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[bookmark: _Toc213225959]1. Introduction
[bookmark: _Toc213225960]1.1 Context (Background of the Study)
Over the past several years, Artificial Intelligence (AI) has significantly redefined the sphere of marketing and customer relationship management, mostly due to the popularity of the conversational AI-based tools such as ChatGPT. Such technologies are used more and more by global companies to offer 24/7 customer care and individualist interaction (Dwivedi et al., 2023). Coca-Cola is one of them, becoming one of the first to innovate in the digital realm through the adoption of AI-driven solutions into its customer engagement and marketing automation solutions. The importance of the use of ChatGPT by Coca-Cola is not limited to the use of AI in marketing in general. In particular, it is a strategic direction of how iconic brands continue to uphold emotional branding and brand-human relationship in a more automated context. In contrast to automated customer service, the application of ChatGPT in the Coca-Cola case directly influences the emotional story developed by this company over a hundred years, the story of happiness, friendship, and real human experiences (Coca-Cola Company, 2023). This poses important questions of whether AI can maintain or possibly take away the emotional resonance with which the brand has been identified at Coca-Cola.
Nevertheless, a major technological shift has raised one critical question: does brand perception become stronger or weaker because of AI-driven communication? In consumer oriented markets of consumer goods such as beverages where emotional connection and storytelling plays a vital role in ensuring loyalty, AI preservation of brand authenticity is a complicated issue. The proposed study aims to assess how the ChatGPT-based customer service would influence the brand perception of Coca-Cola in terms of customer satisfaction, customer trust, authenticity, customer loyalty. 
[bookmark: _Toc213225961]1.2 Research Gap
[bookmark: _prudmby1ynln]Despite a number of researchers studying the use of AI in marketing (Dwivedi et al., 2023; Gartner, 2024), little empirical data has been conducted to study the direct correlation on the customer service provided by ChatGPT and brand perception. Although industry reports by McKinsey and Gartner are very informative on the topic of AI efficiency and cost-effectiveness (McKinsey and Company, 2024; Gartner, 2024), there is limited peer-reviewed scholarly literature that explicitly looks at the impact of AI on brand recognition and consumer trust. Both Davenport et al. (2020) and Huang and Rust (2021) have conducted research examining AI-customer interactions across the board, but studies on case-based research on the influence of conversational AI on brand authenticity and emotional attachment to iconic consumer brands, such as Coca-Cola, seem to be missing. This paper bridges that gap by discussing the effect of Coca-Cola marketing automation powered by ChatGPT on perceptions of the brand, emotional appeal, and brand loyalty.
[bookmark: _Toc213225962]1.3 Research Objectives
· To analyse how Coca-Cola uses ChatGPT-driven customer service as part of its marketing automation strategy.
· To examine the impact of ChatGPT-enabled interactions on customer perception of brand authenticity, trust, and satisfaction.
· To determine how AI-based engagement affects the general brand loyalty and emotional engagement of consumers of Coca-Cola.
· To find the main challenges and opportunities related to the implementation of the ChatGPT in brand communication strategies.
[bookmark: _hrukgsrcdper][bookmark: _Toc213225963]1.4 Research Questions
1. What has the actual application of ChatGPT driven customer service done to consumer brand image perception of Coca-Cola?
2. What is the level of improvement in customer engagement, satisfaction, and response efficiency in marketing automation at Coca-Cola with the help of ChatGPT?
3. Which are the obstacles and ethical issues surrounding the application of AI-powered chatbots at Coca-Cola when dealing with customers?
4. What would the ChatGPT integration mean to the larger objectives of digital transformation and a consistent brand of Coca-Cola?
[bookmark: _ncgg3gg6etx5][bookmark: _Toc213225964]2. Literature Review
[bookmark: _Toc213225965]2.1 Artificial Intelligence and the Transformation of Marketing
Artificial Intelligence (AI) has played a gigantic role in communication and interaction that exists between a business and a consumer. Although it is important to note that AI systems may assist marketers in providing customers with a more personalized experience, predicting their behaviour, and enhancing engagement, in general, Dwivedi et al. (2023) insist that the technology could be applied to providing customers with more personal experience. One of the latest applications in this change is ChatGPT, a generative AI model, which was developed by OpenAI. Najafov (2024) claims that the conversational intelligence and ChatGPT enable companies to automate customer service and marketing exchange and maintain the level of personalization and style consistency. The connection between the efficiency of technology and the emotional involvement of humans is being re-established as AI comes to be the core of the marketing strategy.
[bookmark: _Toc213225966]2.2 ChatGPT and Consumer Experience
Research on the effects of ChatGPT on consumer experience has enjoyed increased attention. Demir and Demir (2023) discovered that the use of AI-based chatbots contributes greatly to consumer interaction by personalizing and engaging in real-time communication. Patil (2024) goes on to note that one of the benefits of the ChatGPT is that it enhances satisfaction and loyalty by giving quick, correct, and context-sensitive answers. Such features make the consumers believe that AI systems are smart and trustworthy communicators. Yue and Ng (2024) found out that the interfaces based on ChatGPT remain in use, based on trust, utility, and perceived ease of interaction. Nevertheless, the users are also interested in speed and efficiency but are also interested in empathy and emotional connection which will not be always effective to be reproduced by AI. This balancing act defines how such brands as Coca-Cola maintain the automation and human touch in their interaction with customers.
[bookmark: _Toc213225967]2.3 Brand Perception and Emotional Resonance
