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

[bookmark: _Toc153750255]Introduction

In the ever-evolving world of global business, the fusion of traditional and digital marketing strategies has become a mark of adaptability and success. This dissertation embarks on a comprehensive exploration of this intersection, focusing on the brand, Coca Cola. The study Aims to explore the deep impact of integrated marketing communications (IMC) and digital marketing on the operations of Coca Cola. As technology changes, what people like also changes. It's crucial to figure out how big companies, like Coca Cola, manage to deal with these shifts in what people prefer. IMC, comprising a mix of advertising, public relations, and promotional efforts, is a major component of digital marketing. This study seeks not only to find the details of these strategies, specifically to explain their collaborative effects on brand equity, consumer engagement, and market positioning (Coca cola company, 2021).

Coca Cola, a symbol of global consumer culture, serves as an ideal brand for this examination. By analysing the brand's Marketing strategies, both historical and contemporary, researcher aims to identify the relationship between traditional and digital marketing channels. Through an in-depth analysis. this dissertation aspires to contribute valuable insights into how Coca Cola controls these marketing approaches to adapt to shifting consumer behaviours and maintain its enduring relevance. In navigating the complexities of IMC and digital marketing, this study not only seeks to enrich academic discourse but also to provide practical implications. The following chapters will explore into the historical evolution of Coca Cola's marketing strategies, the integration of traditional and digital channels, and the visible outcomes of this connection on brand’s significance and market share (Dudovskiy, 2015).





[bookmark: _Toc153750256]Rationale of study

This study aims to explore how Coca Cola successfully blends integrated marketing communications (IMC) and digital marketing to adapt to a constantly changing marketing environment. Key motivations include Adaptability to Change: In a rapidly evolving digital era, exploring Coca Cola's strategies helps discover adaptive marketing practices vital for navigating changing consumer trends. Consumer Behaviour: With consumers increasingly favouring digital platforms, this study seeks to examine how Coca Cola integrates its marketing channels with growing demand to maintain market relevance. Researching Coca Cola's marketing strategies contributes to understanding how globally recognized brands can sustain and improve their equity during technological interruptions in digital marketing. Expected findings aim to offer insights for marketers, providing a practical reference for optimizing marketing strategies. The study contributes to academic literature by examining the relationship between integrated marketing communications and digital marketing, enhancing existing theories and frameworks in contemporary marketing practices also determine strategic insights from Coca Cola's marketing approach, contributing both to academic knowledge and practical applications in the ever-changing field of marketing.

[bookmark: _Toc153750257]Research aim

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

[bookmark: _Toc153750258]Research objectives

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

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

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

[bookmark: _Toc153750259]Research questions

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

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

3. What is the impact of integrated marketing communications on consumer buying behaviour of University Students.?


















[bookmark: _Toc153750260]Literature review

[bookmark: _Toc153750261]Introduction:

In the field of digital of marketing, the combination of integrated marketing communications (IMC) and digital marketing makes a crucial area of exploration. This literature review will focus on blending existing knowledge to understand the impact of IMC and digital marketing, in the context of Coca Cola, a global brand. The researcher's objective is to examine the historical growth, theoretical, and empirical findings surrounding IMC and digital marketing. By identifying gaps in the literature, this review sets an interest for a deeper examination of how these marketing approaches impact brand management, consumer engagement, and market position. Through a brief analysis, this literature review which contributes to the wider discussion on contemporary marketing practices.

[bookmark: _Toc153750262]Integrated marketing communications.

IMC is a strategic approach that involves organizing and combining various marketing tools and communication channels to convey a consistent message about a brand or product. The goal is to create a uniform and consistent experience for the target audience across different platforms, including advertising, public relations, social media, and more. IMC strives to ensure that all aspects of communication work together harmoniously to create a strong and distinct brand image (Adobe Communications Team, 2022). IMC makes sure that when a company talks about its product or brand, it uses the same message and style across all the different ways it communicates, like advertising, social media, and promotions. It is about keeping everything consistent to establish a strong and clear image in the minds of the individuals that the company is trying to reach.







[bookmark: _Toc153750263]Digital marketing.

Digital marketing involves the use of online platforms, and social media platforms and other technologies to promote products, services, or brands. It involves a range of strategies, including search engine optimization (SEO), social media marketing, content marketing, email marketing for example email subscriptions, and online advertisements to connect with the target audiences and drive their engagement with the brand (Chaffey & Ellis-Chadwick, 2022). It uses the internet and electronic devices to reach consumers, analyse data, and optimize campaigns in real-time, allowing businesses the ability to target specific audiences and measure the effectiveness of their marketing effort. It involves strategies like social media, online advertising, and email to reach and engage with audiences as people spend a great amount of time using social media on their phones (M. Bala, D. Verma,2018).


[bookmark: _Toc153750264]Consumer behaviour.

