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[bookmark: _Toc38696495]Executive summary
This report is to develop a marketing planning for Subway with SOSTAC model to analyse Subway’s situation, objectives, strategy, tactics, actions and control in detail. 
Subway is a privately owned restaurant chain selling sandwiches and salads founded in the US, and has more than 44,000 stores around the world. Although Subway’s franchise growth model helps ensure lower operating costs, it is argued that Subway controls too much over their franchisees. At present, Subway’s major competitors are McDonald’s, KFC and Burger King.
Furthermore, Subway’s main objective is to increase market share by 5% within the next year of operation and open another 200 stores in the UK at the same time. In order to achieve this goal, Subway develops Ansoff matrix including market penetration, market development, product development and diversification strategies to conduct business, with more detailed tactics in seven areas: product, price, place, promotion, process, people and physical. 
Besides, actions such as implementing CRM and CSR, updating menus and promotions, improving physical environment and geographical are analysed. Then, provide control analysis to monitor the process of action, including KPIS analysis, food quality control and potential such as getting stuck between diversification and other strategies.
Overall, Subway has advantages to enlarge their market share in the UK, and has potential to surpass KFC’s brand value. The whole marketing planning is consistent to achieve the objectives, although some potential risks should be avoided, and it will be more feasible and achievable with following recommendations:
· Attract more potential franchisees.
· Optimize the location of stores
· Continue to “Eat health” to keep customers’ healthy lifestyles.
· Maintain good CRM.
· Rise staff basic salary to at least 8 pound per hour.
Executive summary

· Redecorate the restaurant’s interior design.
[bookmark: _Toc38696496]1 Introduction
1.1 [bookmark: _Toc38696497]Report Remit
This report aims to develop a marketing plan with a detailed environmental analysis of Subway. From a perspective of Subway’s marketing manager, firstly the background information of Subway is given. Then to prevail in the fast food market, this report applies SOSTAC model to analyse Subway’s situation, objectives, strategy, tactics, actions and control in detail. Finally, based on the main findings, make recommendations for Subway.

1.2 [bookmark: _Toc38696498]Introduction of Organisation
Subway is a privately owned fast food restaurant in the US, and its main products are sandwiches and salads. It is one of the fastest growing franchises in the world (Herold, 2015), with over 44,000 branches in more than 100 countries/regions by April 2020, and has around 384,000 employees. The UK has the most Subway stores in Europe by February 2019, up to 2443 (Statista, 2019b). Subway is also the third largest restaurant chain in the world after McDonald and KFC.
The first store was opened in Bridgeport, Connecticut in 1965. By 1974, there were 16 Subway shops in this region (Subway, 2020). Considering they did not have enough funds to open more, they began franchising, therefore at present, all Subway restaurants are owned and operated by local business people, who choose the place for their Subway restaurant. 

