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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, in response to the increasing use of social media, mobile devices, and online platforms by consumers. The study will adopt a quantitative research design using cluster sampling and an online survey to collect data from a sample of 500 consumers who have interacted with Coca Cola's digital marketing campaigns. The main objectives of the study are to identify the current status and trends of Coca Cola's digital marketing activities, assess the effectiveness and efficiency of different digital marketing channels and tactics, and explore the factors that influence consumers' attitudes and behaviors towards Coca Cola's brand image and reputation in the digital age. The expected outcomes of the study include providing insights into the challenges and opportunities of digital marketing transformation in the beverage industry, contributing to the development of a theoretical framework for analyzing the digital marketing performance of companies, and offering practical recommendations for enhancing Coca Cola's digital marketing strategy and operations. The significance and value of the study lie in its potential to advance the knowledge and practice of digital marketing in a rapidly changing and competitive business environment.
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Title:

To determine Coca Cola’s digital marketing transformation.	








Introduction:
Coca Cola is one of the largest beverage companies globally, with a century-old brand history. To stay competitive in today's digital age, companies must adapt to changing marketing landscapes. Coca Cola has been striving to transform its marketing strategy to keep up with the latest technological advancements (Hill, 2021). The purpose of this proposal is to determine Coca Cola's digital marketing transformation by analyzing its digital marketing strategy from 2018 to 2022.
Coca Cola is a global brand that has been in existence for over a century. The company has been successful in establishing itself as a market leader in the beverage industry. One of the key factors that have contributed to Coca Cola's success is its marketing strategy. The company's marketing strategy has evolved over the years to keep up with the rapidly changing digital landscape. In recent years, Coca Cola has been investing heavily in digital marketing to reach its target audience.
Background:
Coca Cola has always been known for its innovative marketing strategies, such as sponsoring major events like the Olympics, investing heavily in advertising campaigns, and collaborating with popular culture icons. However, with the rise of digital technologies and online platforms, the company has shifted its focus towards digital marketing to reach out to its target audience. Coca Cola has been investing heavily in digital advertising, mobile apps, and social media to create a robust digital presence. According to Statista, in 2021, Coca Cola spent approximately $5.5 billion on advertising globally, with a significant portion spent on digital advertising (Statista, 2021).
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.

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:
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.
· 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.
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?
Literature Review:
Definitions:
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.
Below are some other definitions of digital marketing:
· 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."
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. 
· 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.
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. 
· 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.
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. 
· 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.
Implementing digital marketing strategies presents several opportunities and challenges for Coca Cola. One opportunity is the ability to reach a wider audience through digital platforms and social media. Another opportunity is the ability to personalize marketing efforts and create targeted campaigns. However, challenges such as data privacy, competition, and constantly changing digital trends must be considered. Coca Cola must also ensure that its digital marketing efforts align with its brand image and values.
Digital marketing has had a significant impact on Coca Cola's brand equity, customer engagement, and loyalty. By utilizing social media platforms and personalized advertising, Coca Cola has been able to increase brand awareness and customer engagement. Moreover, the company has developed several loyalty programs, such as the "Coca Cola Rewards" program, which provides customers with incentives for purchasing Coca Cola products. These programs have increased customer loyalty and retention rates.
Coca Cola utilizes various digital channels for marketing and advertising purposes. The company's digital marketing spending has increased significantly over the years. In 2015, the company spent approximately $400 million on digital advertising, while in 2022, it is projected to spend over $2 billion. The key digital channels used by Coca Cola include social media, email marketing, and search engine optimization (SEO).
Personalized advertising, social media marketing, and mobile marketing have been effective in Coca Cola's digital marketing strategy. By personalizing advertising efforts and utilizing social media platforms, the company has been able to increase customer engagement and brand awareness. Moreover, the company's mobile app has provided customers with a convenient way to access product information and promotions.
To improve its digital marketing efforts, Coca Cola should focus on developing personalized and targeted campaigns that align with its brand values. Additionally, the company should continue to invest in social media marketing and mobile marketing, as these channels have proven to be effective. Finally, Coca Cola should prioritize data privacy and ensure that its digital marketing efforts comply with relevant regulations. Other global brands can benefit from these recommendations by developing personalized and targeted digital marketing strategies that align with their brand values.
The study will employ a qualitative research approach, using secondary data sources, such as company reports, academic journals, and industry publications. The data will be analyzed using a thematic analysis approach to identify the key trends and strategies used by Coca Cola in its digital marketing transformation.
The study's findings will provide valuable insights for marketing professionals and researchers on how to shape future digital marketing strategies for global brands. The study will also contribute to the literature on digital marketing by providing an in-depth analysis of Coca Cola's digital marketing transformation and its impact on customer engagement, loyalty, and brand awareness.
Overall, the study aims to contribute to the literature on digital marketing by providing an in-depth analysis of Coca Cola's digital marketing transformation. The study will highlight the importance of digital marketing in today's digital landscape and provide insights for marketers on how to effectively engage with their target audience in the digital space.
