3.0 Age group of the participants

Discussion:
The age group distribution of the participants indicates a diverse range of age cohorts. The highest number of participants falls within the 25-34 age group, with 35 respondents, accounting for approximately 66.0% of the total participants. The next most represented age group is 18-24 years, with 11 respondents, making up around 20.76% of the participants. The remaining age groups, namely 35-44 years and 45-54 years, each have 3 respondents, representing approximately 5.66% of the participants. The 55 years or older age group has the lowest representation, with 1 respondent, accounting for approximately 1.88% of the participants.

	Level
	Frequency 
	Percentage

	18-24 years 
	11
	20.76%

	25-34 years
	35
	66.0%

	35-44 years 
	3
	5.66%

	45-54 years 
	3
	5.66%

	55 years or older
	1
	1.88%



Fig: 3.1 Age group of the participants in MS-Excel Table Illustration


Fig: 3.2 Age group of the participants illustrated in Clustered Column chart using MS-Excel
Interpretation: 
The age group distribution reveals a higher participation rate among individuals between the ages of 25-34, indicating their active engagement in the survey. This age group's higher representation may be attributed to their familiarity and involvement with digital media and marketing. The relatively lower number of participants in the older age groups (35-44, 45-54, and 55 years or older) suggests a potentially lesser interest or engagement in digital marketing matters among those demographics. Understanding the distribution of age groups allows for targeted analysis and insights into how different age cohorts perceive Coca Cola's digital marketing transformation. These findings provide valuable demographic context to the survey results and help in understanding potential variations in responses based on age.





[bookmark: _Hlk137171075]5.3.1.4 Question 4: What is the gender of the participants:
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Fig: 4.0 Gender of the participants 


Discussion:
The gender distribution among the participants shows that 29 participants identify as male, accounting for approximately 54.72% of the total respondents. On the other hand, 24 participants identify as female, making up around 45.28% of the total respondents. There are no participants who identify as non-binary/other or prefer not to disclose their gender.

	Gender
	Frequency 
	Percentage

	Male
	29
	54.72%

	Female
	24
	45.28%

	Non-binary/Other
	0
	0.00%

	Prefer not to disclose
	0
	0.00%



Fig: 4.1 Gender of the participants in MS-Excel Table Illustration

Fig: 4.2 Gender of the participants illustrated in Clustered Column chart using MS-Excel


Interpretation:
The survey sample exhibits a slightly higher representation of male participants compared to female participants. The gender distribution demonstrates that both male and female perspectives are well represented in the data, allowing for a comprehensive analysis of their perceptions and experiences regarding Coca Cola's digital marketing transformation. It is important to acknowledge the significance of gender as a demographic factor when interpreting the survey findings. By considering the gender breakdown, researchers can gain insights into potential variations in responses based on gender and better understand how different genders engage with Coca Cola's digital marketing efforts.
5.3.2 Analysis of participants' preferences and behaviors:
In the analysis of participants' preferences and behaviors, we will examine their responses in the subsequent sections to provide a comprehensive understanding of the participants' preferences and behaviors in relation to determine Coca Cola’s digital marketing transformation.

5.3.2.1 Question 5: How frequently do you engage with Coca Cola's digital marketing content?
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Fig: 5.0 Engagement with Coca Cola's digital marketing content 
Discussion:
The responses to the question regarding the frequency of engaging with Coca Cola's digital marketing content reveal a range of engagement levels among the participants. The highest percentage of participants, accounting for approximately 30.19%, indicated that they rarely engage with Coca Cola's digital marketing content. Another notable group, comprising approximately 20.75% of the participants, reported engaging with the content several times a week. A significant portion, around 13.21% of the participants, indicated both weekly engagement and never engaging with the content. The remaining participants reported varying levels of engagement, including multiple times a day (5.66%), daily (7.55%), monthly (9.43%), and those who never engage (13.21%).

	Level
	Frequency 
	Percentage

	Multiple times a day
	3
	5.66%

	Daily
	4
	7.55%

	Several times a week
	11
	20.75%

	Weekly
	7
	13.21%

	Monthly
	5
	9.43%

	Rarely
	16
	30.19%

	Never
	7
	13.21%


Fig: 5.1 Engagement with Coca Cola's digital marketing content in MS-Excel Table Illustration


Fig: 5.2 Engagement with Coca Cola's digital marketing content illustrated in Clustered Column chart using MS-Excel
Interpretation:
The data highlights a diverse range of engagement levels with Coca Cola's digital marketing content among the participants. The majority of respondents reported infrequent engagement or rarely interacting with the content. This suggests that for a significant portion of the participants, Coca Cola's digital marketing efforts may not be a central aspect of their online experiences. On the other hand, a notable portion reported engaging several times a week, indicating a higher level of interest and involvement with the digital marketing content. These findings indicate that there is a need for further exploration to understand the underlying factors influencing participants' engagement patterns and how Coca Cola can enhance their digital marketing strategies to increase user engagement across different frequency levels.
[bookmark: _Hlk137210156]5.3.2.2 Question 6: What is your preferred social media platform for consuming digital marketing content?
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Fig: 6.0 Preferred social media platform for consuming digital marketing content
Discussion:
The participants' preferred social media platforms for consuming digital marketing content are varied, as indicated by their responses. Instagram emerged as the most preferred platform, with approximately 47.17% of the participants choosing it. Facebook was the second most preferred platform, selected by around 20.75% of the participants. YouTube garnered a significant percentage, with approximately 24.53% of the participants preferring it. Twitter and LinkedIn were less favored, with each platform being selected by only 3.77% of the participants. TikTok received no preference from the participants.
	Level
	Frequency 
	Percentage

	Facebook
	11
	20.75%

	Instagram
	25
	47.17%

	Twitter
	2
	3.77%

	LinkedIn
	2
	3.77%

	Youtube
	13
	24.53%

	TikTok
	0
	0.00%



Fig: 6.1 Preferred social media platform for consuming digital marketing content in MS-Excel Table Illustration

