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1.1 Executive Summary
In this report, there will be an analysation of Subway’s marketing plan. The first part of the report will be on the introduction of marketing plan and a brief explanation on SMART objectives. The main findings of the report will focus on the SOSTAC Analysis of Subway’s marketing plan. Subway’s main objective in this report is providing fresh quality ingredients and having healthier options of sandwiches. The next part will be on the recommendations of improving the marketing planning of the chosen company and can be implement by other fast-food chains. At the end of the report, will be for conclusion and references lists of this report.

2.1 Introduction
Marketing plan is known as a strategic document that specifies the company’s target markets, marketing objectives programs as well as activities to achieve them at a specific timescale. The common purpose of a marketing plan can be referred as strategies use to engage customers so the company could achieve business objectives. As for the main goal of marketing plan is to make sure marketing activities are structured, relevant and timely. The main function of strategic marketing plan is to outline the general strategy within the market by connecting customers, competitors and the capability of the company. The main marketing links are customers’ wants and needs, competitor value proposition and actions, strategic direction and organizational objectives. There are a few marketing plan models created to be used by organization that need help in achieving their objectives. One of the common marketing plan models is SOSTAC. SOSTAC is commonly known as a model that helps businesses plan marketing strategies or campaigns as well as implementing them. The model was founded by PR Smith in 1990s which was then formalised into a book named Strategic Marketing Communications. The SOSTAC structure helps the company in making better decisions and marketing plans. SOSTAC contains six fundamental parts of marketing which are situation, objectives, strategy, tactic, action and control. Before planning, it is important for the company to set goals. The most common goal used by most companies is SMART Goals. SMART Goals stand for specific, measurable, achievable, realistic and timely. SMART helps the business to focus on their efforts of increasing chances to achieve the company’s set goals. The SMART method also helps the company to go further, gives a sense of direction as well as helping the company to organize and reach goals.

3.1 SOSTAC Analysis
The company Subway, their main goal is to be ranked the number one Quick Service Restaurant worldwide as well as maintaining the quality of their product. Subway’s main marketing strategy is to focus on health, quality of their custom-made sandwiches and their consumers. Subway has implemented different marketing strategies in order to reach its goals and objectives. Here is the SOSTAC Analysis of Subway. 
SOSTAC Analysis involved six steps which are Situation, Objectives, Strategy, Tactics, Action and Control. The first stage which is situation analysis by performing a specific SWOT analysis while reviewing the different aspects of micro-environment including customers, competitors and intermediaries (Chaffey, 2022). Subway main marketing strategy is providing sandwiches that are fresh and healthy for their customers. Situation analysis is identifying where Subway stands right now. Due to their franchising activities, Subway has succeeded to reach over 40,000 branches worldwide. Subway is known for their fresh ingredients which made the company become the customers first choice for nutritious meals. Even so, Subway does face marketing challenges while competing with burger chains and others that are in the fast-casual segment of the market (UKEssays, 2018). Subway continues to effectively competes over them as they have healthier meals in their menu which gives attention to obesity and diabetes have supported consumers’ choice for Subway (Tarantino, 2005). Customers’ interests towards hamburgers and fries have decreased as they favour sandwiches more which give a competitive advantage towards Subway. When most fast-food chain are busy modifying their menus to include healthier choices, Subway gain benefits with 15% of annual sales growth for sandwiches while hamburgers only gain 3% growth (McCarty, 2007). In order to keep in track with their competitor, Subway will continue to adapt with the latest menu trends and customers’ preferences. 
Stage 2 is the analysis of the company’s objectives. In order to create a measurable and realistic goals, the company can focus on the 5S’s goals which are sell, serve, speak, save and sizzle. Since the main marketing strategy of Subway is to have fresh quality ingredients and healthier sandwiches, Subway has to turn their objectives to SMART objectives. Firstly, Subway has to fully focus on the particular issue or challenge in the organization. The company will have to give employees a clearer idea on what they want to achieve and set a target date to achieve the objective. It is known that Subway main goal is to become the leading choice for nutritious meals, so this objective itself gives a clear idea on what they want. The objective should also be measurable as it is important for both employees and manager to know what success looks like for the company’s objectives (Clear Review, 2020). The objective should be achievable and agreed by both managers and employees because if employees have the free will in creating their own objective, it will be easier to achieve the objective. It is also important for the objective to be realistic and have a set target date for when it should be completed. Subway can start by increasing the percentage of organic or locally sourced ingredients in their menu by 15% as well as reducing the sodium content without changing the taste and customer satisfaction. Subway can also add any new-calorie sandwich options to the menu. According to the recent analysis, Subway has succeeded in changing lifestyle, changing eating habits as well as increasing health awareness in the fast-food chain industry.
