[image: University of Wales Trinity Saint David launches new digital ...]
Master of Business Administration (MBA)
Dissertation Proposal

Title
The Role of Digital Marketing Strategy in Achieving Competitive Advantage:
A Secondary Qualitative Case Study of Subway in International Markets

Module Name: Dissertation

Module Code: LCMB7035

Student Name: Rohan Hasmukhbhai Adodariya
Student ID: 2434156



Table of Contents
1. Introduction and Background	3
2. Research Aim, Objectives and Research Questions	4
2.1 Research Aim	4
2.2 Research Objectives	4
2.3 Research Questions	4
3. Preliminary Literature Review	4
3.1 Digital Marketing Strategy	4
3.2 Competitive Advantage	5
3.3 Digital Marketing in the foreign markets.	5
3.4 Literature Gap	6
4. Research Methodology (Secondary Qualitative)	6
4.1 Research Philosophy	6
4.2 Research Approach	7
4.3 Research Strategy	7
4.4 Data Collection (Secondary Data)	7
4.5 Data Analysis Method	8
5. Ethical Considerations	8
6. Limitations and Risks of the Research.	8
7. Timeline and Project Plan of research.	9
8. Hypothetical contribution and Real-life implications.	9
9. Conclusion	9
10. References	11
Appendix A: Gantt Chart – Dissertation Proposal & Research Plan	12