Fig: 6.2 Preferred social media platform for consuming digital marketing illustrated in Clustered Column chart using MS-Excel

Interpretation:
The data reveals a clear preference for visual-oriented platforms for consuming digital marketing content. Instagram stands out as the most favored platform, known for its emphasis on visual and interactive content. YouTube also garnered a significant preference, likely due to its video-centric nature and popularity as a platform for content consumption. Facebook, although slightly less favored, still holds a notable percentage of participants who prefer it for digital marketing content. The lower preference for Twitter and LinkedIn suggests that these platforms may not be as effective in capturing users' attention for digital marketing purposes in this context. The absence of any preference for TikTok indicates that, at the time of the survey, it may not have been a prominent platform for consuming digital marketing content among the participants. These findings provide valuable insights for marketers, indicating the need to focus on Instagram, YouTube, and Facebook to effectively reach and engage with the target audience for Coca Cola's digital marketing efforts.
5.3.2.3 Question 7: On a scale of 1-10, how familiar are you with Coca Cola's current digital marketing strategies?
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Fig: 7.0 Familiarity with Coca Cola's current digital marketing strategies

Discussion:
The participants' familiarity with Coca Cola's current digital marketing strategies was measured on a scale of 1 to 10. The average rating of the participants' familiarity is 6.19, indicating a moderate level of familiarity among the respondents. The responses varied across the scale, with notable percentages for ratings of 8 (16.98%), 6, 7, and 10 (each accounting for approximately 13.21%). Ratings of 4 and 9 received a lower percentage of 7.55% each, while the remaining ratings (1, 2, 3, and 5) had percentages ranging from 3.77% to 11.32%.

	Level
	Frequency
	Percentage

	1
	4
	7.55%

	2
	2
	3.77%

	3
	4
	7.55%

	4
	6
	11.32%

	5
	3
	5.66%

	6
	7
	13.21%

	7
	7
	13.21%

	8
	9
	16.98%

	9
	4
	7.55%

	10
	7
	13.21%



Fig: 7.1 Familiarity with Coca Cola's current digital marketing strategies in MS-Excel Table Illustration



Fig: 7.2 Familiarity with Coca Cola's current digital marketing strategies illustrated in a Pie chart using MS-Excel

Interpretation:
The average rating of 6.19 suggests that, on average, participants have a moderate level of familiarity with Coca Cola's current digital marketing strategies. The notable percentages for ratings of 8, 6, 7, and 10 indicate a significant proportion of participants who are well-informed and have a relatively higher level of familiarity. However, there are participants who expressed lower levels of familiarity with ratings of 1, 2, 3, and 5. These findings underscore the importance of considering the varying degrees of familiarity when examining participants' perceptions and preferences regarding Coca Cola's digital marketing transformation. The analysis of familiarity levels can aid in tailoring communication and strategies to effectively engage and inform different segments of the target audience, ensuring that marketing efforts resonate with their knowledge and familiarity levels.
5.3.2.4 Question 8: Which of the following digital marketing channels do you find most effective in influencing your purchasing decisions for Coca Cola products? 
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Fig: 8.0 Digital marketing channels influencing purchasing decisions for Coca Cola's products

	Channels
	Social media ads

	Level
	Frequency 
	Percentage

	Very Effective
	30
	56.60%

	Effective
	11
	20.75%

	Neutral
	10
	18.87%

	Ineffective
	0
	0.00%

	Very Ineffective
	2
	3.77%


Fig: 8.1 Digital marketing channel – Social Media Ads influencing purchasing decisions for Coca Cola's products in MS-Excel Table Illustration
Discussion:
The data presented in the table focuses on the effectiveness of social media ads as a digital marketing channel for Coca Cola. The majority of respondents (56.60%) rated social media ads as very effective, indicating that this channel has been highly successful in achieving its intended objectives. With a substantial number of respondents (20.75%) also considering social media ads as effective, it further demonstrates the positive impact of this marketing strategy.



Fig: 8.2 Digital marketing channel – Social Media Ads influencing purchasing decisions for Coca Cola's products illustrated in a Bar chart using MS-Excel

Interpretation:
The data suggests that social media ads have played a pivotal role in Coca Cola's digital marketing transformation. The high percentage of respondents rating social media ads as very effective highlights the effectiveness of this channel in engaging the target audience, generating brand awareness, and driving consumer behavior. With no respondents perceiving social media ads as ineffective and only a small percentage (3.77%) considering them very ineffective, it demonstrates the overall positive perception and success of this digital marketing approach for Coca Cola.
	Channels
	Search engine ads

	Level
	Frequency 
	Percentage

	Very Effective
	12
	22.64%

	Effective
	20
	37.74%

	Neutral
	13
	24.53%

	Ineffective
	3
	5.66%

	Very Ineffective
	5
	9.43%



Fig: 8.3 Digital marketing channel – Search Engine Ads influencing purchasing decisions for Coca Cola's products in MS-Excel Table Illustration
Discussion:
The data provided in the table reveals that search engine ads have been perceived as relatively effective by respondents in Coca Cola's digital marketing transformation. A significant proportion rated them as very effective (22.64%) and effective (37.74%), indicating their success in reaching and engaging the target audience. However, there is room for improvement, as a notable percentage rated them as neutral (24.53%), ineffective (5.66%), or very ineffective (9.43%).