Next, stage three is strategy. The strategic direction for Subway in order to keep maintaining their strength of having fresh quality ingredients and healthy sandwiches is by building a strong brand reputation as a provider of quality ingredients and healthier sandwich choice. Subway’s marketing program focuses on health, fresh, custom-made sandwiches expectations of consumers through various implementation. One of their ways is television commercials where they emphasize the healthy sides of a Subway sandwich which in the commercial, they said that you can lose weight by consuming a Subway sandwich diet. The marketing strategy here is depending on the advertising strategy which is what a company would follow so it could generate leads as well achieving target market (Bertulino, 2022). There are a few broad marketing strategies that can be implement in order to achieve the marketing objective of Subway.  First of all, target market which Subway has to identify and target health-conscious individuals, fitness enthusiasts and people who seek healthier fast-food alternatives. Start by considering particular segments withing the target market like people with dietary requirements such as vegetarian and gluten-free. Next, brand positioning where the company realized their position as the leader in providing fresh quality ingredients as well as healthier sandwich menu for consumers. This is due to Subway’s effort in being transparent in sourcing, nutritious food preparation and customization options. Besides that, product strategy which Subway can start with revamping their menu by including a wide range of fresh and healthy ingredients. They also get to introduce new product in their options like lean protein choices and a large selection on fresh vegetables. Lastly, pricing strategy by implementing competitive pricing for healthier menu so it is accessible and attractive towards customers.
Subway has always wanted their customer to have power towards “making your own sandwich” which requires a creative marketing mix for Subway. This leads to the 4th stage of the SOSTAC Analysis, tactics. Subway has been following their personalize strategy with their quality products and franchisee support (Bhasin, 2020). The 4Ps of marketing mix are product, price, promotion and place. Subway’s main product has always been the submarine sandwich but there are also baked goods such muffins, doughnuts and cookies. They have 6 to 8 different sauces, 6 bread types and different vegetarian and non-vegetarian options choose from to make a SUB sandwich. Subway has also made a few alterations for their menu for specific place like not putting pork and beef products in the menu for the chain in New Delhi. Next, price which is an important element in the marketing mix due to its direct effect on customers. Subway is known to have a higher price than their competitors because they always make sure to serve fresh quality products for their customers (Bertulino, 2022). Besides that, place where Subway optimizes the store layouts of attractions display and promoting healthier options. Subway mainly operates through franchises as they have 35,000 franchises over 100 countries and territories. Subways are located an off-beat premium places and due to that their customers are more calorie conscious which they are willing to pay a high price. They also offer catering services for business meetings, office gatherings and many more. Lastly, promotion where Subway gets to launch an integrated marketing campaign that highlights Subway’s effort in maintaining fresh and healthy ingredients.
 The 5th stage in the SOSTAC Analysis is the actions taken by the company in order to achieve their marketing objective. Subway can begin with making a detailed action plan which outlines the particular tasks, responsibilities, timelines and required resources. List out the tasks that need to be completed and the responsibilities can be assign to relevant teams or departments within Subway which includes sourcing, menu development, operations and marketing. The company can also set a realistic timeline for the ingredients sourcing, menu alterations, employees training and strategy marketing initiatives. For example, in the promotion strategy, the company has to effectively communicate with their customers through words and brochures. Marketing executive is in charge in developing promotional materials and items through brochures, flier, give-away and catalogues where it highlights Subway’s speciality of healthier sandwiches. They can also be in charge of personal selling, stimulating service utilization, directing mail and cyber-marketing. Subway is currently known as the largest sandwich company and to keep at this position, Subway has to commence on policies that will make sure it remains competitive in the fast-food industry chain and their implementation have satisfied their customers (Kaplan, 2008). Over the past years, Subway has constantly work on creating new products, optimizing processes and developing new decors. Their competitive advantage is offering quality and fresh ingredients at all times and their locations has also become a factor for being one of the successful fast-food chains. Their franchisees seem to abide with the regulations set by the central company by providing and maintaining fresh ingredients. This attracts more customers while make them more competitive (IBIS World, 2020).
