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Introduction
Marketing is the combined process of strategies, approaches and techniques undertaken by marketing teams and organisations to improve brand awareness and brand value in the market, to promote the products and services via advertisements and other ways and to share and build strong organisational value in the market (Pride and Ferrell, 2015). Globalisation is defined as the idea of creating a borderless market around the world where firms and governments are open toward trade and commerce around the globe (Atwal and Williams, 2017). The main purpose of this essay is to critically analyse and evaluate the effects and impacts of globalisation on the marketing operations and strategies of Subway, one of the top multinational food-chain restaurants, in the UK food-chain industry and internationally. To be specific, this essay first explains the background and organisational overview of Subway and illustrates the market operations and activities of Subway in the UK and global markets. Along with that, this essay also includes the analysis and evaluation of the marketing directions that the marketing function of Subway undertakes in creating customer value in the UK and global markets. Moreover, this essay also analyses and evaluates the impacts of globalisation on the market and competition for Subway. Finally, this essay includes a discussion on the strategies and approaches Subway undertakes in the global business environment as well as the effect of its stakeholders on Subway itself. Overall, this essay aims to understand the effect of globalisation on the marketing approaches and strategies of Subway in its global business environment.
Subway’s Marketing Strategies
Subway Restaurant is a multinational fast-food restaurant franchise business which is currently operating in more than 100 countries successfully including the USA, the UK, Canada, France and other large countries. The firm Subway primarily offers wraps, submarine sandwiches (widely known as subs), drinks and salads to the customers in the market (Kapferer and Bastien, 2017). Currently, Subway has market operations in more than 36,000 locations and most of them are franchise businesses. The marketing manager of Subway targeted some specific markets to offer Pizzas such as the UK, the USA and some other countries. Including all the franchises in local and global markets, the business operations and activities are operated by Subway with its 400,000 employees. According to the company information for 2021, the firm had revenue of $16 billion and the firm continuously expanding its business operations and activities are helping Subway to be one of the top global franchises in the fast-food chain businesses globally. Since 2015, the company subway is performing so well in the international market making the firm the fastest-growing firm in the industry. Subway IP Inc. is the owner of all restaurant systems and subsidiaries and other businesses of Subway in both local and global markets (Malhotra et al., 2017). According to the company, the overall annual budget for its marketing and promotional activities within both local and global markets, the firm needs to expense US$516,000,000 with its unique marketing values, efforts and strategies to target the customers with exact specifications and make the target customer base integrated with the services and products of Subway in the UK and global markets (Karpenko and Stetsenko, 2022). In the marketing operations and activities of Subway, the contributions of former spokesman Jared Fogle cannot be denied as the company’s growth from 1998 to 2011 largely depends on the contributions, marketing strategies and approaches of Jared Fogle (Font and McCabe, 2017). Overall, Subway is a successful multinational fast-food chain business globally through its amazing and satisfying food services to the customers and the continuous development of its marketing approaches and strategies for organisational success and growth.
Marketing directions are the approaches, strategies and techniques that are followed by the marketing managers and teams to promote the goods and services and create connections and engagement with actual and potential customers in the market by sharing organisational and brand value (Wilson et al., 2016). There are several marketing strategies and techniques adopted by the firm Subway in offering their products to customers in both the UK and the global market. These marketing approaches and directions are planned systematically and the marketing manager enables evaluation of the effectiveness of these marketing approaches and directions within Subway in measuring their efficiency in connecting to the customers in the fast-food chain industry (Mele et al., 2015). 
Primarily, the firm Subway and its marketing manager apply the Marketing Sandwich Strategy within the UK and global market to compete with the competitors in terms of prices of the products offered and successfully sell their products and services to the customers. The marketing sandwich strategy is the marketing strategy where the prices of the products and services are set in between the prices of the competitors focusing on the degree of expensiveness (less or more) and degree of features (less or more) (Malikova, 2018). The direct competitors of Subway in the global industry are KFC, Pizza-hut and McDonald’s which are also good in their business activities and have a strong presence in the markets as competitors of Subway. Within the global and local market, the firm Subway gets a competitive advantage by using the marketing sandwich strategy which enabled the firm in providing better quality products to its customers with comparative and reasonably high prices (Simi and Matusitz, 2017). 