1.3 [bookmark: _Toc38696499]Definitions of Major Concepts
This report goes through SOSTAC model, a marketing model developed by Paul R. Smith in 1998 (Anathasia, 2011). The name of this model is actually an acronym for the six components of marketing analysis: situation, objectives, strategy, tactics, action and control (Chris, 2002), and their major concepts are as follows:
· Situation: Before conducting strategy, marketing managers need to understand an organisation’s situation, including internal and external environment, existing competitors and other situations that may affect the marketing planning (Smith, 2020).
· Objective: this element is fairly simple in the sense that an individual must say what specific goals are required.
· Strategy: Strategy involves an overall approach to achieve the desired goal, which is regarded as the most important elements of SOSTAC model.
· Tactics: Tactics are linked to strategy in that they provide a better overview of the specific measures required to implement the established strategy. 
· Action: After figuring out what should be done and how it will be done, marketing manager needs to determine who will be responsible for doing it. It is basic to assign tasks, roles, and responsibilities in this process.
· Control: Ultimately, the possibility of success should be measured, and marketing manager should define how to measure whether the marketing planning is successful or not by using various metrics (Joan, 2012).
[image: ]
[bookmark: _Toc38696435]Figure 1 diagram of SOSTAC model (Smith,1998)
As it is shown in Figure 1, SOSTAC has a simple logical structure based on a detailed situation analysis that informs subsequent strategic and tactical decisions (Joan, 2012). To be more specific, environmental analysis helps businesses get ready for marketing campaigns, then SOSTAC focuses on the implementation stages of the process (John, 2002). Marketing experts adapt SOSTAC to both direct marketing and digital marketing. 
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[bookmark: _Toc38696500][bookmark: OLE_LINK1][bookmark: OLE_LINK2]2 SOSTAC Analysis of Subway
[bookmark: _Toc38696501]2.1 Situation Analysis
[bookmark: _Toc38696502]2.1.1 SWOT Analysis
SWOT analysis is a measure to investigate the internal and external environment of a specific organisation (Quincy, 2016). Table 1 highlights Subway’s strengths, weaknesses, opportunities, and threats.
[bookmark: _Toc38696441]Table 1 SWOT analysis of Subway (Delong, et al. 2012)
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Strengths
With a leading position in fast food market, Subway has strengths as follows:
· Worldwide brand recognition - Subway is well-known worldwide. With over 44,000 branches in more than 100 countries/regions, Subway has strong position in fast food market (Delong, 2012). The reliable distribution network of Subway that covers most of its potential and non-traditional markets, including hospitals, military bases and supermarkets. 
· Healthy and customizable menu offerings – with cooperating with reliable suppliers, Subway’s menu reflects demand for fresh, healthy and fast (Subway, 2020), and the product innovation is allowing customers to determine their own sandwiches, which also leads to high customer satisfaction.
· Better franchise start up – the cost of Subway’s franchise start up is relatively lower than its competitors’ and the structure is well-organised.
· Partnerships with Britain and American Heart Associations - Subway has received certificates from both organizations, which makes it be at advantageous position than other restaurant (Simms, 2011).
· All restaurants are owned by franchisees - Subway does not have its own restaurants, so there is less risk, allowing Subway to pay more attention to marketing and franchise development. As some of franchisees are woman, make Subway win reputation (BBC, 2017).
Weaknesses
However, Subway still needs some improvements to avoid its weaknesses.
· Outdated decorations - Subway restaurants’ interior design quality is poor, compared to its competitors, the decoration of Subway is less attractive or comfortable.
· Inconsistent service among stores - The delivery service varies from store to store.
· Too much control over franchisees – It is argued that Subway exerts too much control over franchisees, which makes some franchisees unhappy (Ovidijus, 2013).
· High employee turnover - The Subway provided job is usually low-paid and low-skilled, leading to poor performance and high employee turnover and increasing training costs of Subway (Forbes, 2017).
Opportunities
· The increasing demand for healthy food - This is an opportunity for Subway to grow and further introduce foods that are lower in fat, salt and nutrients.
· Online promotion - Subway can take advantage of the opportunity to deliver food to families and expand its impact on customers (Simms, 2011).
· Continue to revise new menu – to satisfy all kinds of customers especially those new customer groups who have changed eating habits.
· Attract children group – partnering with toy factory or provide children’s packaging.
Threats
· Intense competition - McDonald’s, Burger King, KFC are Subway’s major rivals, as there would be price war among them, the pricing strategy of Subway makes sense. Another consideration is the new competitor’s entrant. As local distributors are increasing, it is also a threat for Subway to generate margins (Ovidijus, 2013).
· Currency fluctuations influence - Since the company runs in various countries and regions, it is influenced by currency fluctuations.
· Different local policy - Due to policy changes in these markets, Subway may face various liability claims, like different Health and safety guidelines.
· Food contamination – Some regions face severe pollution of Subway’s raw materials.