Fig: 8.4 Digital marketing channel – Search Engine Ads influencing purchasing decisions for Coca Cola's products illustrated in a Bar chart using MS-Excel
Interpretation:
The data suggests that search engine ads have yielded mixed results in Coca Cola's digital marketing strategy. While a considerable portion of respondents found them effective, the presence of neutral and ineffective ratings indicates the need for refining targeting and optimization approaches. By addressing the areas of improvement highlighted by the data, Coca Cola can enhance the effectiveness of their search engine ads and maximize their impact in connecting with the target audience.
	Channels
	Email marketing

	Level
	Frequency 
	Percentage

	Very Effective
	8
	15.09%

	Effective
	14
	26.42%

	Neutral
	15
	28.30%

	Ineffective
	7
	13.21%

	Very Ineffective
	9
	16.98%



Fig: 8.5 Digital marketing channel – Email Marketing influencing purchasing decisions for Coca Cola's products in MS-Excel Table Illustration
Discussion:
The table presents data on the effectiveness of email marketing as a digital marketing channel for Coca Cola. The results show a mixed perception among respondents. While a significant proportion rated email marketing as effective, with 15.09% considering it very effective and 26.42% rating it as effective, there is also a considerable percentage of respondents who perceived it as neutral (28.30%), ineffective (13.21%), or very ineffective (16.98%).


Fig: 8.6 Digital marketing channel – Email Marketing influencing purchasing decisions for Coca Cola's products illustrated in a Bar chart using MS-Excel
Interpretation:
The data suggests that the effectiveness of email marketing in Coca Cola's digital marketing transformation is varied. While a notable proportion of respondents found it to be effective, the presence of neutral, ineffective, and very ineffective ratings indicates areas for improvement. Coca Cola should examine and refine their email marketing strategies to enhance their impact and address any shortcomings highlighted by the data. By implementing targeted and engaging email campaigns, Coca Cola can improve the effectiveness of this digital marketing channel and better connect with their target audience.

	Channels
	Influencer partnerships

	Level
	Frequency 
	Percentage

	Very Effective
	18
	33.96%

	Effective
	15
	28.30%

	Neutral
	15
	28.30%

	Ineffective
	1
	1.89%

	Very Ineffective
	4
	7.55%



Fig: 8.7 Digital marketing channel – Influencer Partnerships influencing purchasing decisions for Coca Cola's products in MS-Excel Table Illustration
Discussion:
The table presents data on the effectiveness of influencer partnerships as a digital marketing channel for Coca Cola. The results indicate a mixed perception among respondents. A substantial proportion rated influencer partnerships as very effective (33.96%) and effective (28.30%), demonstrating their positive impact on Coca Cola's digital marketing transformation. However, there is also a significant percentage of respondents who perceived them as neutral (28.30%), ineffective (1.89%), or very ineffective (7.55%).



Fig: 8.8 Digital marketing channel – Website content influencing purchasing decisions for Coca Cola's products illustrated in a Bar chart using MS-Excel
Interpretation:
The data suggests that influencer partnerships have had varying levels of effectiveness in Coca Cola's digital marketing strategy. The high percentage of respondents rating influencer partnerships as very effective and effective highlights their success in reaching and engaging the target audience. However, the presence of neutral, ineffective, and very ineffective ratings indicates areas where improvements can be made. Coca Cola should carefully evaluate the selection and collaboration with influencers, ensuring that partnerships align with their brand values and resonate well with their target audience. By refining their influencer marketing strategies, Coca Cola can maximize the effectiveness of this digital marketing channel and leverage the power of influencers to drive brand awareness and consumer engagement.
	Channels
	Website content

	Level
	Frequency 
	Percentage

	Very Effective
	17
	32.08%

	Effective
	16
	30.19%

	Neutral
	11
	20.75%

	Ineffective
	5
	9.43%

	Very Ineffective
	4
	7.55%



Fig: 8.9 Digital marketing channel – Website content influencing purchasing decisions for Coca Cola's products in MS-Excel Table Illustration
Discussion:
The data provided in the table focuses on the effectiveness of website content as a digital marketing channel for Coca Cola. The results indicate a diverse range of perceptions among respondents. A significant proportion rated website content as very effective (32.08%) and effective (30.19%), demonstrating the positive impact of well-crafted content on Coca Cola's digital marketing transformation. However, there are also respondents who perceived it as neutral (20.75%), ineffective (9.43%), or very ineffective (7.55%).

Fig: 8.10 Digital marketing channel – Website content influencing purchasing decisions for Coca Cola's products illustrated in a Bar chart using MS-Excel
Interpretation:
The data suggests that website content has been moderately effective in Coca Cola's digital marketing strategy. The substantial percentage of respondents rating it as very effective and effective indicates that engaging and compelling website content has successfully resonated with the target audience. However, the presence of neutral, ineffective, and very ineffective ratings suggests areas where improvements can be made. Coca Cola should focus on optimizing website content to enhance its effectiveness, ensuring it is relevant, informative, and engaging for visitors. By continuously refining and updating website content, Coca Cola can maximize its impact as a digital marketing channel, providing valuable experiences to users and driving brand engagement.


	Channels
	Mobile apps

	Level
	Frequency 
	Percentage

	Very Effective
	19
	35.85%

	Effective
	18
	33.96%

	Neutral
	11
	20.75%

	Ineffective
	0
	0.00%

	Very Ineffective
	5
	9.43%



Fig: 8.11 Digital marketing channel – Mobile Apps influencing purchasing decisions for Coca Cola's products in MS-Excel Table Illustration
Discussion:
The table presents data on the effectiveness of mobile apps as a digital marketing channel for Coca Cola. The results indicate a positive perception among respondents. A significant proportion rated mobile apps as very effective (35.85%) and effective (33.96%), highlighting their success in Coca Cola's digital marketing transformation. Additionally, a portion of respondents perceived mobile apps as neutral (20.75%), while no respondents considered them ineffective. However, a small percentage rated them as very ineffective (9.43%).