Subway’s Marketing Mix
This part of the essay discusses and analyses the marketing mix strategy of Subway to understand how the firm in combination builds its marketing strategy and applies it in the local and global market to ensure effective marketing directions to increase its sales of fast-food products to the customers. Within the product mix strategy of Subway, the marketing manager ensures a wide variety of products for its customers with diversification in tastes and preferences of the customers (Christian and Gereffi, 2018). As mentioned earlier, their first product category is Submarine Sandwich and alongside this, the firm offers several breakfast items, different tastes and flavour variations in sandwiches, pieces of bread, snacks and side drinks to the customers. Within its product mix strategy, the firm also includes Sandwich Platters, Giant Subs, meals, Subway to Go, Subway Platters and desserts for its customers (Ghanbaripour et al., 2020). 
Along with these various food products to be sold within the local and global market, the marketing manager focuses on selling different other items such as doughnuts, cookies and muffins to its customers. In doing so, the marketing manager of Subway focuses on ensuring high-quality and satisfying experiences for the customers to effectively place and promote their products in the fast-food industry. Secondly, the price mix strategy of Subway and its marketing team has contributed to the overall marketing approaches and directions of the firm (Kurien and Das, 2017). 
Besides its marketing sandwich pricing strategy, the firm plans other pricing strategies to ensure the customers are getting high-quality products with good experience within reasonable prices. Generally, the food items and services of Subway costs higher in comparison for the customers to other firms such as McDonald’s or KFC for their dedication and promise toward better food quality and effective services to the customers (Lee et al., 2015). Thirdly, the place and distribution mix strategy of Subway also contributes a lot to designing its marketing direction which includes 100 countries and territories and more than 36,000 locations of Subway. The locations of Subway are selected by the marketing manager in such locations where the brand can focus on high customer engagement which are off-beat premium places in the countries. The location strategy is focused on engaging customers which are health-conscious and has an eagerness to pay higher for better quality (Karpenko and Stetsenko, 2022). 
The place and distribution mix allows the firm to provide catering services for formal and informal gatherings in different locations in the international market. Finally, the promotion and advertising mix strategy of Subway includes several activities and performances of the marketing teams to promote the brands and products of the firm. The main target customer of Subway is people in the age group of 18 to 40 for which the firm spends a high budget on primetime, cable networks, TV channels and influencers to attract more customers and engage them with the products and services of Subway (Juutila, 2019). 
The marketing team enables different engaging slogans such as “Eat Fresh”, “Buy one sandwich, get one sandwich free”, “Refresh” and many others in their promotional campaigns in making the promotional campaigns engaging so that a strong brand presence and brand recognition is established in the market. However, the marketing directions of Subway are not limited to its single marketing strategy and marketing mix, rather it depends on STDP (Segmentation, Targeting, Differentiation and Positioning) strategies and SWOT analysis along with competitor analysis to understand how the firm can effectively market its products in both local and global markets (Ageenko, 2017). A combination of these marketing mix strategies, STDP strategies, findings of SWOT and competitor analysis provides the marketing manager of Subway in generating effective marketing directions to be followed in the fast-food chain industry globally. The marketing manager at first segments the overall local and global market and targets appropriate customers, then differentiate their preferences and choices and takes action to position the brands, goods and services in the market strongly with the organisational marketing direction (Bizzotto Magalhaes Garcia, 2019). These integrated and combined marketing approaches and strategies are effectively contributing to Subway in ensuring high sales and profitability in the market. The term value marketing is defined as the centralised marketing strategy undertaken by business organisations to exceed the expectations of the clients and fuel customer loyalty and engagement so that the firm can achieve customer success in offering and selling the goods and products in the market (Ruiz et al., 2020). All these marketing strategies, approaches and directions undertaken by the marketing manager of Subway are helping in creating a strong organisational value for the customers offering them customer-centric services in all the Subway locations. 
Globalisation and Business Management
As defined earlier, globalisation is the process of developing the international influence of businesses and organisations and starting business operations and performance on an international scale with a focus to create a borderless market and global economy (Uddin, 2020). The idea of globalisation was introduced a long time ago and in this 21st century, as a result of the increasing use of technology and digital tools in marketing and other business activities, globalisation is having important contributions and impacts on business organisations and the global trading system. As part of this global trading system and operating in more than 100 countries, the firm Subway also needs to face some adverse impacts of globalisation in terms of market and competition as well as providing benefits and positive contributions for the business Subway (Nguyen, 2018). 
