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Chapter-1: Introduction

1.1 Background and Rationale:

The dissertation topic of Bunzl explores how digital marketing strategies, including
increased e-commerce, information-based customer interaction, digital selling
mechanisms, and integrated online correspondence, can affect the performance of
corporate brands by improving customer relationships, differentiating services, and
guaranteeing that global brands are expressed consistently. The topic of the
relationship between digital channels and brand performance at a large specialist
distribution group is how investments in web and e-commerce platforms, CRM and
analytics, localized digital sales, and group-wide digital messaging should boost
customer loyalty, perceived dependability, and brand awareness in Bunzl's diverse
markets. The fact that Bunzl competes in a highly fragmented regional market where
brand recognition and service reliability are key factors in purchasing decisions makes
it significant in business and management practices. Digital marketing can improve
responsiveness to customer demands, speed up cross-selling on acquisitions, and
provide quantifiable KPIs (engagement, conversion, and retention) to align marketing
efforts with financial performance and shareholder value. The current study will close
this gap by providing empirical evidence on how Bunzl's publicly announced digital
investments and programs can be translated into any discernible impact on corporate
brand performance indicators. While the company's strategic and investor resources
mention innovation and digital solutions and give examples of how these solutions
have been presented to clients, they do not quantify the impact of these initiatives on
business domain brand measures (awareness, reputation, and customer loyalty).
Therefore, the current dissertation focusses on Bunzl by investigating whether and
how digital marketing strategies based on e-commerce and digital sales enabling can
support brand group and digital communications that can be measured to positively
impact corporate brand performance. This fills a practical evidence gap that
management can use to decide how to allocate resources and prioritise digital

marketing (Bunzl plc, 2025).

1.2 Research Aim:
The aim of this research is to evaluate how Bunzl PLC's digital marketing strategies

influence its overall corporate brand performance.
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1.3 Research Objectives:
a) To analyse the effectiveness of Bunzl PLC's digital marketing strategies in
enhancing brand awareness, customer engagement, and loyalty.
b) To assess the relationship between Bunzl PLC's digital marketing initiatives and

measurable improvements in its corporate brand performance.

1.4 Research Questions
1. How do Bunzl PLC's digital marketing initiatives enhance its brand performance

and customer relationships?

1.5 Problems statement

Bunzl has prioritized online advertising as a method to beautify its emblem and
purchaser engagement, yet it lacks evidence demonstrating the effect of those tasks
on its corporate logo performance. The employer highlights digital innovation in its
annual reports; however, the relationship between e-commerce, online
communications, and CRM and the concrete results such as emblem focus, loyalty,
and patron engagement remains ambiguous. This look at seeks to address this
deficiency by comparing the efficacy of Bunzl's virtual advertising in enhancing brand

performance.

Chapter-2: Literature review

This chapter presents a literature analysis that includes theoretical frameworks and
empirical evidence relevant to this research, analyzing the influence of Bunzl PLC's
digital marketing techniques on corporate brand performance. The document is
segmented into three sections: the theoretical foundation, two streams of literature
concerning objectives in digital marketing namely brand awareness/engagement and

brand loyalty/customer outcomes and a synthesis of the research gap.
2.1 Theoretical framework:

This research will make utilize a number of important theoretical viewpoints, such as
the consumer-based brand equity (CBBE) theory, the relationship marketing theory,
and the customer engagement theory. According to Keller (2003), the CBBE theory
proposes that brand equity is developed by gradually increasing the level of
awareness, association, quality, and loyalty perspectives. Digital marketing makes

the process of value creation more interactive (for more information, see Wimalasena

Page 2 of 12



and Jayasinghe, 2024). Several recent studies have shown that brand engagement
comprises cognitive, emotional, and behavioural investments in a brand, all of which
are enhanced by the use of digital touchpoints (Wimalasena and Jayasinghe, 2024).
In addition, the digital customer experience encourages engagement, which in turn
leads to loyalty (Kulshrestha and Kapoor, 2024). According to these hypotheses,
digital marketing initiatives have the potential to influence brand performance by

increasing brand awareness, engagement, and loyalty.