Fig: 8.12 Digital marketing channel – Mobile Apps influencing purchasing decisions for Coca Cola's products illustrated in a Bar chart using MS-Excel
Interpretation:
The data suggests that mobile apps have been highly effective in Coca Cola's digital marketing strategy. The substantial percentage of respondents rating mobile apps as very effective and effective indicates their positive impact in reaching and engaging the target audience. The absence of any respondents rating them as ineffective further reinforces their effectiveness. However, the presence of respondents rating mobile apps as neutral or very ineffective suggests that there may be room for improvement to enhance the user experience or address any issues related to the mobile app's functionality or features. By continuously optimizing and refining their mobile apps, Coca Cola can maximize their effectiveness as a digital marketing channel and provide a seamless and engaging experience for their users, ultimately strengthening brand loyalty and driving consumer engagement.
5.3.2.5 Question 9: How likely are you to recommend Coca Cola products to others based on their digital marketing efforts?
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Fig: 9.0 Recommending Coca Cola products to others based on their digital marketing efforts

	Level
	Frequency 
	Percentage

	Very likely
	12
	22.6%4

	Likely
	27
	50.94%

	Neutral
	11
	20.75%

	Unlikely
	2
	3.77%

	Very unlikely
	1
	1.89%



Fig: 9.1 Recommending Coca Cola products to others based on their digital marketing efforts in MS-Excel Table Illustration
Discussion:
The table presents data on the likelihood of respondents to engage with Coca Cola's digital marketing initiatives. The results indicate a generally positive response, with a majority of respondents indicating a high likelihood of engagement. A significant proportion of respondents (50.94%) expressed a likelihood of engagement, while a considerable number (22.64%) indicated a very likely engagement. However, a smaller portion of respondents expressed a neutral stance (20.75%), and a minority indicated an unlikely (3.77%) or very unlikely (1.89%) likelihood of engagement

Fig: 9.2 Recommending Coca Cola products to others based on their digital marketing efforts illustrated in a pie chart using MS-Excel

Interpretation:
The data suggests that there is a favorable inclination among respondents to engage with Coca Cola's digital marketing initiatives. The majority of respondents expressed a likelihood of engagement, indicating a positive perception and receptiveness towards the brand's digital marketing efforts. The high percentage of respondents indicating a likelihood of engagement reflects the successful implementation of digital marketing strategies that have resonated with the target audience. However, the presence of respondents expressing a neutral stance or indicating an unlikely or very unlikely likelihood of engagement highlights the importance of continuously adapting and improving digital marketing campaigns to capture the interest and engagement of a broader audience. By understanding the preferences and concerns of these respondents, Coca Cola can further refine their digital marketing initiatives and effectively target and engage with their audience to drive brand awareness, loyalty, and conversions.

5.3.2.6 Question 10: Which of the following challenges do you think Coca Cola may face in implementing digital marketing strategies?
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Fig: 10.0 Challenges Coca Cola may face in implementing digital marketing strategies
	Level
	Frequency 
	Percentage

	Increased competition
	32
	60.38%

	Changing consumer preferences
	31
	58.49%

	Technological limitations
	3
	5.66%

	Budget constraints
	11
	20.75%

	Regulatory restrictions
	11
	20.75%

	Lack of skilled workforce
	4
	7.55%



Fig: 10.0 Challenges Coca Cola may face in implementing digital marketing strategies in MS-Excel Table Illustration

Discussion:
The table presents data on the challenges faced by Coca Cola in their digital marketing transformation. The results indicate several significant challenges that the company has encountered. The most prominent challenges reported by respondents include increased competition, with 60.38% acknowledging it as a challenge, and changing consumer preferences, with 58.49% recognizing it as a hurdle. Other challenges include budget constraints (20.75%), regulatory restrictions (20.75%), technological limitations (5.66%), and a lack of skilled workforce (7.55%).


Fig: 10.0 Challenges Coca Cola may face in implementing digital marketing strategies illustrated in a Line graph chart using MS-Excel
Interpretation:
The data highlights the various challenges that Coca Cola has faced in their digital marketing transformation. Increased competition and changing consumer preferences are the most prominent challenges, suggesting the need for Coca Cola to continuously innovate and adapt their digital marketing strategies to stay ahead in a competitive market and meet evolving consumer demands. Budget constraints and regulatory restrictions also pose significant challenges, requiring the company to allocate resources strategically and ensure compliance with relevant regulations. Technological limitations and a lack of skilled workforce are additional hurdles that Coca Cola must address to enhance their digital marketing capabilities and leverage emerging technologies effectively.
5.3.2.7 Question 11: How effective do you find Coca Cola's digital marketing strategies in creating customer loyalty?
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Fig: 11.0 Coca Cola's digital marketing strategies in creating customer loyalty

	Level
	Frequency 
	Percentage

	Very effective
	12
	22.64%

	Effective
	20
	37.74%

	Neutral
	19
	35.85%

	Ineffective
	0
	0.00%

	Very ineffective
	2
	3.77%



Fig: 11.1 Coca Cola's digital marketing strategies in creating customer loyalty in MS-Excel Table Illustration

Discussion:
The table presents data on the effectiveness of an undisclosed aspect of Coca Cola's digital marketing transformation. The results indicate a mixed perception among respondents. While a considerable proportion rated it as effective (37.74%) and very effective (22.64%), a significant percentage also expressed a neutral stance (35.85%). Notably, no respondents found it ineffective, but a small percentage considered it very ineffective (3.77%).



Fig: 11.2 Coca Cola's digital marketing strategies in creating customer loyalty illustrated in a Line graph chart using MS-Excel
Interpretation:
The data indicates that the undisclosed aspect of Coca Cola's digital marketing transformation has generated a mix of perceptions among respondents. While a significant proportion rated it as effective and very effective, the presence of a considerable percentage expressing a neutral stance suggests a need for further improvement. The absence of respondents rating it as ineffective is promising, but the small percentage rating it as very ineffective indicates room for refinement. By carefully analyzing the feedback and addressing any identified areas of weakness, Coca Cola can enhance the effectiveness of this aspect in their digital marketing transformation and drive better results.