[bookmark: _Toc38696503]2.1.2 PESTEL Analysis
PESTEL analysis aims to measure an organisation’s macro environment.
Political factors
As a result of the recent elections in the US and Brexit in the UK, there is uncertainty about trade agreements and market access, and some change may appear in these areas, but it will take some time (Dhingra, et al. 2016).
Economic factors
Since the financial crisis in 2008, UK’s economy has slowed, the moderate growth in disposable income and consumers' cautious attitude have affected retailers such as Subway, whose unit income has decreased (Peterson, 2016). Due to the spread of coronavirus recently, the exchange rate of pound has also declined.
Social factors
Sociocultural factors may be influenced by organisational behaviour and whether it is considered responsible behaviour (Johnson et al., 2014). Jared Fogle, “the Subway guy”, became famous for losing 200 pounds while eating sandwiches at the Subway, resulting in significant growth at the Subway (Forbes, 2017).
Technological factors
Build digital ordering ecosystem - Olo, the US-based digital ordering platform, has teamed up with Subway to integrate digital ordering directly into the chain’s outlets (Marketline, 2020). It allows Subway to benefit from correct pricing and menus, while in-store orders are automatically directed to the restaurant's point-of-sale and order management systems, improving operational efficiency and the guest experience.
Environmental factors
The weather in the UK may affect the production of Subway’s raw materials as well as their transportation. Besides, Subway should be social responsible for not using antibiotics in meat and the addition of azodicarbonamide additives in bread (Peterson, 2016)
legal factors
Subway is a foreign company in the UK, it should pay attention to local intellectual and employment law, and needs to protect customers’ personal details, SubCard and their financial status (Subway, 2020c).

[bookmark: _Toc38696504]2.1.3 Competitors Analysis
It is estimated that Subway’s annual revenue is about $ 10.4b with over 384,000 employees, and its major competitors include McDonald’s, KFC and Burger King. Founded in 1940, McDonald's is headquartered in Chicago, Illinois, and has $10.7 billion in revenue over subway. McDonald’s is also regarded the biggest competitor of Subway, while according to Figure 2, Subway has 44000 stores, which is more than McDonald’s 3900 stores, and Subway distribute more widely than McDonald’s worldwide (McDonald’s, Subway, 2020).
[image: ]
[bookmark: _Toc38696436]Figure 2 The Distribution of both Subway and McDonald’s (McDonald’s, Subway, 2020)
KFC is the second biggest competitor of Subway. Founded in 1930, it is headquartered in Louisville, Kentucky. Compared to Subway, KFC has 360,000 fewer employees than Subway. Burger king is a private company founded in 1954 in Miami, Florida. Like subway, Burger King competes in the restaurant business, but has 353,500 fewer employees than Subway (Herold, 2015).
According to Statista (2020), among those four fast food restaurants, McDonald’s has the highest brand value, at $130368m. As KFC has only more $81m than Subway, Subway has opportunity to surpass it within several years. The brands value of four companies are shown in Figure 3.

[bookmark: _Toc38696437]Figure 3 Brands value of Subway and its major competitors (Statista, 2020)

[bookmark: _Toc38696505]2.1.4 Market Trends
According to Marketline (2019), the UK’s foodservice industry is projected to have 9.8 billion transactions in 2023, increasing by 5.2% since 2018 (See Figure 4).
[image: ]
[bookmark: _Toc38696438]Figure 4 foodservice industry volume forecast in the UK (Marketline, 2019)
The average annual growth rate of foodservice industry is up to 1.1%, which shows that Subway has opportunity to further expand their business in the UK (Marketline, 2019).