2.2 Key Themes:
Digital marketing - awareness / engagement:

There have been a number of studies that have indicated that digital marketing has a
beneficial impact on brand awareness. One particular study that focused on e-
commerce companies demonstrated that social media marketing, search engine
optimization, and influencer marketing greatly increase brand recognition. (ljiis and
colleagues, 2024). According to research conducted by Wimalasena and Jayasinghe
(2024), digital marketing is responsible for fostering brand engagement behaviour,
which is distinguished by the emotional, cognitive, and behavioural participation of
customers through customization, interaction, and response. To give one example,
As-Syahri and Zainal Abidin (2024) found that high-quality content shared on social
media platforms has the potential to increase brand visibility and encourage user
interaction with the enterprise. These findings are in line with the fundamental goal of
gaining an understanding of the benefits that digital marketing strategies offer in terms

of awareness and engagement.
Digital marketing, customer loyalty, outcomes, and brand performance:

Additional evidence that establishes a connection between digital marketing and client
loyalty as well as overall company success is also seen. Especially, digital advertising
and marketing strategies for inns discovered mixed effects: even as they did enhance
patron satisfaction, this did not necessarily bring about extended purchaser loyalty
(Anita et al., 2023). In step with the findings of other studies, the purchaser enjoys this
being provided online, which encourages involvement, which ultimately ends in loyalty
and acts as a mediating mechanism (Frontiers article, 2022). Moreover, studies
recommend that consumer engagement greatly predicts emblem loyalty (Zaware and

Deokate, 2025). These facts provide insights into the secondary reason, which is to

Page 3 of 12



assess the relationship between the implementation of digital advertising and
marketing techniques and the measurable performance of the logo.

2.3 Research gaps:

Although prior research has validated that digital marketing tactics can enhance brand
awareness, engagement, and loyalty, certain challenges remain unresolved. The
majority of the literature predominantly focusses on a singular facet of brand
performance, such as awareness or loyalty, without providing a comprehensive
analysis of the multiple elements of corporate brand performance to establish an
extensive framework. Secondly, there is a paucity of studies directly examining the
correlation between certain digital marketing strategies, including e-commerce
integration, online sales tools, online communications, and CRM, and brand
performance outcomes. Third, previous research emphasises the efficacy of
marketing, either broadly or in terms of short-term outcomes, neglecting its long-term
implications for firm reputation, consumer loyalty, and brand equity. Finally, as the
significance of digital marketing in consumer engagement increases, the intermediary
elements influencing engagement and loyalty, along with overall brand success,
remain inadequately researched. The proposed study will fill these gaps by providing
a comprehensive evaluation of how Bunzl PLC's digital marketing initiatives might

enhance many facets of corporate brand performance.

Chapter-3: Methodology

This chapter outlines how data will be collected and analysed to address the research
aim and objectives. It explains the research philosophy adopted, the research
approach, the methods of data collection and analysis, and the ethical considerations

underpinning the study.

3.1 Research Philosophy

Research philosophy relates to the basic beliefs in what reality (ontology) and
knowledge (epistemology) comprise, which will guide a researcher in his or her
practices and decisions (Library & Information Management, 2025). The positivist
philosophy is embraced in this research study since the study aims to quantify and
analyse relationships among digital marketing strategies and corporate brand
performance at Bunzl using quantifiable data. Positivism presupposes the existence

of an objective reality, which may be measured and standardised according to

Page 4 of 12



guantitative research, like questionnaires and structured tools, to verify the hypothesis
(Proofed, 2025). By embracing this philosophy, the findings will be grounded on
verifiable evidence, and generalisable conclusions will be made on the effect of digital

marketing on the performance of the brands.

3.2 Research Approach

The rational quantitative approach will be used as the method of investigation because
the objectives of the study are to investigate the effectiveness of digital marketing tools
and to assess the level of connection between these tools and the performance of
brands. The relationship between digital marketing and brand awareness,
engagement, and loyalty can be studied using this method. Hypotheses that are
theory-driven can also be tested using this method. The quantitative data that is
acquired via the use of this technology may be statistically processed, which will
provide rigour and clarity in the evaluation of the influence that digital initiatives
implemented by Bunzl have had on quantifiable brand performance outcomes (Library
& Information Management, 2025). A approach that is consistent with the positivist
worldview and contributes to the production of outcomes that are empirically grounded
and generalisable is the deductive method.

