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[bookmark: _Toc213163283]1. Introduction 
[bookmark: _Toc213163284]1.1 Research background 
The traditional transactional form of marketing cannot serve as an instrument of guaranteeing consumer loyalty in an era of hyper-globalisation in the global market environment that is extremely competitive. Contemporary consumers not only deal with the brands in a relationship of search for functional values, but also for emotional experiences that enable them to justify their identities and values. The process of establishing and maintaining such a position of emotional richness between the consumer and the brand is an emotional branding and has become a paradigm in modern marketing (Kiuru and Linkov, 2025). Coca-Cola can be provided as a classic specimen of the same, and it made its brand a universal symbol of happiness, nostalgia, and unity that is not a soft drink anymore.
However, the digital revolution has completely changed the way emotional branding functions. Stories are now more democratic and consumer-oriented with the rise of social networks such as Instagram, TikTok Tok and X (formerly Twitter) as these networks enable them to co-create the brand meaning with user-generated content (UGC), interactive campaigns and relationships with influencers (Tucker et al., 2017). Even though emotional branding has been studied in the traditions of traditional literature, in application to advertising, as a physical experience, the literature gap has been large in the understanding of how emotional branding can be integrated into online communication and loyalty through online applications.
The research proposal, therefore, would be to find out how Coca-Cola employs emotional branding on social and online media as a way of engaging the real consumer experience and customer loyalty. This paper aims to provide an evidence-based insight into the strategic integration of emotional branding in the digital world using secondary data, relying on academic reports, campaign reports, and corporate reports.
[bookmark: _Toc213163285]1.2 Research Aim:
To critically analyse how Coca-Cola employs emotional branding within digital and social media contexts to enhance consumer loyalty.
[bookmark: _Toc213163286]1.3 Research Objectives:
1. To explore how emotional branding is applied within Coca-Cola’s digital and social media campaigns.
2. To identify key digital engagement tactics (e.g., storytelling, influencer marketing, UGC) that create emotional resonance.
3. To evaluate the impact of these emotional branding strategies on consumer loyalty indicators, including brand trust, advocacy, and retention.
4. To highlight the challenges and limitations of sustaining authenticity and emotional connection in the digital era.
5. To find out the ways to enhance the effectiveness and authenticity of emotional branding strategies in digital marketing, particularly for global FMCG brands.
[bookmark: _Toc213163287]1.4 Research Questions:
1. How does Coca-Cola integrate emotional branding principles within its digital marketing strategies?
2. What types of emotional appeals and storytelling techniques are most effective in online engagement?
3. How do digital emotional branding initiatives influence consumer loyalty and advocacy?
4. What limitations or risks (e.g., inauthenticity, backlash) are associated with emotional branding in social media environments?
5. What are the ways to enhance the effectiveness and authenticity of emotional branding strategies in digital marketing, particularly for global FMCG brands?
[bookmark: _Toc213163288]2. Literature Review 
Emotional branding has become a marginalised marketing theory and a core principle of creating long-lasting consumer loyalty. Berry (1983) and Gronroos (1994) were the first to shift focus towards relational marketing (as opposed to transactional) and noted that emotional attachment over an extended period provided the competitive edge, as opposed to a one-off interaction. The consumers in this paradigm interact with the brands not only based on their utilitarianism but as an extension of their consumer identities and emotional requirements. This compatibility is explicable by the Self-Congruity Theory by Sirgy (1982), where the consumer favours a brand that matches or improves their self-concept. This congruence is seen in Coca-Cola's global Everyman brand personality that provides universal emotional resonance with the themes of happiness, friendship and belonging.
The emotional branding mechanisms are based a lot on the psychological and experience aspects that can trigger the involvement of emotions. Krishna (2012) pioneered the idea of sensory branding, demonstrating that the use of multi-sensory stimuli, colour, sound, and texture, generates emotional connotations that are beyond the power of rational attitudes. The red logo, the contour bottle and the sound of popping beverage that comes with Coca-Cola are unique sensory anchors of the brand. Likewise, Lundqvist et al. (2013) have established how storytelling can turn the narrative of a brand into an experience that will be lived, lessening the scepticism of consumers and maximising the attachment. The Hilltop ad (I would like to buy the world a Coke) and subsequent Share a Coke campaigns by Coca-Cola used storytelling and personalisation to create the feeling of togetherness and happiness. These efforts confirm the argument by Oliver (1999) that emotional satisfaction and not the sole product performance will lead to loyalty since the consumers will turn into evangelists.
Nonetheless, emotional branding has undergone a new definition with the emergence of digital and social media. The narrative in traditional media was dominated by the brand, whereas in the digital age, consumers are co-creating meaning. According to Muniz and O’Guinn (2001), this is what has happened towards brand communities, where a group of people become more loyal to a brand because of their association with that brand. This dynamic has been increased by the use of online platforms like Instagram, TikTok, and X (previously Twitter) which allow the ultimate participation and peer approval. The “ShareACoke” and “OpenHappiness” campaigns of Coca-Cola have managed to use user-generated content (UGC) to create personalised experiences and encourage viral buzz. By turning consumers into co-producers of brand stories and increasing the level of affective relationship and perceived trust (Codreanu, 2024), UGC increases the extent of authenticity.
However, researchers distinguish issues of emotional branding translation to digital environments. Brands lose credibility when they do not show genuine intentions at the expense of emotional messages sounding cliché or manipulative. As Coombs (2007) emphasises, trust is more rapidly undermined in digital ecosystems due to so-called crises of authenticity, when the negative feelings can be transferred immediately. On the same note, Khamis (2020) states that online emotional branding should be culturally and ethically consistent because the audiences now are ultra-vires with corporate intentions. Consumers demand transparency, inclusivity and social responsibility of brands, especially Millennials and Gen Z consumers. Emotional appeals can also receive an unfavourable backlash when they are not fulfilled as a form of woke-washing, hurting brand trust and loyalty.
Also, there is limited empirical research in the form of the return on investment (ROI) of emotional branding in the digital environment. Even though engagement metrics like likes, shares, and sentiment analysis can be viewed as proxies of emotional resonance, they have not been directly related to long-term loyalty or sales performance. This lack of quantifiable emotional ROI questions marketing managers who have to substantiate the amount spent on campaigns. Close to this gap will be integrative frameworks to bridge between emotional, behavioural, and financial levels of brand equity in digital ecosystems.
The literature reviewed as a whole suggests that Coca-Cola is a master of emotional branding, but has to confront new demands of digital authenticity and measurable influence. It is acknowledged that digital storytelling, personalisation, and community interactions can be considered the primary sources of emotional resonance, but maintaining the effects of these emotions in the context of algorithm-driven content and audiences becoming weary of the content presents a managerial challenge.