Consumer behaviour relate to the study of individuals and groups and how they select, purchase, use, and dispose products, services, ideas, or experiences to satisfy their need for certain products. It involves examining the various factors that influence consumer decisions, including psychological, social, cultural, and economic factors. Analysing consumer behaviour helps businesses and marketers understand the motivations behind purchasing decisions, enabling them to tailor their products, marketing strategies, and overall approach to better meet consumer needs and preferences (Noel,2009). It's about understanding why individuals make certain decisions when shopping or consuming, considering factors like preferences, needs, and influences from family, friends, or advertising.





[bookmark: _Toc153750265]Digital marketing and strategies

[bookmark: _Toc153750266]RACE digital marketing framework.
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Source: RACE marketing model (Chaffey, 2022)



Applying the RACE digital marketing framework to Coca Cola styling each stage to the specific goals and characteristics of the brand. Here's how the framework could be applied:
       Reach: Utilize various digital channels such as social media platforms, online advertising, and influencer marketing to increase awareness of Coca Cola products. Engage in content marketing to reach a wide audience and promote brand visibility. Use search engine optimisation (SEO) to ensure Coca Cola appears highly in relevant online searches.
      Act: Create engaging content that encourages consumers to interact with Coca Cola online, such as sharing user-generated content, participating in contests, or providing feedback. Foster social media interactions and user engagement through campaigns that encourage actions like sharing posts or using branded hashtags. Implement targeted email marketing campaigns to keep the audience actively involved.
        Convert: Design compelling landing pages and online experiences that guide consumers toward making a purchase. Implement online promotions, discounts, or exclusive offers to incentivize product purchases. Influence e-commerce platforms and online retailers to facilitate easy and convenient product conversions.
        Engage: Develop post-purchase engagement strategies to keep customers connected with the brand. The use of email marketing for personalized communication and loyalty programs. Create exclusive content or events for loyal customers, encouraging their continued engagement.
       Throughout each stage, it's vital for Coca Cola to continuously analyse data and adapt strategies based on consumer behaviour. The RACE framework emphasizes the ongoing process of reaching, engaging, converting, and retaining consumers in the powerful digital media (Chaffey, 2022); (The Coca-Cola company, 2021).







[bookmark: _Toc153750267]Research methodology

Research methodology refers to the systematic framework and set of procedures employed to collect, analyse, and interpret data in the process of conducting research. It includes the design, structure, and techniques used to address research questions or hypotheses, ensuring a precise and organized approach to acquiring knowledge and generating reliable findings (Sinha et al., 2021).

[bookmark: _Toc153750268]Research onion model


[image: ]

The "Research Onion" is a metaphorical representation created by Saunders et al. That illustrates the layers of complexity involved in designing and conducting research. It consists of six main layers, each indicating a different aspect of the research process (Saunders, Lewis, and Thornhill, 2019). These layers typically include philosophy, approach, strategy, choices, time horizon, and techniques. The idea is that researchers should consider each layer systematically to ensure a comprehensive and well-grounded research design (Melnikovas,2018).


[bookmark: _Toc153750269]Understanding each layer of the research onion in more detail:


Research Philosophy

At the outermost layer of the onion is the philosophical stance, representing the researcher's primary beliefs about the nature of reality and the way the knowledge for the research is obtained. Common paradigms include positivism, interpretivism, and realism. This choice influences the entire research design. Research philosophy examines to the set of beliefs and assumptions about the nature of reality and the way in which researchers perceive, understand, and interpret the research idea. It serves as the foundation of a research study, guiding the researcher's approach to gathering, analysing, and interpreting data (Saunders, Lewis, and Thornhill, 2019).

Positivism 

Positivism is a method of thinking that believes that individuals acquire valid knowledge by looking at real, tangible facts. It's all about observing things, collecting data, and finding patterns. Positivism is commonly used in sciences where one can measure things objectively and Quantitatively (Saunders, 2019).  The researcher can use numbers like sales, website visits, and social media likes to see how advertising affects Coca-Cola, making sure It is fair and neutral in an organized and careful manner. Since Coca-Cola is a big company, it is necessary to look at things without letting individual opinions get in the way. This study will help the researcher get an idea about advertising and digital marketing in big brands. Using positivism ensures you have a strong and structured plan. Therefore, findings are trustworthy. 




  Research approach

 In the philosophical layer, the research approach involves the deciding of whether the study will be deductive or inductive. Deductive approaches start with a theory and test it, while inductive approaches start with observations and build theories based on them (Saunders, 2019). This study adopts a deductive research approach. A deductive research approach is a technique where the researcher begins with a general theory or hypothesis and then evaluates it by collecting and analysing specific data. Deductive reasoning is often associated with quantitative research methods, where numerical data is analysed to test and confirm hypotheses.