3.3 Research Methods

The information will be gathered through a structured online survey that will be sent to
managers, marketing professionals and customers who are related to Bunzl in the
selected markets. The questionnaire is going to comprise validated scales to assess
the perceptions of digital marketing approaches (e.g., e-commerce platforms, online
communications, CRM tools, etc.) and corporate brand performance indicators, such
as brand awareness, engagement, loyalty, and reputation. A quantitative survey is
suitable, as it is able to cover a wide population, give similar data and enable statistical
testing of the association between variables. The statistics will be analysed to
determine the differences in brand performance as predicted by digital marketing
tactics using statistical software, carrying out descriptive statistics, correlation
analysis, and regression modelling (Library and Information Management, 2025;
Proofed, 2025).
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3.4 Ethical Considerations

The research will take place ethically. The informed consent will make the participants
aware of the study purpose, procedures, voluntary participation, and the use of the
data (Scribbr, 2025). Anonymity and confidentiality will be guaranteed through
anonymisation of the responses and ensuring safe storage of the data (GeoPoll,
2025). By asking the survey questions in a neutral manner and permitting the subjects
to drop out at will without punishment (Qualtrics, 2025), minimizing harm and bias will
be achieved. Lastly, the transparency and integrity will be ensured by ensuring a clear
documentation of the research process, methods and limitations, and a disclosure of
any source of funding. Since the information is corporate-sensitive, the necessary
permissions and non-disclosure agreements will be received to ensure the

preservation of the valuable information of Bunzl (TAMUCC, 2025).

3.5 Research Feasibility

The study is possible, as the data on its digital marketing activities and company
performance is publicly available to Bunzl, which constitutes a sufficient basis of
secondary data (Bunzl PLC, 2025). Structured online questionnaires can be used to
gather primary data on the target audience of managers, marketing professionals, and
customers, and the process can be completed in a short period of time. The
guantitative approach guarantees the measurement and analysis of the results within
the time and resources that can be used. The issue of ethical protocols, such as the
protocols of informed consent and confidentiality, is well implicated and is handled. In
addition, statistical software analysis is available, which means that it is feasible and

attainable to evaluate the effect of digital marketing on brand performance.

3.6 Expected Findings

This research is expected to find out that the digital marketing practices within Bunzl
PLC, such as e-commerce improvements, digital communications, and CRM tools,
can statistically significantly positively affect corporate brand performance. This is
likely to be realised in the form of increased brand awareness, good customer
engagement and brand loyalty. The existing literature shows that the digital marketing
campaigns have the potential to improve brand recognition and loyalty, and their
impact has been measurable in other corporate situations (Nyange, 2024). These
results will give empirical data on the relationship between the digital strategies of

Bunzl and the actual brand performance.
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3.7 Limitations

This study has several weaknesses. First, the study primarily relies on survey data,

which may be affected by respondent bias or low response rates, thereby limiting its

generalisability. Second, the studies are targeted on how the digital marketing

techniques of Bunzl are regarded, and they may not replicate all inner strategic

distinctions and lengthy-time-period emblem overall performance effects. Thirdly,

there are constraints in terms of time and sources used, and that limits the scope of

analysis in terms of sample size and geographic coverage. Lastly, considering it is a

cross-sectional look, the research may not seize changes in the effectiveness of virtual

advertising and marketing or logo overall performance over the years.

3.8 Timeframe

Phase/Task Start Date End Date Duration

Topic  Finalisation & Proposal | 7 Nov 2025 13 Nov | 1 week

Approval 2025

Literature Review 14 Nov 2025 | 27 Nov | 2 weeks
2025

Research Methodology & Instrument | 28 Nov 2025 | 4 Dec 2025 | 1 week

Design

Data Collection (Survey/Responses) |5 Dec 2025 18 Dec | 2 weeks
2025

Data Analysis & Interpretation 19 Dec 2025 |1 Jan 2026 |2 weeks

Drafting Findings, Discussion & |2 Jan 2026 15 Jan 2026 | 2 weeks

Conclusion

Editing, Proofreading & Formatting 16 Jan 2026 29 Jan 2026 | 2 weeks

Final Submission Preparation 30Jan 2026 | 3 Feb 2026 |5 days
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Conclusion

This study aims to evaluate how the virtual marketing strategies of the Bunzl company
emblem impact brand performance. The observer highlights how the measurements
can cause better emblem focus, customer involvement, and purchaser loyalty, with a
focal point on activities like e-trade development, digital communications, and
purchaser dating management technologies. The examination uses a positivist logical
approach and positivist ideology. Quantifiable facts become accrued through the
usage of a survey. Notwithstanding regulations together with survey biases and
closing dates, the predicted results suggest a courting between digital advertising and
marketing and emblem overall performance. Usually, having a look at it provides
beneficial insights to improve the logo's strategic control and digital advertising

performance.
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