[bookmark: _Toc221878225]1. Introduction and Background
The digital marketing has emerged as a key strategic tool within organisations that are in a highly competitive and service based industry. The quick service restaurant (QSR) sector is highly competitive across the world with low customer switching costs and with minimal product differentiation, the companies are moving towards digital platforms as a way of creating brand engagement, personalising customer experiences and facilitating repeat consumption (Sikder, 2024). The increase in digital technologies has changed the way companies engage customers and moved the marketing practices in the context of data-based, interactive, and relationship-oriented programs instead of mass communication. Consequently, digital marketing is no longer considered to be a promotional role but a strategic ability that can afford competitiveness in the long-term.
The most important attribute of modern digital marketing is the platform-based and data-enabled tools, including social media, mobile applications, and customer relationship management (CRM) systems. The social media outlets provide an opportunity to engage and tell stories in real-time meaning that the brands can create communities and enhance emotions among the consumers (Sikder, 2024). 
Subway is a suitable space where such dynamics can be examined. Being one of the largest global fast-food chains, Subway has to deal with a diverse range of international markets, where consumers have varied consumer behaviours, technological resources, and cultural requirements. The company has also made heavy investments in digital marketing in the past years such as mobile ordering services, loyalty schemes, and social media promotions to re-invigorate brand performance and compete with digitally savvy competitors. Even these efforts have not helped Subway to compete in the saturated global food-service markets, where brands are forced to innovate at all times in order to stay competitive and customer interest (Ogundipe, 2024).
Competitive advantage is especially difficult to attain in such settings. Service industries tend to base competitive advantage on intangible resources like brand equity, customer relationship, data capability, and organisational knowledge as opposed to tangible assets. Digital marketing can be used to amplify these resources by improving the interest of the customers, facilitating personalisation, and helping in making the strategic decisions. Nevertheless, whereas current literature admits the increasing role of digital marketing, it still lacks qualitative insights as to how digital strategies affect the ability to produce long-term competitive advantage, especially in the context of multinational QSR (Li, 2022).
In light of this fact, the proposed study will assume a secondary qualitative design to investigate the input of digital marketing strategies to establish competitive advantage of Subway in foreign markets. The research aims to develop more profound interpretive information and not to quantify the results of the performance by synthesising scholarly literature, industry reports, and organisational communications. Although Subway has invested heavily in online marketing in the global markets, qualitative understanding has not been reached on the role of online marketing in long term competitive advantage, and this study will seek to fill this gap (Ogundipe, 2024).
[bookmark: _Toc221878226]2. Research Aim, Objectives and Research Questions
[bookmark: _Toc221878227]2.1 Research Aim
The main aim of this research includes: 
a. To ascertain the role of digital marketing strategies in enhancing the attainment of the competitive advantage of Subway in foreign markets.
b. To make in-depth strategic inferences using the secondary qualitative data.
c. To examine the digital marketing in intricate and multicultural global contexts.
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In order to accomplish the research objective, the research will:
1. Analyze the digital marketing of Subway in the global markets, including Social media platforms, Mobile applications, Customer Relationship Management (CRM) systems.
2. Evaluate how digital marketing can be used to increase competitive advantage, especially in Customer engagement, Personalisation, Brand positioning, Strategic differentiation. 
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The following research questions are used to guide the study:
1. RQ1: How does Subway conduct its digital marketing in the international markets?
2. RQ2: What is the role of these digital marketing strategies in the competitive advantage of Subway?
3. RQ3: What are the obstacles to the efficiency of the global digital marketing of Subway?
4. RQ4: What can Subway do to enhance their digital marketing strategy to enhance competitive advantage?
[bookmark: _Toc221878230]3. Preliminary Literature Review
[bookmark: _Toc221878231]3.1 Digital Marketing Strategy
The studies on digital marketing strategy have highlighted the increasing influence of digital platforms in customer relationship development and in organisational performance. Online media like social media, mobile applications, and CRM systems enable companies to interact with customers, but not to communicate to them in a one-way manner. According to scholars, these tools help firms to gather in-depth customer insight, customise products, and value with customers (Li, 2022). In the QSR industry, mobile marketing, specifically, has become the most important element as it puts ordering, payment, and loyalty into one customer-facing platform. CRM systems also aid strategic marketing as they help the firms analyse the behavioural data and optimise the targeting strategies (Madureira et al., 2023).
The concepts of personalisation and data analytics are always mentioned among the essential elements of the successful digital marketing plan. Using customer data, companies are able to provide promotions that are personalized, enhance customer satisfaction, and retention. Nevertheless, it is also mentioned in the literature that strategic value of digital marketing is determined not by the use of technology alone but the further use of these tools as a part of a larger organisational ability (Chen, 2025).
[bookmark: _Toc221878232]3.2 Competitive Advantage
The Resource-Based View (RBV) is a common way of studying competitive advantage and it argues that competitive advantage held by firms is sustained by creating valuable, rare, inimitable, and non-substitutable resources (Margono, 2024). The digital strengths like customer information, analytics skill, and platform combination are even considered as strategic assets in service-based business operations. The literature indicates that when digital marketing capabilities are incorporated into the organisational processes then it can lead to improvement in brand equity, customer loyalty and reaction to change in the market (Asamoah et al., 2023).