This part of the essay discusses and analyses the positive and adverse impacts of globalisation in terms of market and competitors to understand how the globalisation idea is changing the market and competition of Subway in the international market. The first change in the major impacts of globalisation is increased competition in the market within all sectors and industries globally. This has positively contributed to increasing expanding opportunities for Subway which increases potential increased profitability and growth in the market. However, this increased competition has helped other business organisations to expand and new entrepreneurs to enter the market easily which is highly shrinking different local markets (Helmold, 2021). This shrinking local market is forcing Subway to improve and develop quality and pricing strategies in terms of technological adaptation, quick response and target market of the firm. The second major impact of globalisation on the market and competition of the business is the opportunity to share knowledge and exchange technology. This impact has highly helped the CEO of Subway in managing and creating a balance in operations within the thousands of stores in different locations and countries (Togan, 2021). 
The functional and branch managers of Subway within the UK and global markets are getting an open platform to communicate, share their knowledge and expertise and help others in the business processes which is a significant positive impact of globalisation. The marketing manager of Subway analyses the market competition by implementing Porter’s Five Force analysis model to analyse the pressures of buyers and suppliers in the international market, as well as threats of new entrants, existing competitors and substitutes in the market. Due to globalisation and increased competition in the market, the competition model of Subway is also expanding simultaneously (Gurung, 2018). The target market of the firm has increased from one to many as well as the number of new entrants, suppliers, buyers, and substitutes which are giving Subway good competition in the international market. Due to this increased number of competitors and stakeholders in the globalised market, the CEO of Subway needed to shift their concern from a simplified value chain to an expanded value chain to communicate and process its business activities. In doing so, the marketing manager of Subway undertakes and evaluates five important drivers in the international market to tackle and deal with the adverse impacts of globalisation in terms of target market and completion (Taksás, 2020). These drivers include ICT development within the organisational structure and supporting the branches in different locations and countries, identifying and analysing the lower trade barriers, focusing on lower communication and transportation costs, and spread of technology and adoption of Intranet (Phan, 2021). If the marketing manager of Subway effectively analyses and makes decisions regarding these five drivers in the local and international market, the firm will get several advantages along with these positive impacts of globalisation. In tackling the increasing market competition in the fast-food chain, the organisational performance of Subway is facing several challenges and needs to do high competition and continuously improve and adjust their marketing campaigns and events to satisfy global customers (Jager and Wolterink, 2019). This high focus on satisfying the large customer markets according to their cultural, social and geographical differences is challenging for the marketing manager of Subway. 
Along with these three major impacts of globalisation on the market and competition of Subway, there are several other minor influences and impacts which are also creating several advantages for Subway in ensuring better business performance (Karpenko, and Stetsenko, 2022). For example, finding employees and hiring from the global workforce has been enabled due to globalisation which is helping the firm in getting top talents and people according to demographic and geographic needs. The increasing pressure on the firm in terms of costs and prices of the services and products, diversified markets, lower barriers for new entrants and lower visibility are some crucial adverse impacts of globalisation on the business and marketing aspects of Subway (Juutila, 2019). So, these are the effects (positive and negative) of globalisation on the market competition and target market of Subway in the fast-food chain industry which have changed the brand value and outlook in a significant way. Today, Subway is becoming a global brand and is focusing on expanding its market activities in different new countries and markets as a result of globalisation (Ageenko, 2017). However, in doing so, the CEO of Subway needs to focus on the elements of the global business environment and needs to manage their impacts and influences on the operations and activities to be effective in the global market. 