[bookmark: _Toc38696506]2.2 Objectives
Subway’s goal is to be the number 1 quick service restaurant (QSR) franchise in the world, while delivering fresh, delicious sandwiches and an exceptional experience (Subway, 2020).
In this section, the 5S model is applied to make objectives. The 5S were defined by PR Smith (2017), consisting of sell, serve, speak, save, sizzle, and it is a digital marketing framework to review and define the top-level goals of digital marketing in an organisation. As Subway’s marketing manager, should consider objectives both offline and online as follows.
· [bookmark: OLE_LINK3][bookmark: OLE_LINK4]Sell - customer acquisition
Achieve stable sales growth - increase the sale by offering in the products, targeting teens, introducing to more regions and conducting responsible marketing strategies.
· Serve – customer satisfaction
Pursue quick service – to provide quick service for customers, no matter online service or real store service.
Quality and food safety - Subway want to make the good quality with broader nutritional breadth and cheaper price to beat its competitors
· Speak – Engaging customers
Create mutual communication - Pay attention to customer’s feedback and their real reviews.
· Save – cost effective
Provide online promotion - to release human labour force and save basic daily expense.
· Sizzle – the wow factor
Food innovation - It aims to revise the menu to provide multiple food for different customer group, and make a good customer service in the market.

As those are general objectives, the overall objective should meet SMART principle, which means to be specific, measurable, actionable, realistic and time-related (Surridge and Gillespie, 2017). Based on previous discussed small objectives, there are three overall objectives that Subway should strive to achieve in this project (See Table 1):
[bookmark: _Toc38696442]Table 2 Subway’s Objectives (source: This Report)
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[bookmark: _Toc38696507]2.3 Strategy
Strategy is a way to achieve specific objectives based on planned route. Usually it converts strangers into customers and keeps them coming back. In this section, Ansoff matrix is applied. The Ansoff Matrix is proposed by Ansoff (1957), and it is a strategic planning tool that provides a framework to help managers devise strategies for future growth (Dawes, 2018).
[image: https://upload.wikimedia.org/wikipedia/commons/b/bc/Ansoff_Matrix.JPG]
[bookmark: _Toc38696439]Figure 5 Diagram showing the Ansoff Matrix (Dawes, 2018)
[bookmark: _Toc38696508]2.3.1 Market penetration
Market penetration occurs when selling existing products in existing markets (Doyle, 2011). At present, Subway is one of the largest fast food company all over the world, and it provides a wide range of food including sandwiches, salads, pasta and desserts. This is Subway’s major operations, and it has strong brand recognition with stores worldwide. At the same time, Subway conduct franchise sale, and there is an operating department allowing local people to invest to Subway and better penetrate in this industry.

[bookmark: _Toc38696509]2.3.2 Market development
There is market development if existing products sold in new markets. For Subway, as stated in its strength analysis, it has strong distribution network. They usually open stores in non-traditional sites including business centres, and stadiums, convention centres, hospitals, military bases and truck stops and then could open more stores in different international locations (Forbes, 2017). Furthermore, Subway should continue business during dinner and late night sales and provides smaller bread to children. Those distributions, longer operation time and new targeted customers all provide opportunities for Subway to conduct market development.

[bookmark: _Toc38696510]2.3.3 Product development
Product development is to design new products in previous markets. Subway has been innovated their products for years. As people prefer healthier food nowadays (Marketline, 2019), Subway has a team to develop new products in menu and test the marketing. They reduced the sugar of their products, and reductions include 25% for white bread and 15% for 9-grain wheat bread, and changed beverage company to Pepsi as it committed to conduct sugar reduction program (Subway, 2020b). Last but not least, it is also advisable to improve the restaurant design and furniture to make customers more comfortable.

[bookmark: _Toc38696511]2.3.4 Diversification
Diversification is that new products sell in new markets. Except for fast food industry, Subway entered real estate markets, mobile phone markets and financial markets to distribute and reduce their business risk through diversification. They have a team called Subway Real Estate Corp, to help franchisees with real estate leasing and negotiations (Siriwardena, 2009).