  Research Strategy

This strategy layer involves selecting the plan for the research. Common strategies include experiments, surveys, case studies, and ethnography. This layer connects the philosophical and practical aspects of the research (Saunders, 2019).  This research uses a survey method. Surveys are a popular research tool where researchers collect information from participants through structured questionnaires or interviews. The strategy involves carefully planning the survey design, its administration, and the analysis to achieve specific research goals.

 Techniques

At the innermost layer of the onion are the practical techniques used for data collection and analysis, like surveys, interviews, observations, statistical analysis, or content analysis, depending on the chosen strategy and choices made earlier in the research process. The research onion emphasizes that each layer is interconnected and builds upon the previous one. The choices made at each layer should be related to the underlying philosophical assumptions and contribute to the overall accuracy and consistency of the research. It is to guide their decision-making and ensure a holistic approach for designing and conducting the research study (Saunders, Lewis, and Thornhill, 2019).



[bookmark: _Toc153750270]Types of investigation

The researcher will use primary and secondary research methods to investigate this study.

Primary research refers to the firsthand collection of original data directly from individuals, research subjects. This process involves a direct engagement of researchers in gathering information, through experiments, surveys, interviews, observations, or other methods. Primary research is conducted with the aim of addressing specific research questions, filling gaps in existing knowledge, or obtaining data for the researcher's unique needs (Saunders, Lewis, and Thornhill, 2019). The researcher opted to apply the survey method for this study.

Secondary research applies to the analysis and interpretation of existing data, information, or literature that has been collected and published by others. such as books, articles, reports, databases, or other forms of published material. Secondary research is valuable for its efficiency and the ability to apply a wide range of existing knowledge, making it a useful support primary research. Researchers typically conduct secondary research to build context, support arguments, or gain insights from prior studies, influencing a more comprehensive understanding of a particular topic or issue.

[bookmark: _Toc153750271]Choices

Choices comprise decisions made regarding specific elements of the research plan, such as the sampling method, data collection techniques, and data analysis procedures. Researchers must make informed choices based on the nature of their study and research questions.
Quantitative research is a systematic approach to an investigation that involves the collection and analysis of numerical data to understand, describe, or explain phenomena. For example, Surveys and questionnaires, experiments etc (Saunders, Lewis, and Thornhill, 2019).

Qualitative research is like exploring and understanding the deeper stories and meanings behind people's experiences or behaviours. It focuses on words, expressions and descriptions. Researchers gather information through methods like interviews or observations to uncover the details of a particular subject, aiming for a more in-depth understanding through interviews, Observations etc (Saunders, Lewis, and Thornhill, 2019).

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

[bookmark: _Toc153750272]   Time Horizon   

This layer consists of decisions about the time-period of the study, some types of time management for research are cross-sectional (data collected at a single point in time) or longitudinal (data collected over an extended period) (Saunders, Lewis, and Thornhill, 2019). The research adopts a cross-sectional (short-term) approach for this study, gathering and analysing data from a group of individuals at a single point during a 10-week time limit. 








[bookmark: _Toc153750273]Data collection and analysis 

[bookmark: _Toc153750274]  Sampling 

Sampling is the practice of selecting a subsection of elements or individuals from a larger population for the purpose of study or research. 

-sample size

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

-sample type

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

-sample method 

sample method" typically refers to the specific technique or approach used to select participants for a research study. Different sample methods serve many purposes and are chosen based on the research design, objectives, and the characteristics of the population under investigation. This search will use cluster sampling method. the Sample size is fifty University students, and University student services will provide seventy emails to sample.


[bookmark: _Toc153750275]Sampling Method 

Probability sampling involves selecting a sample from a population in a manner that everyone from the chosen population has a complete chance of being included (McCombes, 2023).
Non-probability sampling, on the other hand, does not ensure every member of the population has an equal chance of being selected. Instead, it relies on the researcher's judgment or convenience (McCombes, 2023).
                   
[bookmark: _Toc153750276]Data collection method 

This research employs an online survey methodology facilitated through Microsoft Forms. The survey consists of 10 closed-ended questions, designed to gather specific and countable responses. Respondents are expected to dedicate approximately, 5 to 10 minutes to complete the survey, ensuring a manageable time commitment. The use of closed-ended questions for data collection and analysis, will allow efficient processing of the gathered information. The choice of Microsoft Forms as the tool for data collection not only enables ease of distribution but also offers a user-friendly platform for participants to provide their input.

[bookmark: _Toc153750277]Analysis of the data 

Quantitative data collected from the survey will be analysed using Microsoft Excel, facilitating organized and systematic examination of numerical findings through tables and graphs.

[bookmark: _Toc153750278]Research ethics 

Research ethics are the principles and guidelines that ensures the responsible conduct of research, it involves the confidentiality of primary data collected. It safeguards participants' privacy by keeping their information confidential to maintain trust and comply with ethical standards, Therefore the primary data collected through the survey will be kept private and confidential.
[bookmark: _Toc153750279]Gantt chart 
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