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INTRODUCTION
About "Integrated Marketing Communication (IMC) in Enhancing Brand Awareness and Customer Engagement.
Integrated marketing communication (IMC), is essential for increasing consumer engagement and brand awareness because it provides a consistent and smooth experience across several communication channels. Businesses can strengthen brand recognition, cultivate consumer loyalty, and offer consistent promotional material using IMC. Businesses can better engage their target audience and position themselves in the market by combining marketing methods including digital media, public relations, advertising, and direct marketing (Kotler & Keller, 2016). This proposal investigates the strategic use of IMC to increase brand awareness and Customer Engagement, which will lead to long-term economic success (Schultz, Tannenbaum, & Lauterborn, 1993).
Rationale of the study: Due to it studies how Integrated Marketing Communication (IMC) strategies can improve customer engagement and brand awareness in the UK consumer goods sector, this research is beneficial to Coca-Cola. Through an examination of Coca-Cola's use of digital media, public relations, advertising, and direct marketing, the research offers valuable perspectives on the impact of its communication strategies. Coca-Cola can improve its IMC strategy with the help of the findings, providing a clearer brand message across channels, boosting consumer loyalty, and maintaining its market leadership. Ultimately, by improving its advertising strategies for stronger customer relationships, the study helps Coca-Cola achieve long-term financial success. Belch, G.E. and Belch, M.A. (2021)

AIM:
This study aims to investigate how Integrated Marketing Communication (IMC) can improve customer engagement and brand awareness in the UK consumer goods sector, with a particular focus on Coca-Cola. Coca-Cola's current IMC strategies, their effect on brand exposure, and their ability to cultivate customer loyalty are all supposed to be evaluated in research.

Objective:
The primary aim of this research is to investigate how IMC influences Coca-Cola's increased consumer engagement and brand awareness in the UK. In order to achieve this, the study will be guided by the objectives that are as follows:
· To determine the integrated marketing communication strategies that Coca-Cola is now implementing in the United Kingdom.
· To investigate how Coca-Cola uses integrated marketing communication to enhance brand awareness.
· To analyse Coca-Cola’s, utilize of integrated marketing communication to increase customer engagement.

Research Question:
· What integrated marketing communication strategies does Coca-Cola currently implement in the UK market?
· How does Coca-Cola use integrated marketing communication to increase brand awareness in the United Kingdom?
· In What ways does Coca-Cola improve consumer loyalty and engagement in the UK using integrated marketing communication (IMC)?

Literature Review
Integrated marketing communication:
Integrated marketing communication, or IMC, is a strategy approach that uses a variety of channels and instruments for communicating a single, consistent message to the intended audience. Synergy across marketing initiatives is the aim, and each communication should promote the brand's messaging and values. mentioned by Keller, K. L., & Kotler, P. (2016). 
Integrated marketing communication, is the process of coordinating and integrating all marketing communication channels, tools, and sources inside an organization to deliver a unified brand message, leading to improved communication and increased brand impact. Given by Tannenbaum, S. I., Lauterborn, R. F., & Schultz, D. E. (1993). 

Brand Awareness
Brand awareness is the degree to which customers can identify or remember a brand. It is an essential component of creating a brand's identity and has a significant impact on purchase decisions and customer loyalty. Keller, K. L. (2013).
Brand awareness is the degree to which prospective consumers are familiar with a brand and can correctly associate it to its goods or services. Increased consumer preference can result from high brand awareness, which often occurs during at the beginning of brand development. Aaker, D. A. (1996).
Customer Engagement
The concept of "customer engagement" describes the emotional bond and communication that occurs between a customer and a brand through a variety of interactions, such as marketing, customer support, and brand experiences. Increased advocacy, loyalty, and long-term company performance are all linked with high customer engagement. By Brodie, R. J., Hollebeek, L. D., Juric, B., & Ilic, A. (2011).
Customer engagement is the process of creating and preserving a deep connection with customers via ongoing communication, active participation, and customized interactions, which eventually increases customer happiness and brand loyalty. mentioned by Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). 