In this regard, the proposed research is based on the established gap by investigating the operationalisation and maintenance of emotional branding in digital campaigns by Coca-Cola based on secondary data and academic sources, as well as marketing reports and corporate documents. The analysis will be combined with Self-Congruity Theory and Integrated Marketing Communications (IMC) principles in order to determine the level of consistency of emotions, as well as strategy, on the digital platforms of Coca-Cola. In the end, the study will not merely compare the effectiveness of the practices in question but will also provide some practical solutions to the global brands that are interested in attaining the right balance between emotional authenticity, digital innovation, and sustainable consumer loyalty.
[bookmark: _Toc213163289]3. Methodology
For conducting this proposed research, it is obvious to be clear about the methodological structure of the research. Here are the details of the methodological stages that will be undertaken for the proposed research. A qualitative secondary analysis of data will be conducted in this research that will be based on the available scholarly articles, reports by companies, and data on digital marketing performance, which will be used to test the emotional branding techniques used by Coca-Cola. Since the project will use secondary sources only, there will be no primary data. The methodological structure of the research onion developed by Saunders will be utilised to assist in research methodology because of its simple and well-defined structure (Sahay, 2016). 
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Figure: Research Onion
(Source: Mbedzi et al., 2020)
[bookmark: _Toc213163290]3.1 Research Philosophy and Approach:
The study will be based on an interpretivist paradigm that is aware of the fact that emotional branding is a socially constructed phenomenon that relies on subjective consumer perceptions. This method enables one to study the meanings, stories, and symbolic associations of the campaigns of Coca-Cola. With the help of an inductive approach, the study is going to develop a new theory based on the secondary data that will be collected and analysed in the research (Streefkerk, 2023).
[bookmark: _Toc213163291]3.2 Research strategy:
The case study strategy is selected, and the Coca-Cola Company is a single, representative example of the emotional branding excellence in the digital media. This is in line with the argument presented by Yin (2018) regarding the necessity of case study research: it expands on a complicated phenomenon in its actual environment by referring to various sources of data.
[bookmark: _Toc213163292]3.3 Data Sources:
1. Academic Literature: Peer-reviewed journals on emotional branding, digital marketing, and consumer psychology.
2. Corporate and Industry Reports: Annual reports of the Coca-Cola, marketing campaign data, and publicly submitted campaign analyses.
3. Digital Campaign Archives: Analyses of Coca-Cola’s campaigns such as “Share a Coke,” “Open Happiness,” and “Real Magic” on platforms including YouTube, Instagram, and TikTok.
4. Market Research Databases: Secondary data on Statista, Nielsen and Social Bakers concerning measures of brand engagement/loyalty.
[bookmark: _Toc213163293]3.4 Data Collection:
Instead of using primary data, the study will use secondary data that will be collected from various sources; Google Scholar will be used as the secondary aggregator, and the corporate site of Coca-Cola will be the credible database that will be used to find relevant data. It will take less time, and there are no complications regarding participants’ consent and surveying or interviewing. In this secondary research, where possible, social media analytics platforms will be used to collect performance measures of campaigns (likes, shares, sentiment analysis, engagement rates, etc.).
[bookmark: _Toc213163294]3.5 Data Analysis:
An organisational approach that will be used will be the qualitative content analysis, which will identify the common themes, strategies, and emotional appeals in campaigns. The information will be divided into three major categories: 
· Emotional branding techniques (e.g., storytelling, nostalgia, happiness narrative).
· Digital engagement mechanisms (e.g., UGC, influencer marketing, interactive challenges).
· Consumer loyalty indicators (e.g., trust, advocacy, online community participation).
The findings from multiple secondary sources will be triangulated to ensure credibility and validity.
[bookmark: _Toc213163295]3.6 Ethical Considerations:
Since only publicly available secondary data is used in this study, there is a low risk of ethics (Hasan, 2021). All the materials will be referenced appropriately in accordance with Harvard referencing at UWTSD. It will also be ensured that it does not misrepresent data or cause researcher bias in interpretation. All the sources of the data will be credited in the reference section and with appropriate in-text citations. 
[bookmark: _Toc213163296]4. Expected Findings
According to the available literature and the principles of the current practices set by Coca-Cola, the proposed research is expected to make several significant findings:
The key success of Coca-Cola in digital branding will lie in its use of digital stories and evocation (happiness, nostalgia, and togetherness). The campaigns, which will include personalisation (e.g., Share a Coke), are likely to be highly emotional and socially viral.
The authenticity and perceived emotional value are bound to be enhanced by user-generated content (UGC) and influencer collaborations. Using co-created content, Coca-Cola can evolve emotional branding as a top-down approach into a participatory culture, which fits the brand community model. Consistency in message delivery to the audience through Integrated Marketing Communication (IMC) in every channel, such as packaging, sponsorships, and social media, will increase brand loyalty and trust (Nguyen et al., 2025). 
The research may also indicate the new challenges of emotional authenticity in the digital world. Since younger customers (such as Gen Z) value being socially responsible and transparent, emotionally charged campaigns that are not perceived to be sincere can be met with backlash.
Lastly, it is anticipated that the secondary data will demonstrate the presence of a positive correlation between the emotional engagement measures (likes, shares, positive sentiment) and the loyalty measures (brand advocacy, purchase intention, repeat engagement).
Generally, the results are expected to establish that a digital emotional branding, addressing its authentic implementation, boosts emotional and behavioural loyalty, though its longevity relies on the issues of cultural sensitivity and transparency.
[bookmark: _Toc213163297]5. Limitations 
This study design is recognised to have a number of limitations.
To begin with, since the study will be based only on secondary data, it will not get any first-hand consumer information or on-site behavioural data. This limits the capability to have causality between the results of emotional branding and loyalty.
Second, a lot of the available data (e.g. engagement rates, sentiment scores) are not standardised across platforms, which might restrict cross-comparative analysis.
Thirdly, Coca-Cola has a wide international presence and its findings are hard to generalise across the different cultural markets. Emotional appeals that would appeal in the West might have a totally different appeal on the side of Asia or Africa (Akolkar et al., 2024).
In addition, the secondary data could have corporate biasness, as the reports provided by the brand will tend to mention favourable performance. To address this, independent marketing research and academic assessments will be carried out.
Lastly, since the algorithms of social media are dynamic and depend on customer preferences, they might be indicative of a particular period, not a trend. In spite of these drawbacks, the study is valuable in both theoretical and practical terms as it brings together the existing knowledge in the form of a structured and interpretive framework.
[bookmark: _Toc213163298]6. Timeframe
	Stage
	Activity
	Week 1-2