The last stage of SOSTAC Analysis is control where the company focuses on monitoring and evaluating their performance of marketing initiatives. In this case, Subway’s marketing initiatives is related to the goal of offering fresh quality ingredients and healthier sandwiches. First step is by establishing Key Performance Indicators (KPIs) which would align Subway’s objectives and goals. For example, customer satisfaction where Subway can measure customers’ satisfaction from surveys, feedback channels or any online reviews that especially relates with the freshness and the healthiness of the options. Other than that, is monitor and evaluate the company’s progress. Subway has to frequently collect and analyse data and resources that relates with the established KPIs like tracking customers feedback, sales data, market research reports and others. The data collected can be use to evaluate the effectiveness of the marketing strategy and alterations. Analyse if the strategies and tactics used can give the desired outcomes and whether it meet Subway’s main marketing objective. From the collected data also, Subway can determine any areas that need improvements like the strengths and weaknesses of the marketing approach. Besides that, the collected data can help in refining and improving Subway’s marketing strategies and tactics. In order to optimize marketing initiatives, Subway can make data-driven decisions like modifying product offerings or fine-tuning prices and promotional strategies. The control phase is also known as an ongoing process which regularly monitor and review the company’s performance. Subway will have to maintain the action of measurement and evaluation of their performance and marketing efforts while align with their main objective of providing fresh quality ingredients and healthier sandwich options.

4.1 Recommendations
Focusing on the improvement of marketing operations has become an important step in planning marketing strategy. Companies have to understand their customers by implementing customer data as well as measuring campaign performance. These two are the most common steps in building the company’s marketing plan. There are a lot of ways to improve Subway’s marketing plan in order to achieve their marketing objective. 
First of all, Subway can enhance the message of having healthy options in their menu. Subway can emphasize the natural benefits of the ingredients they use by laying out a detailed information on the nutrients of their items, in their menu. Emphasize the specific ingredients use to contribute to healthier options, like whole grains, lean proteins, fresh vegetables and many more. They can also provide some positive impact towards customer’s health and well-being, when choosing a particular option. Other than that, Subway can align their customer insights by reviewing their customers’ feedback data. It is important for a company to fully understand their customers’ wants and needs so customer would be loyal towards the company (Coolman, 2022). Take the time to check on the analytics and data, interviewing customers, monitoring and participating in social media conversations. From there, the company can develop a product or improve their product which is related to meeting the needs of the customers. 
Besides that, is making sure to stay on brand. Essentially, marketing team establishes the brand voice by applying its consistency across all initiatives and communication channels. Having a consistent work style helps in reinforcing the company’s brand as well as easily being recognisable towards the targeted customers. Subway should keep their customers’ customization control and developing it from time to time as most individuals prefer to choose what they like on their meal. This way more customer will be trying out Subway as they are able to choose from a wide range of bread, meat and veggie options to create their own sandwich that would meet their taste preferences (Bajj & Karthikeyan, 2023).

5.1 Conclusion
To conclude, Subway’s efforts in providing fresh quality ingredients and healthier food options has shown a notable opportunity in making a difference in the fast-food industry. This report has shown many aspects of Subway’s marketing strategy in supporting their main objective through the analysis of SOSTAC framework. Subway’s strength is the ability to provide healthy options to their customer while their weaknesses are the competitions from other fast-food chain around the world. As for opportunity, Subway’s main direction to become the leader of having fresh and healthy food options in the fast-food industry. With the brand positioning, Subway have aim in building a solid brand reputation while improving customer loyalty. The recommendations given, are supposedly to be ways for Subway to gain new customers while maintaining the target market of product offerings, effective communication and personalized experiences. It is important for a company to keep on monitoring, evaluation and adaptation of their analysis data. Companies have to focused on the customers demand by monitoring the industry trends as well as competitors’ activities. In this case, Subway has to ensure that their marketing activities remain effective and aligned with their goal of providing fresh quality ingredients and healthier options. All in all, Subway can strengthen their position as the leader in the fast-food industry by implementing the recommendations and carrying out the SOSTAC analysis of their marketing plan.
(2,507 words)
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