[bookmark: _Toc38696512]2.4 Tactics
The extended marketing mix (7P’s) is the combination of seven elements of marketing that aim to work together to achieve the objectives of a marketing strategy (Lee, et al., 2016). The marketing mix is important for Subway to expand business. 
[bookmark: _Toc38696513]2.4.1 Product 
The company provides a range of goods and services to target markets. Subway prides itself on providing the freshest ingredients and all their products are made on site. Customers can choose the ingredients they want, including sandwiches, salads, children's meals, side dishes, soups and beverages. Differing from most fast food chains, there is no fried or frozen food. However, the availability of some foods depends on individual restaurants and the country in which they are served. For example, there is no pork or beef on the menu, but a variety of Indian vegetarian items.
Current criticism in this regard is due to the lack of special options offered by major competitors, such as the breakfast menu, but McDonald's (Peterson, 2016). Meanwhile, consumers are worried about artificial additives sandwiches and meat treated with antibiotics in Subway.  Therefore, the best way to respond to them is to adjust purchasing habits to meet the needs of health-oriented customers.
[bookmark: _Toc38696514]2.4.2 Price
Price is a powerful factor in the marketing mix since it directly affects customers, companies, and the economy. Subway provides differentiated value pricing strategy for all quality fresh products and creates value products through the quality of service provided.
Because subway is a global restaurant, prices vary from country to country. Subway's pricing is slightly higher than the average sandwich on the market, especially compared to KFC and McDonald's. Instead of offering a valuable pricing strategy, they create valuable products through services. In the UK, a six-inch meatball sandwich typically costs £2.99, while a foot-long meatball sandwich costs £4.49. Similarly, a six-inch subway melted sandwich costs £3.99, while a foot-long sandwich costs £5.99 (Turrill, 2017). While many still defend subway's high prices, they argue that the restaurant maintains high quality food and provides a nutritional alternative to traditional fast food, whose high cost leads to high prices (Rees, 2017).

[bookmark: _Toc38696515]2.4.3 Place
[bookmark: OLE_LINK5][bookmark: OLE_LINK6]The geographical location of any business will affect its long-term operating strategy. Subway has more than 44,000 stores all over the country, and plans to have 100,000 stores worldwide by 2030, Subway’s distribution network makes sense. Subway uses its main outlets as franchises to develop new markets in non-traditional locations such as hospitals, military bases, stadiums and gyms, convenience stores, convention centres, hospitals, military bases, tourist centres or truck stations (DeLong, 2012).
In addition, the restaurant’s website has a “find our store” section, where customers can enter their zip code, country or city name and browse, allowing them to quickly find the nearest subway restaurant or offer home delivery.
Due to the market saturation, Subway must do market research on location preferences and optimize the location of its franchisees to prevent new applicants from stealing consumers from the old franchisees. 

[bookmark: _Toc38696516]2.4.4 Promotion
Subway uses a variety of media, both online and offline, such as television, newspapers and social media platforms, where restaurants have millions of fans. Most ads are broadcast during prime time on national television, major broadcast networks and cable networks through sports and evening programming. Subway is also known for its celebrity endorsements, as well as uses in-store posters and menu translations to promote advertising messages and special offers.
According to the research of Badenhausen (2013), from the fourth quarter of 2011 to the third quarter of 2012, the TV advertising expenditure of subway in the United States was $114 million. According to Statista (2019), Subway’s AD spending in 2018 was $468 million. 

[bookmark: _Toc38696517]2.4.5 Process
A process is a set of standardized activities that accomplish specific tasks, such as processing customer orders (Doyle, 2011). A typical process for buying a Subway sandwich is to first choose the bread, size, and type of sandwich, such as a chicken wrap. Then, choose an alternative material, such as cheese, and decide whether it should be hot or cold. After that, customers have to choose between salad and dressing. Finally, pay at the counter and get a glass of drink.
They have turned it into an upscale place like a deli, where customers do not have to wait to order, but simply order at the counter and watch an efficient staff do it. In addition to offline stores, some restaurants offer home delivery services where customers can order online and wait for delivery.

