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Executive summary
Subway, founded by 17-year-old Fred DeLuca, has become the market leader in the sub and sandwich shop sector with a reputation for healthy fast food. Despite yearly revenues exceeding $6.3 billion, the company has expanded to over 28,000 locations globally. Subway's marketing strategy focuses on freshness, health, and customized sandwiches. In Europe, its concept of freshly crafted sandwiches on freshly baked bread has been successful, with customers recognizing its outstanding service and adaptability.
Introduction 
Subway has maintained its position as a pioneer in the fast-food market despite the ever-changing and fiercely competitive landscape of chains. Since its founding in the summer of 1965 by the ambitious 17-year-old Fred DeLuca, more than 40 years have passed, and Subway has continued to change to accommodate customers' shifting needs and tastes. With an ongoing dedication to offering healthier substitutes for conventional fast food, Subway has not only prospered but also surpassed $6.3 billion in sales annually (Kotler, 2020).                                                                                                                                               In addition to its remarkable financial accomplishments, Subway's success story is highlighted by the multiple honours and recognitions it has accumulated during the previous 43 years. As a brand, Subway has distinguished itself in the fast-food industry by becoming associated with freshly made sandwiches (Aaker & Joachimsthaler, 2000). Serving freshly cooked sandwiches on freshly baked bread, customised in front of consumers, is an inventive marketing tactic that has proven successful both locally and internationally.                                                                                                         However, in a world where consumer preferences and business dynamics are continuously changing, Subway recognises the need of staying ahead of marketing trends. In this marketing plan, we look at Subway's strategic decision to use Twitter as a major platform for its digital marketing operations. Twitter, a social media behemoth, provides a unique platform for Subway to communicate with customers, promote menu items, and increase brand visibility.                                                                                                          This marketing strategy explains Subway's aims, methods, and the role of Twitter in attaining them. In a constantly changing digital landscape, Subway intends to use Twitter to stimulate real-time customer engagement, provide diverse information, and react to changing consumer preferences (Harker & Brennan, 2003). The following parts present a complete roadmap for Subway's journey to efficient Twitter-based marketing, assuring its continued success in the competitive fast-food industry.
[bookmark: _Hlk156679567]Rationale for Twitter
Twitter was chosen as the key platform because of its real-time engagement possibilities, large user base, and relevance to Subway's marketing objectives. Twitter's features coincide with Subway's goals of connecting with customers, promoting new goods, and improving brand perception.


Objectives
The marketing plan aims to:
· Increase brand engagement on Twitter by 20% within the next year.
· Launch two successful Twitter campaigns promoting new menu items.
· Strengthen Subway's reputation as a sustainable and health-conscious brand.
· Achieve a 15% growth in online sales through Twitter promotions.
[bookmark: _Hlk156679615]Situation Analysis
The worldwide fast-food sector is undergoing a dramatic upheaval, fuelled by shifting consumer preferences and a greater emphasis on health and sustainability. Traditional fast-food restaurants, once synonymous with convenience and indulgence, are now facing the challenge of catering to a more health-conscious and ecologically conscientious client base.                                                                                                                                                   McDonald's, Burger King, and Wendy's are among the market's fiercest competitors. These established companies have long been major participants in the fast-food industry, relying on their large networks, famous menus, and marketing prowess to maintain market share (Hoyer and MacInnis, 2001).                                                                              However, as customers seek healthier and more sustainable food options, new opportunities and difficulties arise. Fast-food restaurants must now develop their menus, adopt ecologically sustainable procedures, and communicate with customers in ways that reflect their changing values and priorities. In this changing context, Subway's strategic use of Twitter intends to put itself at the forefront of these changes, catering to the tastes of a new generation of fast-food customers.
SWOT Analysis
Subway's SWOT analysis provides a thorough assessment of the company's internal strengths and weaknesses, as well as the external opportunities and threats it confronts in the fast-food sector.
Strengths:
· Subway is a well-established and widely recognised brand on a global scale. Its long-standing presence has earned clients' trust and loyalty.
· Customisation Options: One of Subway's primary competitive advantages is its ability to provide customers with customisation options. The "Build Your Own" idea allows customers to customise their sandwiches to their exact specifications, delivering a more personalised dining experience.
· Subway has positioned itself as a healthy option in the fast-food industry. With a menu centred on fresh ingredients and customisable salads, it appeals to health-conscious customers looking for healthful options.
Weaknesses:
· The fast-food sector is extremely competitive, with large players such as McDonald's, Burger King, and Wendy's dominating the market. Subway is under constant pressure to distinguish itself from these competitors.