The integrated marketing communication strategies that Coca-Cola is now implementing in the United Kingdom?
In the UK, Coca-Cola uses a number of channels, including digital marketing, social media campaigns, traditional advertising, sponsorships, and experiential marketing, to carry out a thorough Integrated Marketing Communication (IMC) plan. As seen by campaigns like "Share a Coke," which customized bottles with consumer names to increase participation, the brand places a strong emphasis on emotional appeal and narrative. Coca-Cola also promotes recycling programs and environmentally friendly packaging as part of their IMC initiatives by including sustainability messages. Coca-Cola increases consumer loyalty and brand recognition by maintaining a consistent brand message across all media (Bhasin, 2021).

Coca-Cola’s, use of integrated marketing communication to increase customer engagement?
Coca-Cola successfully use Integrated Marketing Communication (IMC) to improve consumer interaction by distributing a unified brand message across a variety of channels, such as public relations, social media, advertising, and experiential marketing. Coca-Cola creates interactive customer experiences by combining digital and traditional media with personalized marketing through campaigns like "Share a Coke," which builds brand loyalty and emotional connections (Kotler & Keller, 2016). Coca-Cola guarantees a consistent brand presence that appeals to customers by carefully coordinating its communication channels, which eventually boosts engagement and maintains its position in the market (Schultz, Tannenbaum, & Lauterborn, 1993).

Research Gaps in IMC:
Despite a wealth of studies on Integrated Marketing Communication (IMC), there are still a number of unanswered questions about how it can improve customer engagement and brand awareness, especially in the UK consumer goods sector. Few studies look at how IMC is used inside particular brands, such as Coca-Cola in the UK market; most studies concentrate on its theoretical foundations (Schultz & Schultz, 2004) or its effects on global marketing (Kliatchko, 2008). Furthermore, empirical investigation of the direct effects of IMC strategies on customer engagement and sustained brand loyalty is frequently lacking in previous research. By offering a targeted case study on Coca-Cola's IMC efforts in the UK, this work aims to close these gaps.


IMC Framework:
In order ensure consistent messaging and increase brand awareness, the IMC framework entails managing several communication channels. To offer a unified consumer experience, it combines digital media, sales promotion, public relations, advertising, and direct marketing. Channel integration, feedback loops, consumer involvement, and message consistency are the essential elements (Shimp, 2010).
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Advantages:
Lots of benefits are provided by the Integrated Marketing Communication (IMC) framework for raising consumer involvement and brand awareness. IMC serves in enhancing the company's identity and establish an integrated consumer experience by ensuring consistent message across several channels, which boosts brand memory (Belch & Belch, 2018). Additionally, more focused communication is made possible by the combination of digital, conventional, and social media, which reaches a larger audience and increases engagement. Because companies may efficiently use their resources across a variety of platforms, IMC also reduces costs and improves return on investment (Schultz & Schultz, 2010).
Disadvantages:
The IMC framework has major drawbacks despite its effectiveness. The difficulty of managing several communication channels, which might demand a lot of time, energy, and resources, is one big drawback (Keller, 2013). Additionally, companies run the danger of brand misunderstanding if they are unable to keep their messaging consistent across a variety of markets and cultural situations. Because it necessitates that firms stay ahead of consumer trends and market trends, which can be resource-intensive, the requirement for continuous monitoring and adjusting can also be a disadvantage (Kotler & Keller, 2016).


METHODOLOGY
The research design, methods for collecting data, and analytical method that will be used to investigate how Integrated Marketing Communication (IMC) can improve customer engagement and brand awareness in the UK consumer goods sector—with a particular focus on Coca-Cola—are described in the methodology section. This part ensures that the study is carried out methodically and provides reliable, valid, and believable results.

Research Design
This study will use a mono-method quantitative research strategy, concentrating exclusively on quantitative research methods. This method offers a clear comprehension of the impact of IMC on consumer engagement and brand awareness by employing structured numerical data (Creswell & Creswell, 2018). The research will include gathering primary data through surveys for the statistical analysis of consumer perceptions. This streamlined approach guarantees a data-driven assessment of the effectiveness of Coca-Cola's IMC that is both objective and reliable.