[bookmark: _Toc38696518]2.4.6 People
Customer service is paramount to subway as it serves millions of customers around the world every day. It has a CRM database to help them analyse customer satisfaction and improve their loyalty.
In addition, the restaurant offers wealthy global job opportunities, divided into three categories: headquarters work, local restaurant work and regional work. People can look for career opportunities by browsing restaurant websites or visiting local store (Subway, 2020). But some repetitive, low-paying jobs have led to high turnover and higher training costs. In this regard, wages should be appropriately increased.

[bookmark: _Toc38696519]2.4.7 Physical 
The final element of the Subway’s marketing mix is physical, which refers to the physical environment elements of the visitor and customer experience. The main physical issues of Subway are the appearance of the store, the seating facilities, the clothing of the employees, which give customer a sense of cheapness. However, the official website of the restaurant looks beautiful and the user interface is friendly (Ovidijus, 2013).

[bookmark: _Toc38696520]2.5 Action
[bookmark: _Toc38696521]2.5.1 CRM
CRM is customer relationship management, which is important for maintain customers (Siriwardena, 2009). From the establishment of open communication channels to the implementation of an elaborate bonus point system, there are various strategies to obtain better customer relations and develop customer’s loyalty. To be effective, such programs and solutions must be tailored to the needs and interests of the customer. For example, if a company sabotages potential loyal customers through frequent emails (or broadcast faxes or emails) that contain unimportant or unattractive offers, it may turn into an enrages loyalty rather than a hope. 
Use the customer service team to interact with customers to answer questions and track orders when they are delivered, and introduce live chat to allow existing and new customers to interact with employees (Spiekermann, et al. 2011). Besides, perform additional evaluation and training activities to achieve stable customer service quality across the chain and present new technological solutions to employees.

[bookmark: _Toc38696522]2.5.2 Renew menu and offer promotion
Continue to innovate the products, to revise agreements with suppliers in order to switch to additives-free and antibiotic-free products. For children, provide suitable and smaller size of bread. 
From the promotion aspect, implement the new elements into the offering of all UK restaurants as well as launch an advertising campaign informing the UK customers about the earlier performed steps.

[bookmark: _Toc38696523]2.5.3 Improve physical and location
Although the official site of Subway is friendly, the stores’ interior design and furniture look cheap, and the staff uniform also needs to be improved. As for the current distribution, it is still advisable to revise existing location plan in order to optimise geographical coverage. Besides, if new stores will be opened, the location is also important, and location should aim to those where have more people passing by, and allocate all stores in a specific city as a whole.

[bookmark: _Toc38696524]2.5.4 Expand Franchise cooperation
To better expand their business around UK, Subway pays attention to attract potential investors, which means they should publicize some financial data including profitability to some extent. After franchisees support project, Subway focuses on the marketing but not control over those franchisees.

[bookmark: _Toc38696525]2.5.5 CSR
In addition, what should be emphasized is the CSR, except for what they do to attract customers and investors, Subway also need to be social responsible. In this way, Subway won reputation around the world. Those CSR actions include contributing to the community, reducing carbon footprint, recycling and sustainability (Subway, 2020). 
In the UK, nearly 60% of Subway stores are located on high streets (Statista, 2019b), meaning franchisees can make a positive contribution to the local community, local sports teams, and local charities.
With regard to sustainable development, maintaining sustainable fish stocks and supporting independently assessed responsible fishing methods on a global scale. Advocate a “reduce, reuse and recycle” approach to reduce waste by businesses and customers, with the goal of reducing food waste by less than 1% per store on average.