· Subway has been reluctant to fully realise the possibilities of digital marketing and social media, restricting its reach and connection with tech-savvy customers (Kotler & Armstrong, 1997).
Opportunities:
· Rising need for Healthier Fast Food: As consumers prioritise health and wellness, Subway is well-positioned to address this need, thanks to its emphasis on fresh ingredients and customisable, nutritional menu options.
· Social Media Marketing: Using platforms like Twitter allows Subway to communicate with its audience, share its dedication to healthy eating, and effectively promote its menu selections (Harker et al., 2008).
Threats:
· Changing Dietary Trends: Changes in dietary habits and trends can jeopardise Subway's traditional menu options. It is critical to remain responsive to changing consumer preferences.
· Poor Online Reviews: In the age of digital transparency, poor online reviews can quickly damage a brand's reputation. Subway must aggressively manage its web presence in order to address criticism and project a positive image.
Incorporating these factors into Subway's marketing strategy, particularly on Twitter, will be instrumental in capitalizing on its strengths, mitigating weaknesses, seizing opportunities, and defending against potential threats in the fast-food industry.
Target Audience
Subway's target audience includes health-conscious individuals, millennials, and families seeking quick, nutritious meals.
Digital Marketing Strategy
Theoretical Framework
The marketing strategy for Subway's Twitter campaign is founded on Social Media Marketing theory, which emphasises the importance of social media platforms in brand engagement and customer connection (Harker et al., 2003). Twitter, as a microblogging network, provides unparalleled chances for real-time communication and engagement with a large audience, making it an excellent fit for Subway's digital marketing strategy. Subway hopes to establish deep connections with its customers by employing social media engagement theories, which will ultimately drive brand loyalty and growth.
Content Strategy
Subway's content strategy on Twitter will include a variety of content formats, such as menu highlights, sustainability initiatives, and captivating customer anecdotes. The tone of the content will be informed, personable, and relatable, reflecting the brand's principles of freshness and customer-centricity. This strategy is based on content marketing theories (Forbes, 2020), which emphasise the need of providing valuable and relevant information in order to engage and maintain an audience.
[bookmark: _Hlk156679991]Engagement Techniques
Twitter's engagement strategies will be aimed to stimulate active participation from the audience. Twitter polls, sweepstakes, user-generated content campaigns, and interactive postings will be used as strategies to encourage customers to share their experiences and preferences. These strategies are based on social media engagement theories, which recognise that promoting two-way communication and immersing the audience increases brand engagement (Dollwet, 2019).
[bookmark: _Hlk156680013]Hashtag Strategy
Subway will use a hashtag approach that combines trending and branded hashtags. This strategy attempts to boost the exposure of Subway's tweets while also allowing the brand to join in relevant Twitter conversations. Using trending hashtags coincides with social media marketing theories that emphasise the need of remaining current and relevant in online discussions (Kotler, 2020).
[bookmark: _Hlk156680067]Influencer Collaborations
Collaboration with food influencers and dietitians is consistent with the concepts of influencer marketing. These collaborations will help Subway build credibility and reach a larger audience by utilising the influencer's established following and experience. This method is supported by theories that highlight the significance of influencer endorsements on customer behaviour (Aaker & Joachimsthaler, 2000).
Crisis Management
Subway has a strong crisis management plan in place to deal with any unfavourable web incidents quickly and effectively. This readiness is guided by crisis management theories, which emphasise the necessity of preparation, clear communication, and effective resolution in dealing with online crises (Reidhead, 2021).
By incorporating these theoretical frameworks and methods into its Twitter campaign, Subway hopes to establish a dynamic and engaging online presence, strengthen consumer relationships, and effectively handle any hurdles that may develop in the digital realm.
[bookmark: _Hlk156680259]Campaign Planning
[bookmark: _Hlk156680338]Twitter Campaign Concepts
Subway's Twitter campaign will focus on the conception and implementation of innovative and engaging Twitter campaigns. These campaigns will focus on many facets of Subway's business, such as seasonal promotions, the introduction of new menu items, and the promotion of environmental initiatives. Subway hopes to capture and engage its Twitter following by matching these campaigns with specific events or themes.                                                                                                                                                                  Seasonal promotions will allow Subway to capitalise on the excitement and expectation that comes with changing seasons and holidays. Subway, for example, can run summer-themed promotions with new menu items or build festive marketing for holidays such as Thanksgiving and Christmas. These efforts will be inspired by seasonal marketing theories, which emphasise the importance of timing promotions with the cultural and seasonal calendar (Baker, 2000).                                                                                            Introducing new menu items using Twitter campaigns will keep customers updated about Subway's product advancements. These campaigns will use content marketing tactics, emphasising the value of informational and visually appealing content to pique clients' interest and anticipation (Kotler, 2020).                                                                          Subway's brand identity relies heavily on highlighting its sustainability efforts. Twitter promotions focusing on sustainability will promote Subway's commitment to environmental responsibility, catering to the growing demand for eco-friendly dining options. These ads are consistent with the philosophy that emphasises the value of socially responsible marketing and sustainable activities (Kotler, 2020).
