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                               Definition of Marketing
Marketing can be defined in the simplest terms as the promotion of buying and selling goods and services. It is the act of 'airing' the goods and services of an organization to enhance its consumption. Kotler & Armstrong (2018) describe the marketing process as a set of events through which an organization interacts with clients and cultivates client relationships. Therefore, marketing entails several processes that work in tandem with all other activities in the organization to gain the interest of the clients and serve satisfactorily.  The contemporary definition of the marketing process has adopted a consumer relationship-centered approach (Lamb, Hai & McDaniel, 2016). The current definition views marketing as the process that identifies, anticipates, and satisfies the demands of the clients in a manner that profits the company. 
According to Kotler & Armstrong (2018, p. 6), any marketing process can therefore be said to essentially contain five sections or demands which it seeks to achieve. These five demands are further grouped into two. The first four demands of the marketing process entails creating value in the products and services an organization offers (Philip, 2017). Value creation will attract consumers to these products and services. The fifth demand of the marketing process focuses on creating profit or value for the organization's organization. These are the profits and other benefits that the organization gains from utilizing the marketing process. Fig. 1 below illustrates these demands transparently.



Fig. 1
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Describe the main stages in the marketing process such as mission statement of the company, situational analysis, objectives, strategy, implementation, and control;
McDonald's' marketing process approaches in achieving value in their clients include using a clear mission statement, its objectives, and situational analysis of the company. The forging of a customer-oriented marketing strategy, processing and implementing it, and undertaking control to establish a profitable relationship.
Mission Statement
McDonald's has a very straightforward but impressive and compelling mission statement that is customer-oriented (Kotler & Armstrong, 2018). The mission statement states that this company aims at becoming the favorite place for their customer to eat. 


Situational Analysis
McDonald's uses the 5c analysis to analyses its situation and gather data on its internal and external environments. The 5Cs can be described as:
The Company: In company analysis, the aim is to analyze its strategic plan, potential, and endeavors (Kotler and Armstrong 2018). McDonald's is an international organization with over 100 countries in the world. Its 33,000 outlets serve over 47 million people in a day globally (D'Urso, 2018).
The Competitors: Competitor analysis focuses on the position that the company's competitors, such as Kentucky Fried Chicken and Burger King, occupy in the industry (Kotler & Armstrong, 2018). It is the analysis of the threats that such competitors pose to McDonald's to carry out this com-pitot or research and develop strategies to overcome this competition, McDonald's focuses on two things. These are demand risks and technological innovation risks. 
Context: According to Kotler & Armstrong (2018), the climate and the environment the company operates. McDonald's analysis the environment upon which it operates to determine the environmental factors likely to impact its operations. McDonald's uses the PESTLE approach, as used below, to undertake context analysis. 
Collaborators: According to Kotler & Armstrong (2018), collaborators are the people and organizations external to McDonald's but are vital to its continued operations. They are helpful as they bring new ideas and perceptions to the firm. McDonalds’ collaborators include agencies, partners, distributors, and suppliers such as Coca-Cola Company. In dealing with the collaborators, McDonald's adopts a three-legged stool doctrine where collaborators have deemed the third leg upon which the company is propped. 
Customers: These refer to the force that the consumers of McDonald's fast foods and drinks possess. The customers have a lot of power in selecting alternative outlets if they feel that the products and services offered by McDonald's do not satisfy their demand (Dadzie, Amponsah, Dadzie, & Winston, 2017). 
To overcome this situational challenge, McDonald's adopts a market segmentation plan that segments customers depending on character and age. McDonald's develop product and services that are fit for each segment. 
The Objectives
A company's objectives are the results that can be observable and measurable that the company endeavors to achieve with a specified length of time (Comparably, 2021). McDonald's uses objectives as a marketing tool to reach out to their customers profitably and in a satisfactory manner by providing high-standard products and services quickly. The company's objectives include profitable returns to its shareholders. The main stages in this marketing process are amalgamated into an acronym SMART, standing for Specific, Measurable, Achievable, Relevant, and Time Specific (Pace, 2017). McDonald's has created objectives that are specific and clearly defined. 
Marketing Strategy
A marketing strategy refers to the plan that a company uses to reach out to consumers and win them. In formulating this marketing strategy, McDonald's followed the following steps. First is the formulation of goals and objectives of the company. Secondly, the strengths, opportunities, and threats that affect McDonald's were analyzed. The next step entails analyzing the resources and process used to initiate the marketing strategy. Lastly, observable and measurable impacts of the marketing strategy are identified to determine its effectiveness. 
Implementations: The implementation of a marketing strategy entails putting the formulated process into the process. To implement its marketing strategy, McDonald's uses an all-inclusive approach. This approach focuses on bringing all players in McDonald's food chain on board to implement this strategy. In addition, collaborators such as suppliers and distributors are also involved in the implementation as they bring in new ideas. 
Control: This refers to the process through which a company measures its performance (Pace, S. 2017).  In undertaking control of its marketing strategy, McDonald's uses the strategic control approach. This approach can be summarized as entailing the definition of the objectives of the marketing strategy at hand (Thabit, & Raewf, 2018). Figure.2 below shows a model of how McDonald's undertakes its control in the marketing process. 
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PESTLE ANALYSIS
Political Factors:  The political stability of a country determines an organizations ability to enjoy healthy trade relations with other countries (Hanssens et al. 2018). Some of the political factors that will affect McDonald's performance include multiple trade agreements signed worldwide. This offers an opportunity to McDonald's as the company will be able to venture and operate in all nations comfortably. The other political factor is the strict guidelines by the government made by the government on diet and health. This poses an opportunity for McDonald's to align its products with these guidelines and shed off the negative image. 
Economic Factors: Economic factors affect the overall performance of a business.  A slow but developing economy offers an opportunity for McDonald's to invest there. On the other hand, developing countries are rapidly growing to provide new markets. The economy of China economy has posed a threat to McDonald's because of the loss of this vast market. 
Social Factors: Social factors pose both opportunities and threats to McDonald's. Such factors include a busy lifestyle among the urban dwellers, which offers McDonald's a chance to avail them with effective services. Increasing cultural diversity poses an opportunity for McDonald's as it enables the company to reach out to people from different cultures and introduce them to this fast food. The quest for a healthy lifestyle in society poses a threat for McDonald's as people view their product as a leading cause of Obesity. 
Technological Factors: Technology has permeated all industries. It offers chances to expand and reach out to more customers through automation. It is possible to increase sales through technology through online transactions at a low cost. 
Environmental Factors: The ecology in which the business operates is crucial.  Environmental factors affect the performance of a business. Changes in the climate pose a threat as they exempted McDonald’s from operating in certain areas. However, the quest to create sustainable business strategies poses an opportunity for McDonald's to comply and be in excellent limelight. 


