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  Introduction 
Subway is originally a American formed fast food franchise. Subway is a brand known world wide, but like any business has problems. Subway was started by Peter Buck and Fred DeLuca. Its first restaurant was opened up in a place called Bridgeport which is in the U.SA. this store opened in 1965. Subway as a brand since has grown and currently operates in over 100 countries and has approximately 44,000 restaurants worldwide. The franchise which mainly generates income on the sale of sandwiches and salads is considered the largest restaurant franchise in the world. To this day Subway is still currently owned by the same company, Doctor’s Associates, Inc.
“Subway grew rapidly during the 1990s, with the number of stores increasing from about 5,000 in 1990 to about 13,200 in 1998, second only to McDonald's. System-wide gross sales increased from about $1.1 billion to approximately $3.2 billion over the same period. As of 1998, owners DeLuca and Buck split about $320 million in annual profits. The store failure rate in 1999 was only 1 percent, down from 2 percent in earlier years. By 2000, sales had climbed to $4,720 million. In 2002, Subway finally overtook McDonald's as the largest restaurant chain in the country with 13,247 stores (148 more than McDonald's).” (Encyclopedia.com, 2019)
PESTAL Analysis
[image: PESTEL ANALYSIS]A PESTEL analysis is a tool that people use to analyse many factors that may have a negative impact on a business performance. PESTEL stands for Political, Economic, Social, Technological, Environmental and Legal factors.
In a market that is growing increasingly competitive, It is essential for any business to proactively seek ways to gain competitive advantage. This assignment will about Subway, the fast food chain, The completion of the assignment will breakdown and examine many factors of the business. I will also do a SWOT analysis, PRESTLE analysis, talk about some marketing strategies.
Situation analysis
Subway stores are always in a completive surrounding environment and it is certain that there is not the only fast food place nearby. This means they have a lot of competition. There are both internal and external factors which affect the business competitiveness. I will now go on to talk about the two.
Internal environment
Subway employees have a operation manual which ensure all staff are trained on customer server and the high standard the book teaches. (SUBWAY Operations Manual, 2018). Having this book and operations throughout the stores has promoted the growth of the stores over the years it has been implemented
Subway is branded and advertised to be healthy and low in fat. Subway also is greatly dedicated to the community and this has been accomplished through environmental conservation, through coming up and branding green inventiveness, teamwork, enhancing diversity.
To be able to capture the increasing trend of home food delivering services, Subway has recently introduced home delivery service whereby customers can order their food on their mobile phone and have it delivered to their home. This has increased businesses as it is more accessible and has reached a lot more people. If it is raining they can ordered instead of getting wet, if the store is along walk then they can have it delivered. There are many reasons why this improves the business.
External environment
The fast food business is highly competitive, and Subway restaurants have to compete in a market with the likes of Greggs, Mcdonalds, small sandwich shops, Costa coffee, Starbucks and KFC. This means that in order for Subway to retain the market they must be innovative and come up and improve there marketing skills.
During Subways business life legal factors have affected the company. In 2010 Subway lost a high court appeal to pay VAT on hot sandwiches. This has had a negative affect on the company as the VAT charge was passed directly onto the company and not the franchise this meant prices of sandwiches has slowly increased in prices over the years. This may lead to customers finding else where to go.
Political factors also threaten the Subway, given that it operates in over 100 countries globally. Changes or updates in regulations and other political factors could impact in different countries.
Target Market
Subways customer focus consist of young adults ranging between age 15 and 40, and also people who are more health conscious and prefer healthier food over unhealthy fast food joints.
SWOT Analysis
Strengths
Subway is the largest franchise that operates in 100 countries. It is a very dominant brand in the market.
Subway as a brand is recognised throughout the world typically due to its high number of stores which are located on highstreets and also places such as petrol stations and hospitals.
Being keen to associate subway brand to healthy sandwiches which would increase popularity in recent years Subway has partnered with the BHS (British Heart Foundation). This can make customers more enticed to go to Subway rather than another place.
Global presence can only mean that more customers will recognise the brand and will influence more individuals.
Weaknesses
Weaknesses of Subway include lack of freedom given to franchises over their promotional campaigns. I consider this to be a weakness as all stores have to have the same promotion whilst better for constancy throughout the brand I think individual stores know what sells better in their store and should be able to have more control over promotions.