[bookmark: _Hlk156680408]Content Calendar
To ensure the success and consistency of Subway's Twitter efforts, a well-structured content calendar will be used. This calendar will detail the timing and frequency of articles, campaign launches, and content scheduling for the entire year. It will combine content planning and management theories, emphasising the importance of a deliberate and organised approach to content dissemination (Kotler, 2020).                              The content calendar will also account for the seasonality of Subway's promotions, ensuring that promotional activities are well-timed and coincide with key events or seasons. Subway can maintain a consistent and engaging online presence by using a content calendar to keep its Twitter followers informed and engaged.
Budget Allocation
Effective budget allocation is critical for the successful execution of Subway's Twitter promotions. Resources will be strategically allocated to assist campaign execution, content creation, and promotion. This allocation will consider the individual needs of each campaign, ensuring that Subway maximises its return on investment (ROI) while staying within the assigned budget.                                                                                                                 The budget allocation approach is based on marketing resource management theories, which emphasise the importance of allocating resources wisely in order to achieve marketing goals (Kotler, 2020). Subway will prioritise areas with the greatest impact on campaign success, such as content quality, promotional activities, and influencer partnerships.                                                                                                                    Subway hopes that by using these campaign planning tactics, it will be able to produce interesting and effective Twitter campaigns that resonate with its audience, promote brand engagement, and help it reach its marketing goals.
Implementation
Execution of the marketing plan will involve assigning roles and responsibilities and launching campaigns on Twitter.
[bookmark: _Hlk156680859]Adjustment and Optimization
· Performance Metrics and KPIs: Subway will develop key performance indicators (KPIs) that are linked with its campaign objectives. These KPIs could include indicators like engagement rate, click-through rate, conversion rate, and follower growth. Monitoring these indicators allows Subway to obtain insight into campaign performance and identify areas for improvement.
· Audience Analysis: In order to comprehend the tastes, actions, and feedback of its Twitter followers, Subway will regularly analyse this audience. Subway can better personalise its material to connect with its followers by obtaining information into the demographics and interests of its audience.
· Competitor Benchmarking: Keeping an eye on rival companies' social media accounts, like Burger King and McDonald's, can yield insightful information about market trends and business tactics. Subway is able to modify effective strategies and stay clear of market traps. 
· Real-time Engagement: Subway will rapidly reply to messages, comments, and mentions on Twitter in order to actively interact with its followers. In addition to improving client relations, this real-time communication allows for prompt resolution of any possible problems.
· Evaluation of Influencer Collaborations: The effect of Subway's influencer partnerships on engagement and brand awareness will be taken into consideration when assessing these partnerships. Influencer partnerships will be adjusted as necessary.

Conclusion 
In conclusion, Subway's Twitter-based marketing strategy is a calculated attempt to bolster its market share in the fast-food sector and adjust to changing consumer tastes. Twitter is a dynamic and interactive platform that provides an excellent means of engaging with the target audience.                                                                                                                        Subway understands how important it is to match its marketing tactics to current consumer expectations and trends, and Twitter is the perfect venue for this kind of work. Subway is committed to providing value to its customers while keeping a competitive edge in a market that is changing quickly. This is seen by its efforts to increase brand engagement, promote sustainable practices, and boost online sales. In order to craft an engaging and genuine brand narrative that connects with its Twitter followers, Subway integrates social media marketing theories, content strategies, interaction tactics, and influencer partnerships.                                                                  The budget allocation, performance indicators, and content calendar all work together to provide a methodical, data-driven approach to campaign planning and execution. Subway is committed to provide its audience with a relevant and engaging experience, as evidenced by its readiness to modify, optimise, and alter its Twitter marketing activities in response to real-time data and feedback.                                                                                   As Subway launches on this Twitter marketing journey, it hopes to strengthen consumer relationships, develop brand loyalty, and contribute to its overall marketing goals. By incorporating Twitter into its digital marketing plan, Subway positions itself for future growth and success in the competitive fast-food industry.
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