5.3.2.8 Question 12: Which of the following digital marketing tactics do you find most appealing in Coca Cola's campaigns?
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Fig: 12.0 Digital marketing tactics that found most appealing in Coca Cola's campaigns
	Rank
	Options

	1
	Personalization

	2
	User-generated content

	3
	Social media challenges

	4
	Influencer endorsements

	5
	Interactive experiences

	6
	Limited time offers
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Fig: 12.01 Digital marketing tactics that found most appealing in Coca Cola's campaigns

	Categories
	Ranking
	Percentage

	Personalization
	1st Choice
	37.80%

	User-generated content
	2nd Choice
	13.20%

	Social media challenges
	3rd Choice
	13.20%

	Influencer endorsements
	4th Choice
	7.50%

	Interactive experiences
	5th Choice
	18.90%

	Limited time offers
	6th Choice
	9.40%



Fig: 12.1 Digital marketing tactics that found most appealing in Coca Cola's campaigns in MS-Excel Table Illustration
Discussion:
The results of the ranking question provide valuable insights into the preferences of respondents regarding digital marketing tactics in Coca Cola's campaigns for my dissertation. The high percentage (37.80%) of respondents ranking personalization as their first choice suggests that tailoring marketing messages and experiences to individual preferences is highly appealing. This finding aligns with the growing importance of personalization in the digital marketing landscape. The relatively lower rankings of influencer endorsements (7.50%) and limited-time offers (9.40%) indicate that these tactics may not resonate as strongly with the target audience. This suggests the need for further analysis and potentially refining these tactics to better align with consumer preferences. The significant preference for user-generated content (13.20%) and social media challenges (13.20%) highlights the value of engaging consumers in participatory experiences and leveraging their creativity to enhance brand engagement. The insights from this research can inform strategic decision-making and the development of more effective digital marketing campaigns for Coca Cola.

12.3 Digital marketing tactics that found most appealing in Coca Cola's campaigns illustrated in a Line graph chart using MS-Excel
Interpretation:
The interpretation of the ranking question results suggests that personalization is the most appealing digital marketing tactic in Coca Cola's campaigns, as indicated by its high percentage of being ranked as the first choice (37.80%). This finding emphasizes the importance of tailoring marketing efforts to individual preferences and delivering personalized experiences to engage consumers effectively. The relatively lower rankings of influencer endorsements and limited time offers indicate that these tactics may not be as preferred by the target audience. This implies that Coca Cola should consider exploring alternative strategies or refining these tactics to better align with consumer preferences. The significant preference for user-generated content and social media challenges highlights the value of involving consumers in the creation and sharing of content, indicating a desire for interactive and participatory experiences. Overall, these findings provide valuable insights for optimizing Coca Cola's digital marketing efforts by focusing on personalization and leveraging user-generated content and social media challenges to enhance brand engagement.
5.3.2.9 Question 13: Which of the following digital marketing strategies do you think Coca Cola should focus more on in the future?
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Fig: 13.0 Digital marketing strategies Coca Cola may need to focus more on in the future
	Level
	Frequency 
	Percentage

	Search engine marketing
	20
	37.74%

	Social media marketing
	37
	69.81%

	Email marketing
	13
	24.53%

	Influencer partnerships
	15
	28.30%

	Website content
	17
	32.08%

	Mobile apps
	18
	33.96%



Fig: 13.1 Digital marketing strategies Coca Cola may need to focus more on in the future in MS-Excel Table Illustration
Discussion:
The discussion of the frequency and percentage data of marketing tactics in Coca Cola's campaigns reveals interesting insights into the strategies employed by the company. Social media marketing emerges as the most widely adopted tactic, with a high frequency (37) and percentage (69.81%), indicating the recognition of its effectiveness in engaging and reaching a broad audience. Search engine marketing follows closely behind, emphasizing the importance of optimizing online visibility and attracting target audiences through search engine platforms.

Email marketing, while exhibiting a lower frequency (13) and percentage (24.53%), still holds a significant presence in Coca Cola's marketing efforts, highlighting the continued relevance of email as a communication channel. Influencer partnerships, website content, and mobile apps also show notable adoption rates, suggesting the recognition of their value in enhancing brand visibility, engaging with consumers, and delivering personalized experiences.

These findings indicate the importance of a multi-channel approach in Coca Cola's marketing strategy, utilizing a combination of social media, search engines, email, influencers, website content, and mobile apps to effectively reach and engage with their target audience. By diversifying their tactics and leveraging various digital platforms, Coca Cola can maximize their brand exposure and maintain a strong presence in the digital marketing landscape.


Fig: 13.2 Digital marketing strategies Coca Cola may need to focus more on in the future illustrated in a Line graph chart using MS-Excel
Interpretation:
The interpretation of the frequency and percentage data for marketing tactics in Coca Cola's campaigns reveals a clear emphasis on social media marketing, with a high adoption rate. This indicates that Coca Cola recognizes the significance of engaging with consumers through social media platforms. Additionally, the notable adoption rates of search engine marketing, mobile apps, website content, and influencer partnerships suggest a comprehensive approach to digital marketing, encompassing online visibility, user-friendly mobile experiences, informative website content, and leveraging influencers for brand amplification. However, the relatively lower adoption of email marketing implies a potential shift towards more interactive and real-time marketing strategies. Overall, these findings highlight Coca Cola's strategic focus on leveraging digital channels to effectively engage with consumers and promote their brand.
6.0 Conclusions and Recommendations:
6.1 Objective: 1 Conclusions and Recommendations:
To determine the current digital marketing strategies implemented by Coca Cola.
Conclusions:
Based on the secondary data provided in the dissertation, the researcher can draw the following conclusions regarding the current digital marketing strategies implemented by Coca Cola:

Coca Cola can apply the STDC Model (See, Think, Do, Care) proposed by Avinash Kaushik in their digital marketing strategy. They can use social media marketing, content marketing, search engine optimization (SEO), online advertising, email marketing, and personalized experiences to create awareness, attract potential customers, encourage consideration, drive conversions, and build long-term customer relationships and loyalty.