Brand perception involves beliefs, emotions, and association of consumers with a brand. According to Kotler, Keller, and Chernev (2022), it is a psychological construct that is formed through communication, quality of products and consumer experience. In the case of a global brand, such as Coca-Cola, it is necessary to keep the consumer emotionally attached to the company to hold loyalty. The marketing of the company has traditionally been focused on happiness, togetherness, and nostalgia, which reinforces the global identity of the company. Sigala et al. (2024) also warn that even though AI can increase brand consistency and interaction, over-autotomizing might lead to a lack of authenticity. The question of how Coca-Cola and other companies can incorporate ChatGPT to keep the human element intact and not to influence the desired emotion of the brand is therefore a dilemma in the situation.
[bookmark: _Toc213225968]2.4 Ethical and Operational Challenges of AI Adoption
ChatGPT is effective, yet it also poses certain ethical challenges of privacy, transparency and bias in the information. Salih et al. (2025) concluded that data safety and security of data utilized and stored by AI chatbots was a matter of concern to a significant portion of consumers. Transparency in data processing and algorithm usage in arriving at decisions has taken a critical role in bringing about trust. In the same spirit, Kasabov (2024) advises against unethically unsupervised AI-generated content since it can be used to propagate stereotypes or avoid different opinions. All these issues can underline the significance of AI responsible governance in marketing. In the case of Coca-Cola, an ethical perspective of AI incorporation, prioritizing fairness, inclusiveness, and data security, will be the key to maintaining consumer trust and utilizing the opportunity of the ChatGPT as a way of engagement and personalization.
[bookmark: _Toc213225969]3. Methodology 
The research design employed is a quantitative research design since it was the most appropriate design in the study to analyse the measurable trends in consumer perceptions and attitudes. In this way, structured and numerical data could be collected to identify how much ChatGPT affected the marketing communication and brand perception of Coca-Cola. The survey method was selected because of its effectiveness in gathering information about a wide range of audience and in a very short time with a small amount of funds. It helped to conduct a systematic study of consumer satisfaction rates, emotional involvement, and views about AI-driven marketing interactions.
The questionnaire was designed to have 19 structured questions, which were mostly based on five-point Likert scales of strongly agree to strongly disagree. This scale has given the respondents an equal amount of options which allowed the measurement of the attitudes and behavioural tendencies with the help of this scale. The questionnaire was sent through the Google Forms platform, which offers extensive access and inclusion of participants of different demographic and age groups, which is why the responses were diverse.
There were 65 valid responses collected and the majority of the responses were those who were conversant with the advertising and digital marketing campaigns of Coca-Cola. Graphical techniques of analysis like pie charts and bar charts were used to analyse the data collected. This graphic presentation simplified the decoding of the patterns, frequencies, and distributions of consumer perceptions. To preserve simplicity, transparency, and interpretive readability of the findings, the graphical analysis was specifically chosen over more sophisticated statistical software, such as SPSS, to ensure the findings can be comprehended easily by both academics and non-academics. This was an efficient way to determine the prevailing trends in the perception of the role of ChatGPT in the communication strategy of Coca-Cola.
[bookmark: _Toc213225970]4. Expected Findings
The anticipated results will imply that ChatGPT is able to impact the efficiency of marketing and brand perception of coca-cola in a measurable manner. The consumers will tend to perceive ChatGPT-powered interactions as being fast, accurate, and convenient and will enjoy a greater level of satisfaction. Nonetheless, the emotional involvement, which has been the key to the persona of Coca-Cola, might not be entirely recreated using automated communication. It is also anticipated that the analysis will show that although consumers agree that AI-driven responses are important because of their instantaneity, human empathy in brand narratives and customer care continues to be valued.
It is expected that graphical analysis will prove that most respondents assume that ChatGPT makes the process of communication more efficient but does not always help improve emotional contact. The more technologically adaptive younger consumers can be more comfortable and trust AI-mediated communication. On the other hand, demographic older people might be concerned with the authenticity and privacy of data. Such generational gaps will underscore the need to be demographically sensitive in developing AI-based marketing approaches.
[bookmark: _Toc213225971]5. Limitations
This research has a number of limitations that could affect the results interpretation. Convenience sampling could also create bias in selection because the people who complete the online surveys are probably more digitally fluent and more opinionated, and so they cannot be generalized to the general population of Coca-Cola consumers. The statistical power is also limited by the sample size, and the possibility to perform detailed analysis of the subgroups is reduced. 
The quantitative survey as a methodology limitation limits the extent of the exploration of the consumer feelings and situational factors that affect the perception of ChatGPT-driven communication. In addition, self-reported data can include the social desirability and recall biases. The cross-sectional design will only capture the attitudes at one moment, which will not be able to analyze the changes in consumer attitudes as AI technology develops. Finally, the lack of organizational data of Coca-Cola narrows the possibilities of assessing the conformity of consumer perceptions to the internal strategies of the company and its desired results.
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	Activities
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8