STDC Model:
According to Smith and Jones (2020), the STDC model is a useful framework for developing digital marketing strategies that target customers at different stages of their buying journey. The STDC model emphasizes the importance of building brand awareness and capturing the attention of potential customers (See stage), providing informative content that answers customer questions (Think stage), providing a seamless buying experience (Do stage), and building long-term relationships with customers (Care stage).
In a study conducted by Johnson and Lee (2018), it was found that using the STDC model can lead to higher engagement and conversion rates for digital marketing campaigns. The authors note that by tailoring marketing messages to the needs and interests of customers at each stage of the marketing funnel, marketers can create more effective campaigns that resonate with their target audience.
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See Stage:
The See stage of the STDC model is focused on building brand awareness and capturing the attention of potential customers who may not yet be aware of the brand or product. According to a study by Tanaka and colleagues (2019), one effective way to reach customers in the See stage is through social media advertising. The authors found that social media platforms such as Facebook and Instagram can be highly effective in reaching target audiences and building brand awareness.
Think Stage:
The Think stage of the STDC model is aimed at customers who are actively researching and considering a purchase. In this stage, the focus is on providing informative content that answers customer questions and addresses their pain points. According to a study by Kim and colleagues (2020), providing high-quality content such as product reviews, comparisons, and educational content can be highly effective in engaging customers in the Think stage. The authors found that customers who engage with high-quality content are more likely to move forward in their buying journey.
Do Stage:
The Do stage of the STDC model is where customers are ready to make a purchase. In this stage, the focus is on providing a seamless and easy buying experience, such as simplifying the checkout process and providing clear product information. According to a study by Li and colleagues (2017), providing a user-friendly and mobile-optimized website can be highly effective in converting customers in the Do stage. The authors note that customers who have a positive experience during the buying process are more likely to become repeat customers.
Care Stage:
The Care stage of the STDC model focuses on building long-term relationships with customers by providing excellent customer service, personalized communications, and follow-up support. According to a study by Kim and Ko (2019), providing personalized and timely communications can be highly effective in building customer loyalty in the Care stage. The authors note that customers who feel valued and supported are more likely to become loyal customers who will recommend the brand to others.
STDC Model relating to Coca Cola:
When it comes to Coca Cola, the company has implemented various digital marketing strategies that align with the STDC model. For example, In the See stage of the STDC model, Coca Cola can focus on building brand awareness and capturing the attention of potential customers. For example, the brand can create eye-catching advertisements that highlight its unique value proposition. Coca Cola has been known for its memorable advertising campaigns that connect with people emotionally, such as its famous "Share a Coke" campaign which personalized the packaging by printing common names on bottles and cans (Holmes, 2018). By doing so, Coca Cola was able to generate buzz and encourage people to purchase their product.
In the Think stage of the STDC model, Coca Cola can provide informative content that addresses customer questions and pain points. For instance, the brand can create content that emphasizes the role of Coca Cola in a balanced diet or highlights the brand's low-sugar or sugar-free options. Coca Cola's website features a dedicated section to "Nutrition and Wellness" that provides information on their products, ingredients, and recommended daily intake (Coca Cola, 2022). By providing helpful and informative content, Coca Cola can engage potential customers who are actively researching and considering their beverage options.
In the Do stage of the STDC model, Coca Cola can focus on providing a seamless buying experience that makes it easy for customers to purchase its products. This could involve simplifying the checkout process on the brand's website or making it easier for customers to find and purchase Coca Cola products in physical stores. For example, Coca Cola has partnered with popular food delivery services such as Uber Eats and DoorDash to offer a convenient way for customers to get their favorite Coca Cola products delivered right to their doorstep (Leinbach-Reyhle, 2020).
In the Care stage of the STDC model, Coca Cola can focus on building long-term relationships with customers by providing excellent customer service and support. This could involve creating personalized communications and loyalty programs that reward customers for their repeat business. For example, Coca Cola has a loyalty program called "Coca Cola Rewards" that allows customers to collect points from purchases and redeem them for rewards such as gift cards or Coca Cola merchandise (Coca Cola, 2022). By building strong relationships with customers, Coca Cola can create a loyal customer base that is more likely to recommend the brand to others.
Advantages and disadvantages of the STDC (See, Think Do Care) digital marketing model:
Advantages:
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. By focusing on each stage, businesses can identify their target audience and tailor their marketing efforts to their specific needs.
Clear Objectives: The model provides clear objectives for each stage of the customer journey. This enables businesses to develop more targeted campaigns, improve conversion rates, and increase customer engagement.
Improved ROI: By targeting customers with the right message at the right time, the See Think Do Care model can help businesses improve their return on investment (ROI) from digital marketing campaigns.
Better Customer Retention: By focusing on post-purchase engagement, the model can help businesses improve customer retention rates and build long-term customer loyalty.
Disadvantages:
Simplistic Approach: The See Think Do Care model is a simplistic approach to digital marketing and may not fully account for the complexities of the customer journey.
Limited Focus: The model may not provide enough focus on some critical aspects of digital marketing, such as search engine optimization (SEO) or social media marketing.
Lack of Flexibility: The model may not be flexible enough to accommodate businesses with different marketing objectives, target audiences, or customer journeys.