Since not all subway products are halal certified this will affect a number of people (mainly muslims) as a result, Subway are losing potential customers as the halal food market would open up a whole another market of appoximatly 1.4billion people. Shops which are halal certified they would have a competitive advantage over subway.
Subway sandwiches can become soggy easily which is a weakness, Subway can overcome this by serparating there dressing for takeaway orders.
Bread nutritional content: Subway has come under scrutiny due to the use of more corn syrup which is high in fructose as opposed to the use of whole grains (Nelson, 2010).  The image of Kids’ Pak. (Official SUBWAY Restaurants’ Web Site 2008)Kids’ Pak®, a specially designed meal package for children that includes a sandwich prepared on a 4-inch round deli-style roll, a fruit roll fruit snack, a 100% juice box and a toy premium. (Subway Singapore 2008) (Is it possible for this paragraph to shift to beside the above pic?) Hence, Subway Singapore should widely advertise on the availability of such kids meal to gain more consumer awareness of the product. This can be done through posters and TV advertising, especially on Kids Central – Singapore’s local channel for kids, where children are the main viewers. This way, it will appeal greatly to them and parents will see the meal as a great option for a healthier meal as fats contained within the Subway’s Kids’ Pak – similar to Subway Fresh Fit for Kids is much lesser than in Kids’ Meal offered by McDonald’s and Burger King. (Subway Fresh Fit n.d.)
Restriction on suppliers
Subway restaunts require them to buy products from a selected Subway supplier, this limits there bargaining skills and forces stores to only buy from there supplier. I also considered this to be a weakness as stores cannot out source there products.
Opportunities
[bookmark: _GoBack]An chance for  n global expansion still is possible for the company
Diversity
The existing Subway menu is limited and the franchise could profit from diversifying into other food products and widening their menu.
Partnerships with other companies and brands would help promote Subways brand name.
Marketing objectives
The focus of the Subway would be to develope the market development in order to ensure that it stays ahead of rivalry through enticing new clients and retaining current ones.
The marketing objectives are as follows:
Franchise more stores, this will increase the brand recognition and increase sales, this is because more stores means more people will be local to a Subway store and may entice them to come in.
To improve sales by gradually and consistently.
To increase brand and customer awareness by 20% in the one year.
To implement delivery platform in all stores to increase profits and awareness.
Marketing strategy
It is imperative for Subway to reflect its market before seeking the option of reaching out to customers. Therefore, a survey of the market would be a definite before implementing a strategy. This would be in order to determine the potential market and strategies to enhance competitiveness. The main strategies will include pricing and promotional strategies.
Pricing strategies
Subways target is to improve its sales by 20% by the end of the year and this will be achieved in many ways such as using pricing strategies. One of the main ways of achieving this will be to offer one price for almost all of its subs. This will form of single-price point where customers will pay one price for most sandwiches. This would be expected to increase the level of sales. This will attract more customers. Reducing and levelling out the prices of the products will cost the company approximately 2.5% of its profit margin per sandwich, this move will however be counteracted by the increased volume of sale.
Promotional strategies
There is currently a increased use of home delivery food service as this can be used a promotional tool for Subway. This emanates from the fact delivery services as had a high increase and promotional offers are likely to increase the level of attention to order. Subway will enhance this promotion through social networking sites such as Facebook, twitter and more sites.  Social networks sites have a huge impact on business development. Social networks have been found to be of great impact in business development (Kaplan & Haenlein, 2010; Walter, 2010) Promotional strategies can also involve giving out vouchers to repeat customers and for online customers and customers visiting the branch. This will increase the market share significantly. Implementation of the promotional strategies will cost the franchise will cost £15,000.

The main marketing goal of Subway ought to be to entice a greater amount of cliente and this can be complete only by increasing promotion efforts. More combo meal deals should be available and mark-down pricing should be put in place in order to entice clients during non-peak qieter hours. Demand can also be increased by highlighting more on health matters and by supporting causes relating to health. Advertisement movements should be as consistent as possible, varying only to meet the different countries in order to uphold an consistent brand image as possible.
Conclusion
The marketing plan written above will aid as a guide throughout the implementation of the marketing strategies aimed at promoting the profitability of the company. It is notable that Subway has its own strengths and weaknesses and that a significant level of factors impact the franchise both at the internal and external level. In order to ensure that marketing plan works out well, the firm must ensure that the company’s strengths are used to overcome the weaknesses and threats. Through the pricing and promotional strategies, the franchise should be in a position to improve its market position.
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