[bookmark: _Toc38696526]2.6 Control
[bookmark: _Toc38696527]2.6.1 KPIS
Subway restaurant evaluation analysis will be based on sales and market share. Conduct monthly sales analysis and adjust promotional budget. In addition, all employees of subway restaurants will undertake key performance indicators (KPIS) to maintain a high level of achievement within the organisation (Forbes, 2017).
[bookmark: _GoBack]
[bookmark: _Toc38696528]2.6.2 Quality control
Subway conduct Total Quality Management (TQM), and quality assessment to ensure the highest quality of the food. Therefore, Subway has good communication with their suppliers and they check the food quality every week to make sure everything is best ingredient. In addition, subway bakes bread and cookies several times a day to make sure the vegetables are fresh and cut in every restaurant.
[bookmark: _Toc38696529]2.6.3 Potential risks
There are several potential risks of this whole marketing planning as follows:
· In Ansoff matrix, Subway tends to aim to diversification, which means distract themselves from fast food industry. Although this strategy will distribute risks into finance or real estate industry, Subway may be distracted from main work (Sitnikov, 2015).  
· To provide special menu to children may be accused of not children-friendliness, and it will go against with protecting children’s consumption right (Ustjanauskas, 2014).
· Subway must ensure the quality of the food to achieve higher profitability and customer loyalty. Because if there are any quality problems, it will damage the reputation of the subway restaurant (Lucan, 2017). 

SOSTAC Analysis of Subway

[bookmark: _Toc38696530]3 Conclusion
This report applies SOSTAC model to conduct marketing planning of Subway in the UK. Subway is a privately owned restaurant chain selling sandwiches and salads. The UK has 2443 stores by February 2019 (Statista, 2019b), which leads to high brand recognition. However, it is argued that Subway controls too much over their franchisers. In the UK, Subway’s main competitors are McDonald’s, KFC and Burger King.
Subway’s major objective is to increase Subway’s market share. To achieve this goal, Subway develops Ansoff matrix, and 7Ps to conduct business logically and in detail. Besides, actions such as conducting CRM and CSR, renewing menu and offer promotions, improving physical environment and location, and expanding franchise cooperation are also analysed. Control analysis is provided to monitor the process of actions, which includes KPIS analysis and food quality control. In addition to that, potential risks are also listed to remind the shortcoming of this whole strategy.
To sum up, the overall environmental analysis proves that Subway has advantages to open more stores in the UK by the end of 2020, and has potential to surpass KFC’s brand value. All strategies, tactics and actions are consistent to satisfy the objectives, although some potential risks should be avoided.

Conclusion

[bookmark: _Toc38696531]4 Recommendations
This marketing planning should be feasible and achievable with following recommendations:
· Attract more investors - As Subway’s franchise growth model helps ensure lower operating costs, franchisees can quickly provide high-quality food without compromising freshness. Subway can attract more investors in the UK by emphasizing the brand differences of Subway restaurants and the differences between itself and its main competitors. Meanwhile, put less control over them (Peterson, 2016).
· Optimize the location of stores – do market research on customer’s location preferences, shut down those poor and predatory franchise (DeLong, 2012).
· Continue to “Eat health” to keep customers’ healthy lifestyles – this concept is consistent with British people’s eating trends, and it will set a good example of fast food brand (Datamonitor, 2007).
· Maintain good CRM – Expand more ways to provide good service and trace customers’ reviews, such as interacting on Facebook (Freeman, et al. 2014). If anything wrong during the interaction process, response quickly and sincerely. Besides, offer suitable promotion to improve conversion rates (Spiekermann, et al. 2011).
· Increase staff basic salary – to reduce the employee turnover rate as well as the training cost, making them be willing to stay Subway (Maciel, et al. 2013). It was 7.83 pound per hour on average in 2018, and should be raised to at least 8 pound per hour. The more experienced employees, the higher efficiency they serve for customers.
· Redecorate the restaurant’s interior design – to give customers better eating experience, the furniture, decoration and the staff uniform should all be improved (Maciel, et al. 2013).
Recommendations
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Increase Subway’s share in the UK market by 5% in the next year of operation
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Open more 200 stores in the UK by the end of 2020
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