Nevertheless, maintaining a competitive edge by use of digital means is not easy because of the rate of technological dispersion and copying. The role of dynamic capabilities is thus highlighted by the scholars as a means of facilitating the firms to constantly adapt and restructure digital strategies following environmental shift (Chen, 2025). This, in the QSR context, underscores the fact that firms should stop at mere digital presence and instead embrace digital ecosystems that are well coordinated.
[bookmark: _Toc221878233]3.3 Digital Marketing in the foreign markets.
There is an added complexity of international digital marketing. One of the major issues of the literature is standardisation versus localisation. Although global standardisation promotes efficiency and brand uniformity, localisation enables companies to customize content, messages, and customization tools to local cultural and regulatory environments (Madureira et al., 2023). Research notes that some of the challenges are the difference in digital maturity in different markets, disparity in consumer privacy rules, and cultural inclinations in online activity. Having global brand coherence and providing locally relevant digital experiences is a major strategic dilemma to multinational firms (Dewi & Rasyidah, 2025).
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Although much has been done to research the concept of digital marketing and competitive advantage, there are still gaps that are significant. A significant portion of the known literature is based on quantitative approaches and is oriented on the generic digital results instead of the profound strategies. Minimal qualitative and case-based researches have explored the implementation of digital marketing by QSR brands to create competitive advantage in the global markets (Margono, 2024). Moreover, not many studies combine digital marketing practices and the model of competitive advantage like RBV in a multinational service perspective. These gaps justify a secondary qualitative research, which is Subway-focused and synthesises the available knowledge to offer more strategic insight (Pramudhito & Tricahyono, 2025).
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This research methodology aims at showing that the proposed study is methodologically adequate, ethical, and feasible to carry out under the limitations of a postgraduate dissertation. The research is exploratory and interpretive in nature, and therefore, a secondary qualitative research design is used in order to generate in depth knowledge on how digital marketing strategies help in creating competitive advantage in global marketplaces (Dewi & Rasyidah, 2025).
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This paper is based on an interpretivist research philosophy. Interpretivism focuses on a subjective interpretation of social events and is well adapted to those studies that aim to comprehend meanings, strategies, and organisational stories as opposed to quantifying objective causal relationships (Kadam & Kadam, 2022). Managerial decisions, cultural environment, and the changing consumer behaviours influence operational strategies of digital marketing, and both presuppose the use of interpretive analysis instead of only the positivist measurement. The interpretivist approach also recognises the benefits of a competitive advantage created socially between the branding, engagement and strategic communication, particularly in service-oriented sectors like fast food through its application to research.
The given philosophical stance allows the study to critically read the articulation, justification, and representation of the digital marketing practices within the various international settings and not presume that they would always work or produce similar effects (Dewi & Rasyidah, 2025).
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The study is a qualitative inductive-deductive one. Inductively, the paper examines trends and motifs that manifest out of secondary qualitative information regarding digital marketing experiences, and engagement tactics and competitive stance. These findings are deductively explained by based on known theoretical ideas, especially the Resource-Based View (RBV) and literature on digital marketing strategy. This mixed methodology will make the study theoretically informed but open to other new findings based on the data.
A secondary qualitative data will enable the researcher to synthesize the existing knowledge of various and valid sources that will make it possible to have a holistic view of the digital marketing strategy of Subway without the practical and ethical limitations that come with the collection of primary data.
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The approach taken is a qualitative case study, whereby the project is based on Subway being an embedded case in various international markets. Case study research can be used in situations where it is required to have profound context of complex organisational phenomena in practical situations. Subway presents a topical example since it enjoys a large global footprint, standardised but locally modified brand model and increases emphasis on digital marketing to keep pace with the competitive saturation of QSR markets (Śmigielska & Orzeł, 2024).
The argumentative nature of the case enables the discussion of the case under various international contexts and in a consistent context in terms of the organisational focus. The strategy facilitates relative interpretation of the way digital marketing strategies are implemented and transformed worldwide without dividing the analysis of several organisations (Asamoah et al., 2023).
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The research solely uses secondary qualitative data, which is based on reputable and authoritative materials. These are peer-reviewed scholarly journal articles, enterprise and industry research reports, websites and annual reports of companies, materials of digital marketing campaigns, social media, and press releases (Asamoah et al., 2023). The theoretical background of digital marketing and competitive advantage and empirical evidence on the topic can be found in academic sources, and the industry reports may present a contextual picture of the market trends and competitive forces.