PESTEL Analysis 
The global business environment is defined as the several elements and factors in the sovereign countries exogenous to the local business environment of the firms which has direct and indirect impacts and influences on the resource utilisation, decision making, organisational capabilities and organisational performance in the international market (Bizzotto Magalhaes Garcia, 2019). In simple terms, the global business environment can be identified as the challenges, threats, opportunities and advantages that business firms face in operating their business globally. The PESTEL framework analysis is an effective tool to identify and analyse the opportunities, threats, challenges and advantages of the elements in the global business environment (Ruiz et al., 2020). To understand the global business environment of Subway and to understand how the CEO and marketing manager of the firm positions the company and tackles the challenges and threats in the international market to ensure its business success, the PESTEL analysis of Subway is given in this part of the essay. First of all, the Political factors in the global business environment have some positive and negative impacts on the operations of Subway (Uddin, 2020). For example, the franchise leader of Subway needs to undertake different factors to consider such as food sanitation, health, quality and safety guidelines of more than 100 countries as well as following the international trade policies within those countries (Nguyen, 2018). However, the political instability in the regions has a limited adverse impact on the operations of Subway. 
The Economic factors are the second most important factor which the CEO of subway analyses in the international market to understand the profitability and economic performance of the country. Countries with positive economic factors have a greater chance of success and profitability than others (Helmold, 2021). Thirdly, the CEO of Subway analyses the social factors in the global business environment to understand cultural and social differences, preferences and lifestyles of the people within a specific market. As a fast-food selling firm in the international market, the preference, lifestyles, choices and differences and variations among people are important to analyse and understand prior to offering the products and promoting them in the market. The fourth factor of the global business environment is the technological factors which also influence the operations and performance of Subway in the international market (Togan, 2021). 
Technological advancement and adaptation of Subway with digital and disruptive technologies in processing the foods and serving them to the customers is a positive contribution to the global business environment. On the other side, the increasing degree of competition due to technological advancement is hindering the organisational success and profitability of Subway. The fifth factor to analyse for the global business environment of Subway is the environmental factors. As a fast-food chain business globally, the firm has a responsibility toward a green environment and less waste generation to protect the environment. Additionally, the marketing manager needs to provide messages and directions to the customers as well regarding environmental pollution globally as a part of their responsibility toward society and the environment (Gurung, 2018). The last factor to identify and analyse which has a good impact on the operations of Subway in global business is the legal factors such as rules and regulations for Subway to be operated in a target market, employment laws in the states or countries and several other legal aspects which helps the firm in operating their business activities smoothly (Phan, 2021). These are the six elements of the global business environment which influence and impact the operations and performances of Subway. The CEO of Subway and the marketing manager analyse these elements and their performance within the market to strategize their business processes accordingly. The organisational strategies and marketing strategies of Subway are always undertaken considering the impacts of these six elements and thus Subway positions itself in the global business environment (Taksás, 2020). 
Stakeholders
The other part of this discussion includes the effects of stakeholders within the business organisation Subway which is discussed in the following. The stakeholders are the groups, individuals or people who have a direct or indirect connection with the operations and activities of the business and can shape the direction of the business in the market. Stakeholders can be divided into two separate groups within Subway which are internal stakeholders of Subway and external stakeholders (Jager and Wolterink, 2019). Internal stakeholders are the people, groups or individuals who have direct connections and authority in the business such as the board of directors, shareholders, employees, leaders and managers. These stakeholders have a direct effect on the operations, quality and performance of the firm in the market and the business managers can manage the actions of these stakeholders easily and drive them toward business success and goals (Atwal and Williams, 2017). The external stakeholders of Subway are the people, groups or individuals who have an indirect connection with the business but can shape the decisions, strategies and performance of the business such as government, customers, people within the society, suppliers and distributors. The managers cannot manage the actions and changes of these stakeholders and that is why the managers try to align and operate business processes according to the change of external stakeholders (Pride and Ferrell, 2015). So, it can be summarised that both the internal and external stakeholders have severe effects on the strategies, approaches, performances and operations of Subway in the UK and global market.
Conclusion
In conclusion of the essay, it can be summarised that marketing is the most vital tool for business organisations in targeting, satisfying and managing customers in both local and international markets for the business organisations and without effective marketing strategies and directions, the firms cannot achieve their goals and objectives. This essay demonstrates a good understanding of the marketing choices and directions of Subway in managing their local and global market customers accordingly with good brand value and customer satisfaction. However, the manager of Subway should be aware of the adverse impacts of globalisation on business operations and performance by taking advantage and benefits accordingly. Finally, it is recommended for the manager of Subway to tackle and mitigate adverse impacts of global business environmental factors so that the firm can successfully operate in the international market. 
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