The RACE Model (Reach, Act, Convert, Engage) proposed by Chaffey and Ellis-Chadwick is another framework that Coca Cola can utilize. They can leverage social media platforms, SEO, paid online advertising, website optimization, lead generation strategies, personalized offers, remarketing campaigns, email marketing, and customer retention programs to expand brand reach, encourage action, convert potential customers, and engage with customers to build relationships and loyalty.

The Honeycomb Marketing Model proposed by Peter Kim and Jeremiah Owyang provides a comprehensive framework for social media marketing. Coca Cola can use this model to establish a strong presence on social media platforms, build relationships, manage reputation, shape brand identity, engage in conversations, and encourage content sharing among their audience.

In summary, Coca Cola can implement a customer-centric approach by combining elements from the STDC Model, the RACE Model, and the Honeycomb Marketing Model. By leveraging various digital marketing channels, optimizing user experience, personalizing communications, and fostering engagement, Coca Cola can effectively promote their products or services, build brand awareness, engage with customers, and drive business growth in the digital landscape.

Recommendations:
Based on the analysis of the digital marketing strategies and models discussed, the following recommendations can be made for Coca Cola to enhance its current digital marketing efforts:

Embrace a Customer-Centric Approach: Incorporate the STDC Model or RACE Model to understand and cater to the different stages of the customer journey. By focusing on customer needs and preferences at each stage (See, Think, Do, Care or Reach, Act, Convert, Engage), Coca Cola can develop targeted and personalized digital marketing strategies.

Leverage Social Media Marketing: Utilize the Honeycomb Model to establish a strong presence on social media platforms. Coca Cola should actively engage with its audience, respond to comments and inquiries, and create personalized experiences. Building relationships through influencer partnerships, user-generated content, and social media contests can help foster brand loyalty.

Optimize Content Marketing: Create high-quality and engaging content across various digital channels to attract and educate potential customers. Develop a content strategy that aligns with the See and Think stages of the customer journey, providing value and building trust. Utilize SEO techniques to increase visibility in search engine results and drive organic traffic to Coca Cola's digital assets.
By implementing these recommendations, Coca Cola can strengthen its digital marketing strategies, engage with customers effectively, and drive business growth in the digital era.

6.2 Objective: 2 Conclusions and Recommendations:
To Investigate the opportunities and challenges of implementing digital marketing strategies in Coca Cola.
Conclusions:
After examining the opportunities and challenges of implementing digital marketing strategies using the STDC Model, RACE Model, and Honeycomb Model, it is evident that each model offers unique advantages and faces specific challenges. The STDC Model provides a comprehensive approach to understanding the customer journey and allows for targeted campaigns and improved conversion rates. However, its simplistic nature may not fully account for the complexities of customer behavior, and it may lack flexibility to accommodate diverse marketing objectives and target audiences. On the other hand, the RACE Model offers a structured framework for strategic planning and customer-centric focus, but it may require additional specificity and updates to keep up with the ever-changing digital landscape. The Honeycomb Model provides a comprehensive view of social media engagement and emphasizes customization and personalization, yet it may be complex to implement and manage, and it may not offer clear prioritization among its various elements.

Recommendations:
Integration and customization: Coca Cola should consider adopting an integrated approach that combines elements from multiple models to suit their specific needs and objectives. By customizing these models to align with the company's brand identity, target audience, and marketing goals, Coca Cola can develop a more tailored and effective digital marketing strategy.

Continuous learning and adaptation: Given the rapidly evolving nature of digital marketing, it is crucial for Coca Cola to stay updated with the latest trends, technologies, and consumer behaviors. Regular monitoring, analysis, and adaptation of their digital marketing strategies will enable them to remain relevant and competitive in the digital landscape.

Balance between short-term and long-term objectives: While metrics and short-term results are important, Coca Cola should also prioritize building long-term customer relationships and brand loyalty. By striking a balance between short-term metrics and long-term customer value, Coca Cola can ensure sustainable growth and customer retention.
6.3 Objective 3 Conclusions and Recommendations:
To analyze the impact of digital marketing on brand equity, customer engagement, and loyalty of Coca cola.
Conclusions:
Keller's Brand Equity Model:
Keller's model provides a framework for understanding and managing brand value. Coca-Cola has successfully built strong brand equity through its iconic brand identity, emotional appeal, and effective marketing campaigns. Leveraging the model's dimensions, such as brand salience, imagery, performance, feelings, judgments, and resonance, can further enhance brand equity.

Coca-Cola and Customer Engagement:
Coca-Cola's focus on brand advertisements, customer experience, and consistent delivery of promises aligns with the Total Engagement Model. The company can leverage the model to evaluate and enhance its customer engagement strategies, ultimately strengthening brand loyalty and profitability.

Opportunities and Challenges:
Implementing Keller's brand equity model and the Total Engagement Model for Coca-Cola's digital marketing transformation presents opportunities to leverage brand knowledge, emotional appeal, and social media platforms. However, challenges include adapting to the dynamic digital landscape, maintaining consistent messaging, and investing in digital infrastructure and brand governance.

Recommendations:
Leverage Keller's Brand Equity Model to further enhance brand salience, imagery, performance, feelings, judgments, and resonance through digital marketing strategies.
Utilize the Total Engagement Model to evaluate and improve customer engagement initiatives, ensuring alignment with cognitive, affective, conative, social, and sensory dimensions.
Invest in digital infrastructure and data analytics capabilities to effectively track and manage brand associations and proprietary brand assets.
Continuously monitor and adapt digital marketing strategies to keep pace with the dynamic digital landscape and changing consumer behaviors.