The strategic intent, branding narratives and engagement practices are analysed using company-generated materials and digital campaigns. Presentation of social media and press releases gives information about the efforts at communicating and positioning digital strategies to the public. These sources are evaluated in terms of credibility through the authorship, quality of publication, relevancy and recency. Triangulation among the data types used will add credibility to qualitative interpretation (Śmigielska & Orzeł, 2024).
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Thematic analysis which is an accepted qualitative technique of identifying, analysing and interpreting patterns in written data is used to analyse data. It will be systematic in the coding of secondary data in order to deduce any recurring theme to do with digital marketing strategy, customer engagement, competitive advantage and international challenges.
Open coding is first employed to manage key ideas and practices and then axial coding employed to bring similar concepts together into broad general themes. Those themes are then viewed in the perspective of the Resource-Based View and digital marketing frameworks, which will allow to analyze how digital capabilities serve as strategic resources (Li et al., 2025). In this way the study can be able to connect what was seen in digital marketing practices with theoretical explanations of sustained competitive advantage, as well as indicate the challenges of context in international markets (Asamoah et al., 2023).
[bookmark: _Toc221878241]5. Ethical Considerations
Despite the fact that the research is premised on secondary data, ethics is a core issue in the research design. There is no direct human involvement or primary data collection, as the sources of publicly available information are used in the research. In this way, informed consent, confidentiality, and harm to the participants risks are low. The ethical responsibility is upheld though selectiveness, proper representation and critical interpretation of data (Li et al., 2025).
The paper is not misrepresented by admitting to the possibility of biases in the corporate communication and marketing tools that can create strategically favourable stories. The academic integrity is maintained by being transparent in referencing, proper citation and observation of the university policies on plagiarism and academic honesty. Data interpretation is done in a responsible manner and no selective reporting or unsubstantiated claims are made (Kadam & Kadam, 2022). Although secondary data will be used, formal ethical approval will be requested as per the university requirements in order to comply with the entire ethics requirements of institutional research.
[bookmark: _Toc221878242]6. Limitations and Risks of the Research.
The limitations to the proposed research include a number of limitations. To begin with, the use of publicly available secondary data limits the access to internal organisational information, including proprietary analytics or decision-making procedures. Second, corporate communicative messages and marketing documents can be biased in strategies such that their communication can be exaggerated. Third, the study is a single-case study, which means that it can be less generalizable than the Subway and the QSR industry (Li et al., 2025).
These constraints are counteracted by means of triangulation of various sources of data, critical analysis of corporate stories, and well-developed theoretical underpinnings. The study objective is analytical generalisation as opposed to statistical generalisation, which adds conceptual value that could guide the knowledge on digital marketing strategy in other comparable situations of providing international services.
[bookmark: _Toc221878243]7. Timeline and Project Plan of research.
The study will be carried out in an organized time schedule keeping with dissertation time-table. The first phase is a comprehensive review of literature in order to develop theoretical underpinnings and to narrow down on the analytical framework. This will be accompanied by the systematic sourcing and the organisation of the secondary materials. The coding, interpretation and theoretical integration are the thematic analysis stage. The last phases are writing, revision and synthesis of findings. An elaborate Gantt chart showing the milestones and schedule is attached in the appendix to illustrate efficient project management and viability.
[bookmark: _Toc221878244]8. Hypothetical contribution and Real-life implications.
At an academic level, the study is likely to make a contribution to the literature of digital marketing and strategic management by offering qualitative, theoretically based information on how digital marketing capabilities contribute to competitive advantage in international QSR situations. The combination of RBV and digital marketing analysis fills the current research gaps where most studies focus on these two studies as independent (Dewi & Rasyidah, 2025).
In practice, the results will provide clues to organisations in international QSR brands that need to improve digital interaction, customisation, and market coherence. In case of Subway, the study can guide the digital marketing planning by determining the strengths of the company, challenges, and strategic opportunities to enhance effectiveness and maintain a competitive edge in the international markets (Śmigielska & Orzeł, 2024).
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The following proposal is a viable and rigorously sound study on the determination of the role of digital marketing in influencing competitive advantage of Subway in the international markets. The research is in a good position to produce detailed strategic insights, and at the same time, it is ethically sound and realistic as a result of secondary qualitative, interpretivist case study approach. The research has an obvious academic and managerial value as it covers existing gaps in the literature and adds to the knowledge on digital strategy in the global service sector.
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Appendix A: Gantt Chart – Dissertation Proposal & Research Plan
Project Duration: 16 Weeks
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	Week 1–2
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	█████
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	█████
	█████
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	Thematic coding & data analysis
	
	
	
	
	█████
	█████
	
	

	Interpretation using RBV & digital marketing frameworks
	
	
	
	
	
	█████
	
	

	Drafting findings & discussion chapters
	
	
	
	
	
	
	█████
	

	Final writing, editing & proofreading
	
	
	
	
	
	
	
	█████

	Final submission preparation
	
	
	
	
	
	
	
	█████
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