Data Collection Method
Primary Data: An online survey will be used for the study, conducted through Google Forms and comprising no more than 8 to 10 closed-ended questions. The survey aims to be brief and uncomplicated, guaranteeing that participants can complete it easily. It is anticipated to take about 10 minutes on average to complete, facilitating efficient data collection while keeping respondents engaged and ensuring accuracy.

Sampling Method 
To gather primary data, the study will use a non-probability convenience sampling method. The researcher can gather information from people who have directly interacted with Coca-Cola's advertisements due to this method's practicality and timeliness. People living in the UK, between the ages of 15 and 50 who are aware of Coca-Cola's advertising strategies will be among the target group. To provide a diverse and representative collection of viewpoints, a sample size of 50 respondents is expected.

Analysis Of Data
I'll be analysing the data collected for this study using Microsoft Excel in order to find trends, patterns, and correlations. To effectively convey the results, the data will be arranged and processed to create simple and understandable visual representations, such as pie charts, line charts, and bar graphs. This will make it easier to derive significant conclusions from the study and give a clear picture of how the data is distributed. By supporting the interpretation of the findings, these visualizations will enable a thorough analysis that is in line with the IMC strategies.

Limitation
Potential partiality in customer feedback or secondary data sources utilized to assess Coca-Cola's IMC tactics is a study weakness. The statistics might not fully represent the opinions of the target population as a whole because the study might rely on user feedback from social media comments, online reviews, and publicly accessible reports. Consumer perceptions can be distorted by cultural variations, personal preferences, or particular brand experiences (Malhotra, Nunan, & Birks, 2017). This restriction might affect how well Coca-Cola's IMC works overall to enhance consumer engagement and brand recognition.
The fact that market trends and customer behaviour are always changing is one of the obvious drawbacks. It is difficult to determine the steady and long-term effects of IMC methods since consumer preferences and engagement patterns are always changing as a result of social shifts, technology improvements, and economic conditions (Solomon et al., 2019). Because of this, the results of this study could not be as applicable in the future if new marketing tools, communication platforms, and customer engagement techniques are developed.

Ethical Consideration
The collecting, analysing, and interpretation of data is the main ethical issue in this dissertation. To guarantee that all organizational or personal data collected throughout the research process is secure and kept private, the study shall abide by the ethical standards set forth by the General Data Protection Regulation (GDPR) and the Data Protection Act 2018 (ICO, 2018). The study will mostly use secondary data sources, such as scholarly journals, corporate reports, and reliable publications, to reduce the possibility of compromising anyone's rights or privacy. However, if primary data collection is required, participants will be asked for their informed permission, guaranteeing that they are fully aware of the nature and aim of the study as well as being able to withdraw at any time without experiencing consequences (Bryman & Bell, 2015).
Furthermore, the study will guarantee that no data messing or misinformation takes place throughout the research procedure. To prevent plagiarism and maintain academic integrity, all information sources shall be duly acknowledged (Creswell, 2014). To guarantee accurate and impartial research findings, biases in data interpretation will be avoided. This will give Coca-Cola trustworthy information about how well Integrated Marketing Communication (IMC) raises customer engagement and brand awareness. Finally, in order to protect Coca-Cola's competitive position, the researcher will make sure that any proprietary or sensitive information about the company's marketing plans, if it is accessible, is kept private (Saunders, Lewis, & Thornhill, 2019). The study will uphold the highest standards of dependability, accountability, and transparency by following these ethical guidelines.
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Conclusion
The purpose of this research proposal is to examine how Integrated Marketing Communication (IMC) can improve customer engagement and brand awareness in the UK consumer goods industry, specifically with regard to Coca-Cola. By analysing Coca-Cola's present IMC strategies and their effects on customer involvement and brand awareness, the research aims to offer insightful information for enhancing marketing procedures. Coca-Cola will be able to improve its IMC strategy and deliver consistent messaging across various platforms with the help of the research, which will increase customer loyalty and lead to long-term financial success. In the end, this study will help us comprehend how successful IMC propels brand success in a competitive marketplace.
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