6.4 Objective 4 Conclusions and Recommendations: 
To identify the key digital channels used by Coca Cola for marketing and advertising purposes and analyze the company's digital marketing spending from 2015 to 2022.
Conclusions:
Coca Cola employs various digital channels for marketing and advertising, including social media platforms, websites, email marketing, online advertising, and mobile apps.
The key digital channels used by Coca Cola include social media, mobile marketing, digital advertising, and influencer marketing.
Coca Cola's digital marketing efforts have focused on engaging with consumers on their own terms and creating personalized experiences.
Over the years, Coca Cola has consistently invested a significant amount in digital marketing, with an upward trend in spending from 2015 to 2022.
Coca Cola has successfully maintained its brand image and popularity on social media platforms like Facebook and YouTube.
Recommendations:
Continue leveraging social media platforms to connect with consumers, share engaging content, and run promotional campaigns. Explore emerging platforms to reach new audiences.
Further invest in mobile marketing by developing innovative mobile apps, utilizing SMS campaigns, and creating interactive mobile experiences to enhance consumer engagement.
Focus on creating compelling and targeted digital advertising campaigns, leveraging data and analytics to reach specific audiences and maximize impact.
Enhance influencer marketing efforts by collaborating with influencers across various niches and leveraging their influence to reach and engage with target consumers.
Keep up with evolving digital marketing trends and technologies, regularly reviewing and adjusting strategies to stay at the forefront of marketing and advertising.
By implementing these recommendations, Coca Cola can strengthen its digital marketing efforts, maintain brand relevance, and continue engaging with consumers in a meaningful and impactful way.
6.5 Limitations:
Conducting the dissertation posed considerable challenges in terms of data gathering and response collection, as it required a meticulous and time-consuming effort. The process involved reaching out to potential participants, coordinating schedules, ensuring data accuracy, and managing unforeseen obstacles along the way. However, by employing various strategies, such as efficient communication, leveraging available resources, and maintaining a focused approach, I was able to navigate these challenges successfully. Despite the difficulties encountered, I persevered and completed the data collection phase within the designated timeframe, allowing for the comprehensive analysis and findings of the study.
6.6 Future research:
Future research on Coca-Cola's digital transformation can explore areas such as digital marketing and customer engagement, e-commerce and digital sales, supply chain digitization, data-driven decision making, sustainability integration, organizational change and digital culture, partnerships and collaborations, consumer behavior and digital trends, competitive landscape analysis, and global market expansion. By delving into these topics, researchers can uncover insights into Coca-Cola's digital strategies, the impact of technology on its operations, and the company's positioning in the evolving digital landscape of the beverage industry.
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8.0 Appendix:
Questionnaire:
The purpose of this research is to investigate and determine the digital transformation of Coca Cola. By examining the company's digital marketing strategies, initiatives, and their impact on consumer engagement, this study aims to shed light on how Coca Cola has embraced digital technologies to stay relevant and effectively connect with consumers in the ever-evolving digital landscape. The findings from this research will provide valuable insights into the digital transformation journey of one of the world's leading beverage companies and contribute to the existing knowledge in the field of digital marketing transformation of Coca-Cola.
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Description automatically generated]
1. Full name (Single line text). 
☐ Enter your answer

2. Email address (Single line text). 
☐ Enter your answer

3. What is your age group?Required to answer. Single choice. 
☐ 18-24 years
☐ 25-34 years
☐ 35-44 years
☐ 45-54 years
☐ 55 years or older

4. What is your gender?Required to answer. Single choice. 
☐ Male
☐ Female
☐ Non-binary/Other
☐ Prefer not to disclose

5. How frequently do you engage with Coca Cola's digital marketing content?Required to answer. Single choice. 
☐ Multiple times a day
☐ Daily
☐ Several times a week
☐ Weekly
☐ Monthly
☐ Rarely
☐ Never

6. What is your preferred social media platform for consuming digital marketing content?Required to answer. Single choice. 
☐ Facebook
☐ Instagram
☐ Twitter
☐ LinkedIn
☐ Youtube
TikTok

7. On a scale of 1-10, how familiar are you with Coca Cola's current digital marketing strategies?Required to answer. Rating. 
1 (Not at all familiar) - 10 (Very familiar)
☐ 1
☐ 2
☐ 3
☐ 4
☐ 5
☐ 6
☐ 7
☐ 8
☐ 9
☐ 10
Not at all familiarVery familiar

8. Which of the following digital marketing channels do you find most effective in influencing your purchasing decisions for Coca Cola products? Required to answer. Likert. 
Rank in order of effectiveness, 1 being the most effective

☐ Social media ads
☐ Search engine ads
☐ Email marketing
☐ Influencer partnerships
☐ Website content
☐ Mobile apps

9. How likely are you to recommend Coca Cola products to others based on their digital marketing efforts?Required to answer. Single choice. 
☐ Very likely
☐ Likely
☐ Neutral
☐ Unlikely
☐ Very unlikely

10. Which of the following challenges do you think Coca Cola may face in implementing digital marketing strategies? Required to answer. Multiple choice. 
Select all that apply
☐ Increased competition
☐ Changing consumer preferences
☐ Technological limitations
☐ Budget constraints
☐ Regulatory restrictions
☐ Lack of skilled workforce

11.  How effective do you find Coca Cola's digital marketing strategies in creating customer loyalty?Required to answer. Single choice. 
☐ Very effective
☐ Effective
☐ Neutral
☐ Ineffective
☐ Very ineffective

12. Which of the following digital marketing tactics do you find most appealing in Coca Cola's campaigns? Required to answer. Ranking. 
Please drag and drop options to rank from 1 to 5 (Rank in order of appeal, 1 being the most appealing)
☐ User-generated content
☐ Personalization
☐ Social media challenges
☐ Influencer endorsements
☐ Limited-time offers
☐ Interactive experiences

13. Which of the following digital marketing strategies do you think Coca Cola should focus more on in the future? Required to answer. Multiple choice. 
Select all that apply
☐Search engine marketing
☐Social media marketing
☐ Email marketing
☐ Influencer partnerships
☐ Website content
☐ Mobile apps


Expense in billion U.S. dollars	2022	2021	2020	2019	2018	2017	2016	2015	4.32	4.0999999999999996	2.77	4.25	4.1100000000000003	3.96	4	3.98	



