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Subway is a restaurant specializing in the sale of submarine sandwiches and salads. Subway was founded in 1965 by Peter Buck and Fred DeLuca and is currently in operation in 112 countries (Subway Australia, 2016). There are about 44, 852 Subway restaurant in the world. It slogan to eat fresh has been a powerful strategy that has driven the success of the organization as it provides a healthy alternative to the traditional fast foods that have been associated with unhealthy lifestyle. Subway has been described as the leading restaurant in response to the provision of healthy food to its customers. Its strong brand has enabled the organization to achieve continued success around the world. The focus of this paper is the Subway restaurant in Darwin, Australia. This paper will analyze the background data on the competition, product, market segment, and distribution. A SWOT analyses will be used to analyze the market. The objectives will goals for sales volume, profit and market share will be defined. The marketing strategies for the organization will also be highlighted in this paper.

Current marketing situation

Market segments 

Subway restaurant is located at 4/14 Knuckle Street in Darwin city. Darwin city is one of the most populated capital cities in Australia with a population size of 142.300 people (Subway Australia, 2016). The population in Darwin is projected to grow even further due to increased migrations into the city and business opportunities provided by the proximity of the city to South East Asia. The target market segment for Subway is thus youth and the middle aged in the country. The age group of the market for Subway include customers from the ages of 14 to 40 (Subway Australia, 2016). This age group comprises more than two-thirds of the total population in the city making them the best market segment for the business. This age group consists of the young and the working class who do not have time to prepare meals as well as enjoy eating fast foods. This target segment was identified due to the high spending power and need to maintain healthy lifestyles especially in the Australian population.

Product 

The main products sold by Subway are fast foods. The fast foods provided by Subway include Submarine sandwich is which is commonly known as the “sub.” It provides an assorted menu of the submarine sandwich such as Ham sandwich, veggie delete for the vegetarian and the turkey sandwich (Subway Australia, 2016). The unique selling proposition for the company is the sale of fresh and healthy food alternatives and for instance food within the restaurant is categorized regarding its healthiness such as fat content. The sandwich is the main product sold by the restaurants in addition to the variety of salads such as spinach, capsicum, carrot, cucumber, jalapenos, lettuce, olives among many others (Subway Australia, 2016). Other products sold by the restaurant include cheeses, drinks, and sauces. All these healthy assortments of fast foods make the main products sold by the restaurant.

Competition 

Subway just like any other fast food faces stiff competition from other fasts food chains in the country. The main competitor to the success of Subway is MacDonald’s which has continued to dominate the Australian fast food restaurant business for years, and the same case applies to Darwin where various McDonald restaurants have been opened (King, 2014). Domino’s Pizza is another competitor in the fast food industry with a smaller market share than Subway but still a strong competitor (King, 2014). KFC in the Darwin market has also resulted in increased competition. In summary, the three main competitors to Subway are MacDonald’s, Dominos Pizza and KFC (King, 2014).  The market is thus dominated by these four companies.

Distribution 

Distribution refers to the process from which the raw materials get to the suppliers, and the products get to the hands of the consumers. Subway prides itself on making fresh food and thus the food is supplied by local farmers or farmers from within the country with bread used to make the sandwiches being prepared by the employees each day (Subway Australia, 2016). There is one Subway located in Darwin, and it provides food by the order. Subway also delivers to the homes of the customers in the city. Customers can call in and order their meal which is delivered to them at their homes. The ability to make fresh food according to the preferences of the consumer has increased the sales of the restaurant.

SWOT analysis

Strengths 

The strengths of Subway restaurant at Darwin include the ability to provide a healthier meal option as compared to the high fat, high-calorie foods provided by other fast food restaurants (Jurevicius, 2013). Subway offers the consumers healthy foods which make its more appealing to the market. A Strong brand name has created customer loyalty which is thus responsible for the continued rise in customer numbers (Jurevicius, 2013). Its location in Darwin provides Subway the best opportunity for growth as the Darwin population has strong convictions about their need to maintain healthy lifestyles and therefore the restaurant meets these cultural expectations. A large number of residents in the city, as well as the projected increase in the population, identifies that the target market is likely to increase even further. An increase in the population, therefore, will result in an increase in the number of customers in the restaurant. The low and affordable prices are another strength to the organization. Affordability, therefore, identifies that the company is likely to attract middle as well as low-income earners into the organization increasing sales (Jurevicius, 2013). Subway has embraced a digital platform to allow the consumers to determine what they want to eat and order for it to be delivered. The online platform, therefore, increases access to a large number of customers.