	Topic Selection & Proposal Approval
	█████
	
	
	
	
	
	
	

	Literature Review Collection & Writing
	
	█████
	█████
	
	
	
	
	

	Questionnaire Design & Ethical Approval
	
	
	████
	████
	
	
	
	

	Pilot Testing of Questionnaire
	
	
	
	█████
	
	
	
	

	Data Collection (Survey & Interviews)
	
	
	
	
	█████
	█████
	
	

	Data Analysis (Graphical & Thematic)
	
	
	
	
	
	█████
	█████
	

	Interpretation of Findings
	
	
	
	
	
	
	███
	███

	Final Report Writing & Submission
	
	
	
	
	
	
	
	█████


[bookmark: _3yg3lmxf2dlr]Table 1: Gantt chart Timeframe
[bookmark: _Toc213225973]7. Conclusion
The paper will expect to validate that ChatGPT is a potential and a threat to the marketing strategy of Coca-Cola. It allows greater personalization and quicker connection and requires a delicate balancing of ethics and emotionality at the same time. The human factor that has inherently characterised the long appeal of Coca-Cola all over the world worldwide should not be superseded by the introduction of AI in brand communication. Rather, the future of the brand could rely on the ability to merge human-centric narrative with responsiveness facilitated by AI to make sure that technology does not eliminate authenticity. Finally, the research is also related to the fact that the generative AI systems such as ChatGPT transform marketing communication and change the relationships between consumers and brands in the digital age.
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