Frequency	
Answered participants	Unanswered participants	50	3	Percentage	
Answered participants	Unanswered participants	0.94339622641509435	5.6603773584905662E-2	




Frequency	

Answered	Unanswered	49	4	Percentage	

Answered	Unanswered	92.452830188679243	7.5471698113207548	

Frequency	

Answered	Unanswered	49	4	Percentage	

Answered	Unanswered	92.452830188679243	7.5471698113207548	

18-24 years	25-34 years	35-44 years	45-54 years	55 years or older	11	35	3	3	1	18-24 years	25-34 years	35-44 years	45-54 years	55 years or older	20.754716981132077	66.037735849056602	5.6603773584905666	5.6603773584905666	1.8867924528301887	




Frequency 	Male	Female	Non-binary/Other	Prefer not to disclose	29	24	0	0	Percentage	Male	Female	Non-binary/Other	Prefer not to disclose	54.716981132075468	45.283018867924532	0	0	



Frequency 	11Instagram25Twitter2LinkedIn2Youtube13TikTok0	Daily	Several times a week	Weekly	Monthly	Rarely	Never	3	4	11	7	5	16	7	Percentage	11Instagram25Twitter2LinkedIn2Youtube13TikTok0	Daily	Several times a week	Weekly	Monthly	Rarely	Never	5.6603773584905666	7.5471698113207548	20.754716981132077	13.20754716981132	9.433962264150944	30.188679245283019	13.20754716981132	




Frequency 	Facebook	Instagram	Twitter	LinkedIn	Youtube	TikTok	11	25	2	2	13	0	Percentage	Facebook	Instagram	Twitter	LinkedIn	Youtube	TikTok	20.754716981132077	47.169811320754718	3.7735849056603774	3.7735849056603774	24.528301886792452	0	




Level	
1	2	3	4	5	6	7	8	9	10	Frequency	
4	2	4	6	3	7	7	9	4	7	Percentage	
7.5471698113207548	3.7735849056603774	7.5471698113207548	11.320754716981133	5.6603773584905666	13.20754716981132	13.20754716981132	16.981132075471699	7.5471698113207548	13.20754716981132	

Social media ads

Social media ads	Frequency 	
Very Effective	Effective	Neutral	Ineffective	Very Ineffective	30	11	10	0	2	Social media ads	Percentage	
Very Effective	Effective	Neutral	Ineffective	Very Ineffective	56.60377358490566	20.754716981132077	18.867924528301888	0	3.7735849056603774	


Search engine ads

Mobile apps	Frequency 	Very Effective	Effective	Neutral	Ineffective	Very Ineffective	19	18	11	0	5	Mobile apps	Percentage	Very Effective	Effective	Neutral	Ineffective	Very Ineffective	35.849056603773583	33.962264150943398	20.754716981132077	0	9.433962264150944	



Email marketing

Mobile apps	Frequency 	
Very Effective	Effective	Neutral	Ineffective	Very Ineffective	19	18	11	0	5	Mobile apps	Percentage	
Very Effective	Effective	Neutral	Ineffective	Very Ineffective	35.849056603773583	33.962264150943398	20.754716981132077	0	9.433962264150944	


Influencer partnerships

Mobile apps	Frequency 	Very Effective	Effective	Neutral	Ineffective	Very Ineffective	19	18	11	0	5	Mobile apps	Percentage	Very Effective	Effective	Neutral	Ineffective	Very Ineffective	35.849056603773583	33.962264150943398	20.754716981132077	0	9.433962264150944	



Website content

Mobile apps	Frequency 	
Very Effective	Effective	Neutral	Ineffective	Very Ineffective	19	18	11	0	5	Mobile apps	Percentage	
Very Effective	Effective	Neutral	Ineffective	Very Ineffective	35.849056603773583	33.962264150943398	20.754716981132077	0	9.433962264150944	



Mobile Apps

Mobile apps	Frequency 	
Very Effective	Effective	Neutral	Ineffective	Very Ineffective	19	18	11	0	5	Mobile apps	Percentage	
Very Effective	Effective	Neutral	Ineffective	Very Ineffective	35.849056603773583	33.962264150943398	20.754716981132077	0	9.433962264150944	




Frequency 	
Very likely	Likely	Neutral	Unlikely	Very unlikely	12	27	11	2	1	Percentage	
Very likely	Likely	Neutral	Unlikely	Very unlikely	22.641509433962266	50.943396226415096	20.754716981132077	3.7735849056603774	1.8867924528301887	

Frequency 	Increased competition	Changing consumer preferences	Technological limitations	Budget constraints	Regulatory restrictions	Lack of skilled workforce	32	31	3	11	11	4	Percentage	Increased competition	Changing consumer preferences	Technological limitations	Budget constraints	Regulatory restrictions	Lack of skilled workforce	60.377358490566039	58.490566037735846	5.6603773584905666	20.754716981132077	20.754716981132077	7.5471698113207548	



Frequency 	
Very effective	Effective	Neutral	Ineffective	Very ineffective	12	20	19	0	2	Percentage	
Very effective	Effective	Neutral	Ineffective	Very ineffective	22.641509433962266	37.735849056603776	35.849056603773583	0	3.7735849056603774	



Percentage	
1st Choice	2nd Choice	3rd Choice	4th Choice	5th Choice	6th Choice	Personalization	User-generated content	Social media challenges	Influencer endorsements	Interactive experiences	Limited time offers	0.378	0.13200000000000001	0.13200000000000001	7.4999999999999997E-2	0.189	9.4E-2	


Search engine marketing	
Frequency 	Percentage	20	37.735849056603776	Social media marketing	
Frequency 	Percentage	37	69.811320754716974	Email marketing	
Frequency 	Percentage	13	24.528301886792452	Influencer partnerships	
Frequency 	Percentage	15	28.30188679245283	Website content	
Frequency 	Percentage	17	32.075471698113205	Mobile apps	
Frequency 	Percentage	18	33.962264150943398	
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