Weakness 

The major weaknesses of Subway include the cheap interior design which may not attract a lot of customers as well as the reduced spaces between tables as the restaurant is highly squeezed limiting movement.  The decorations of the franchises make it look old and outdated (Jurevicius, 2013). The lack of consistency between customers from one store to another reduces the interests of the customers. For instance the store in Sydney. Australia tastes different from that which is provided in Darwin. This inconsistency may lose the organization its customers. Therefore poor customer services in one area may be enough to destroy the brand reputation of the organization in Darwin. The poor customer services is a critical weakness of Subway which can be attributed to low worker morale (Jurevicius, 2013). The employees do not seem happy to serve but rather do not form any relationships with the customers. The coldness of the employees can reduce the number of customers coming into the organization. There is only one Subway in Darwin to serve a large number of people which leads to delays and long lines.

Opportunities

To address the delays to serve a large number of consumers Subway can expand its restaurant into other areas within the city. Expansions of the business would enable it to tap into the many consumers in the city who are in need of fast and healthy food (Jurevicius, 2013). By adding more food stuff that attracts the Australia people the business can differentiate itself depending on the region and therefore resulting in increased sales. Another opportunity that Subway can exploit is the improvement of its customer service model which would increase the satisfaction of the customers resulting in increased customer loyalty. The customer service model can be applied to training and motivating the employees with incentives such as bonuses for the delivery of quality services (Jurevicius, 2013). By effectively marketing the business to the people through televised commercials it can help to increase the rate of customers substantially.  Provision of healthier food to the Subway menu is likely to increase the number of consumers who visits to get the healthier meal options. Home delivery can be improved within the city by reducing the time it takes to make and deliver the food. Subway can also take the opportunity of the busy schedules of the people to provide a drive-thru in addition to the services it currently offers to increase its customer base (Jurevicius, 2013).

Threats 

The threats to Subway include the increase competition from other fast food restaurants such as McDonalds and KFC that attract more customers. The success of McDonald in the market, therefore, identifies a critical problem facing Subway which will mean that customers are being driven away from the business (King, 2014). The negative trends towards healthy eating habits among the population can negatively affect the development of the restaurant in Darwin. More people prefer the deep fried chicken offered by fast-food chains such as KFC and McDonald’s healthier food options. Currency fluctuations in Australia may negatively influence the business. The lawsuits, as well as the vulnerability of its corporate image especially after the scandal involving its brand ambassador Jared Fogle, can influence the consumers and drive business away from the restaurant (Jurevicius, 2013). The inability of the restaurant to be innovative in relation products can drive consumers away.

Objectives with goals for sales volume, market share, profit

The average revenue which is also the sales volume of a Subway franchises such as that in Darwin is about 490,000 US dollars as compared to then 2.9 million dollars earned by a MacDonald franchise (Harwell, 2015). Therefore the objective of the Subway restaurant in terms of sales volume based on the predictions of increased population and customer would be at 150% of the current sales volume. Therefore the objective is to increase the sales volume by 150% making the annual sales volume to stand at $750,000 in the next five to eight years. To increase sales volume even further the Subway will open another restaurant in Darwin to tap into the rising population which identifies another projected sales volume of $750,000 for the new restaurant which cumulatively leads to at least $1.5 million in terms of revenue in the next ten years.

The current market share for Subway is at 23% of the market share while McDonald is leading the industry with 30% of the total market, KFC at 20%, Hungry Jack’s at 15% and Domino’s Pizza at 11% (Heffernan, 2015). This identifies that Subway is way behind the competition. The objectives of the restaurant are to increase its market share by 11% to reach the 40% market share target. The goal of achieving this objective includes increased marketing and promotional activities to increase customer awareness and brand recognition. These goals will increase the market share for the restaurant.

According to Peterson (2015), the average subways owner make a revenue of about $490,000 and a profit of about $225,000 a year. The objective is, therefore, to earn a profit of about 400,000 dollars due to the already projected revenue of $750,000 from one restaurant. Profits will double to about $800,000 in 5 to 8 year after. The goals to increase profits include diversifying the menu to offer healthier food options and well as integrating Australian foods into the menu (Subway Australia, 2016). Profits can also be achieved through increased advertisements as well as bargaining for reduced cost of supplies from the farmers which will future reduce the cost of products attracting more customers.