Overemphasis on Metrics: The model's emphasis on metrics such as click-through rates or conversion rates may lead businesses to prioritize short-term results over long-term customer relationships.
When it comes to Coca Cola, the See Think Do Care model can be effective in providing a comprehensive approach to its digital marketing strategy. By understanding their target audience and their customer journey, Coca Cola can tailor its marketing efforts to each stage of the model, from creating brand awareness to nurturing customer loyalty. The model can help Coca Cola improve its ROI, retain customers, and build long-term customer relationships. However, it is essential to recognize the limitations of the model and ensure that the digital marketing strategy remains flexible, focused, and customer-centric. 
Research Methodology:
Qualitative research: Qualitative research involves gathering and analyzing non-numerical data such as words, pictures, or videos. The goal of qualitative research is to gain an understanding of people's beliefs, behaviors, and experiences through methods such as interviews, focus groups, and observation. This type of research is often exploratory in nature and seeks to uncover themes and patterns that may not be apparent through quantitative data analysis.
Quantitative research: Quantitative research involves gathering and analyzing numerical data through methods such as surveys, experiments, and statistical analysis. The goal of quantitative research is to test hypotheses and generalize about a population based on a sample of data. This type of research typically involves structured and standardized data collection methods, such as closed-ended survey questions, to ensure consistency and accuracy of data.
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. 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.
Sample Size:
The sample size for the research study will consist of 50 students.
Sample Type: 
The sample type for the research study will consist of Business students from UWTSD from different course levels ranging from level 4 to 7.
Sampling Methods:
Probability sampling: Probability sampling is a type of sampling method where each member of the population has a known and equal chance of being selected for the study. This means that the sample is selected randomly and with equal probability from the population. The most common types of probability sampling include simple random sampling, stratified random sampling, and systematic random sampling. The probability sampling goal is to generalize the findings to the larger population.
Non-probability sampling: Non-probability sampling is a type of sampling method where the sample is selected based on non-random criteria. This means that some members of the population may have a higher probability of being selected than others. The most common types of non-probability sampling include convenience sampling, purposive sampling, and snowball sampling. Non-probability sampling goal is to gain insight into a particular phenomenon or population, rather than to generalize the findings to the larger population.
Cluster sampling: Cluster sampling is a type of probability sampling that involves dividing the population into smaller groups or clusters, and then randomly selecting a few clusters to be included in the study. The participants within the selected clusters are then sampled using a simple random sampling or other sampling method. Cluster sampling is often used where the population is large or spread out, or when it is more practical or cost-effective to sample groups rather than individuals.
For this research proposal, I will be using cluster sampling to randomly select a few groups or clusters of the students based on the criteria mentioned in the Sample type and then sampling participants within those selected clusters to study Coca Cola's digital marketing transformation.
Data Collection Method:
For this research proposal, I will be using surveys to collect quantitative data from a sample of participants regarding their perceptions and experiences with Coca Cola's digital marketing transformation.
Also, I have chosen to use Google Forms as the data collection method due to its user-friendly interface, range of question types and response formats, and ability to easily collect and analyze survey data.
To collect data on Coca Cola's digital marketing transformation, I have decided to use closed-ended questions in my survey to provide participants with a set of predetermined response options, allowing for more efficient data analysis and comparisons between responses.
For my research proposal to determine Coca Cola's digital marketing transformation, I plan to ask between 10-12 closed-ended questions in my survey to collect data efficiently and comprehensively on participants' familiarity, perceptions, and preferences related to Coca Cola's digital marketing efforts.
As my survey will consist of 10-12 closed-ended questions, it is estimated to take participants between 12-15 minutes to complete, ensuring that enough data is collected to comprehensively determine Coca Cola's digital marketing transformation.
Analysis of data:
To analyze the data collected from my survey on Coca Cola's digital marketing transformation, I plan to use Excel to analyze the survey data collected, which will include basic statistical analysis and visual representation of the data through charts and graphs.
Research ethics:
Research ethics is an important consideration for this study, and the following principles will be followed to ensure that the research is conducted in an ethical and responsible manner. First, all participants will be fully informed about the purpose, procedures, risks, and benefits of the study, and they will have the right to withdraw from the study at any time. Second, participants' personal information will be kept confidential, and their identities will be protected. Third, the potential risks and benefits of the study will be assessed, and steps will be taken to minimize risks and maximize benefits. Fourth, deception will be avoided, but if it is necessary, it will be disclosed to the participants after the study. Fifth, participants' privacy will be respected, and their personal information will not be disclosed without their consent. Finally, all participants will be treated fairly and equally, regardless of their personal characteristics. By following these ethical principles, the research will be conducted in a responsible and ethical manner, ensuring the rights, dignity, and welfare of the participants are protected.
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Conclusion:
In conclusion, the proposed study aims to determine Coca Cola's digital marketing transformation lately. The study will identify the company's strengths and weaknesses in digital marketing and suggest strategies for improvement. By analyzing Coca Cola's digital marketing strategy in an ethical way, the research will contribute to the existing literature on digital marketing, particularly in the beverage industry. The findings of the study will provide insights for marketing professionals and researchers and help to shape future digital marketing strategies for Coca Cola.
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