	Week 3-4
	Week 5-6
	Week 7-8
	Week 9-10
	Week 11-12

	Stage 1
	Topic finalisation, preliminary reading
	
	
	
	
	
	

	Stage 2
	Comprehensive literature review
	
	
	
	
	
	

	Stage 3
	Collection of secondary data and sources
	
	
	
	
	
	

	Stage 4
	Data analysis and synthesis
	
	
	
	
	
	

	Stage 5
	Drafting chapters (Introduction–Findings)
	
	
	
	
	
	

	Stage 6
	Review, editing, and supervisor feedback
	
	
	
	
	
	

	Stage 7
	Final submission and proofreading
	
	
	
	
	
	


[bookmark: _Toc213163299]7. Conclusion 
The given dissertation will be about the issue that emotional branding and consumer loyalty within the digital era are shifting, and Coca-Cola can be the example. The paper is also viable since it makes use of secondary data alone and is also based on an abundance of scholarly and industrial literature.
Hopefully, the work of research will be a theoretical contribution to the expansion of the model of emotional branding to the online environment, putting together such models as Self-Congruity and IMC within a single emotional interaction online. Practically, it will furnish global marketers who would actually wish to make the right impression of emotional reality and digital innovation.
This project, in the end, is to confirm once again that technology has changed the marketing platforms, but the fundamentals of brand loyalty will stay untouched over time. It is not that they are based on products but rather on common human values, stories, and experiences that are now made global by digital media.
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