Marketing strategies

Marketing strategies combine the use of the 4Ps that are price, product, promotion, and place (Lamb, Hair, & McDaniel, 2012). Product identifies the qualities what is being sold and how it provides the needs of the consumers (Lamb et al., 2012). Customers seek to gain products that address certain needs, and the needs of the public are to access healthier foods that is what Subway products do. The product, in this case, identifies the presentation of healthy foods that are delicious. The products are the one that attracts the customers to spend money on the organization. The quality and efficiency of the products to meet consumer demands is critical to attracting customers making it an unimportant component of the market analysis. It is the product that is advertised to the consumers. The design of the product, therefore, influences sales volume, market share, and profits as the healthiness and taste of the sandwiches and salads is critical at attracting customers who consequently result in increased sales volume and profits. The quality of products such as tasty and healthy submarine sandwiches creates brand loyalty which results in increased market share.

Place identifies the geographical location of the business (Lamb et al., 2012). Subway is located in Darwin which is a highly populated city in Australia. The location of Subway at Knuckey Street a busy commercial area where it is accessible to more target customers ensures that it can increase the number of customers, therefore, increasing the market share, sales volume, and profits. The place the business is located is critical to the market analysis as it defines how many customers have access to the business.

Price is the total cost of acquisition, and this is important as it determines the number of customers who may want to purchase the products and how much profit is generated (Lamb et al., 2012). Subway utilizes a lowered cost approach to lead in the market. Subway sells its products at an affordable rate which helps to attract customers who want to have healthy and delicious food but at a customer friendly price that does not hurt their economy. For instance, a large submarine sandwich may cost the customer about 11 Australia dollars which is very convenient and affordable to the Darwin resident. Most of Darwin residents are middle-income earners, and therefore price is a critical determinant to whether they purchase a given product or not. The affordability of the products increases the number of customers coming to Subway which increases its sales volume resulting in increased profits as well. The price also attracts loyalty from the customers, therefore, resulting in the increased market presence and greater market share of the company. A well-chosen practice is critical to ensuring the survival or the business as well as establishing an appropriate brand image of the company. This, therefore, identifies the relationship between the price, profits, sales volume and market share making it a critical element of the market analysis.

Promotion is defined as the presentation of information about the business to the consumers (Lamb et al., 2012). Promotion of Subway can be critical at educating the public about the benefits of buying Subway products. Promotion would aim to differentiate the products sold at Subway from those offered at other fast food restaurants (Lamb et al., 2012). Communication channels and mixes such as the use of online marketing and televised advertisements in the area would be critical in creating attention and awareness of Subway to the Darwin community. Online advertising is an effective communication channel that would help to address the market segment who use social media platforms. The target market for the company include populations aged between 14 to 40 years of age and will be influenced easily by online advertisements. The use of televised advertisements as a communication method would increase the awareness of these population who will not have seen the online advertisement such as working class people who have limited time to use social media. The use of these two communication platforms to advertise the restaurant to the public would be effective at achieving the objectives such as increasing market share as it will attract more customers to the establishment. The effectiveness of the promotion and communication mix will result in more customers who identify an increase in the sales volumes and consequently increased profits. Promotional activities, therefore, help to incorporate the product, price and place into the mix increasing awareness of these marketing strategies to the consumers.

Conclusion

The development of marketing plan involves the identification of the market segments, the competitors, distribution as well as the product. Subway is a fast food restaurant in Darwin, Australia and targets middle-income earners and those aged between 14 and 40 years. The main competitors are other fast food restaurants such as Domino’s Pizza, KFC and McDonald’s. The SWOT analysis identified the strengths of the restaurant as the brand recognition and healthier food options while the weakness included poor customer services and reduced and poor decoration. Opportunity includes expansions into other areas of Darwin City while the threats include increased competition and negative perception of healthy food. Its objectives are to increase its sales volume by 150%, increase its market share to 40% and increase profits from $225, 000 to $400,000 annually. These objectives could be addressed through the development of an effective promotional program which would include the integration of online and televisions advertise to increase awareness or price, product, and place of the company.
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