Porter's Five Forces Model
Competitive rivalry is a strong force that the performance of McDonald's. This is because of the high number of companies offering the same services and products and the aggressive nature they seek in these markets. Secondly, the bargaining power of the customers is another strong force that will affect the performance of McDonald's. This is because many competitors offer an option for the customers (McDaniel Jr, C., & Gates, R. 2018). The bargaining power of the suppliers affects the production of a company as they are the providers of raw materials. The bargaining power of McDonald's suppliers is deficient due to the large number of available suppliers and the large number of supplies they make. The threat of substitutes puts a company's growth at risk (Gonçalves, Monteiro, & Rodrigues, 2018).  The threat of substitutes is a strong force working against McDonald's because of the following reasons; the availability of many substitutes and the performance-to-cost ratio of these substitutes, which is high to the detriment of this company. The threat of new entrants is another force moderate force affecting the performance of McDonald's. First, customers' cost of switching to new entrants is low, presenting a solid point—the high price of new entrants joining this industry, however, moderates this threat.  Also, new entrants will take time to develop their brand and pose a challenge to McDonald's brand. 
SWOT Analysis of McDonald's
Strengths
McDonald's boosts the following strengths that are the pillar of its impressive performance. One is that it is branded as one of the most valuable brands on earth. This attracts more business to it. Secondly, they offer tasty food that keeps the customers returning for more (Pomering, (2017). The company has also diversified into real estate, broadening its capital base. In addition, McDonald's makes use of technology to enhance its processes. The company also abides with health protocols and policies. 
Weaknesses
Some weaknesses may affect McDonald's performance. One is its business model. The company uses a franchise model and allows different companies to operate its restaurants. There is the risk of mismanagement and customer disaffection in such a case. The other weakness emanates from its supply chains. These supplies are sometimes disrupted, affecting their performance. The employees of this company have also had protests asserting dissatisfaction with their wages. 
Opportunities
Macdonald's has several opportunities that enhance its chances of growth. One such is its value meal. This customer-oriented meal package that came at a very considerable price heightened their sales (Churchill Jr, G. A. 2017). It should improve on this. McDonald's has an opportunity to come up with innovative products. Such products will prevent consumers from seeking products elsewhere. Expansion and development in global trade enable McDonald’s to develop and invest in other regions globally. 
Threats
Threats prevent a company from fully advantaging from the available strengths and opportunities. Threats likely to face McDonald's include investing in technology which though profitable, is always shaky. There is also stiff competition against McDonald's from companies such as Burger King. Cultural differences are also a threat as McDonald's seeks to invest in different countries. 
Segmentation
Segmentation is a process in the formulation of a marketing strategy. Through segmentation, a company divides its customers into sections based on demographics such as age and lifestyle. These segments are then offered services and products to suit them. IN McDonald's, customers are segmented into classes depending on age. Products that fit children are directed to a similar segment and vice versa. 
Positioning
Positioning refers to where the product and services of a particular company stand in relation with others of similar kind and the customers. McDonald's positions its products and services against potential threats to learn from them. The positioning also applies to the customer to determine their demands. 
Targeting
Targeting refers to a marketing strategy that focuses on identifying a particular market segment and concentrating on it to avail of a particular product. McDonald's uses targeting to deliver consumer-centered services and products. Through targeting, segments created through age are offered products and services that suit them. 


The Marketing Mix for Elements
Product: These are the goods and services that a company sells to customers to satisfy their demands. McDonald's needs to regularly update the types of products and services it offers to the customer. This will keep the psyche and morale to visit this outlet high.
Price: Price: this is the consideration that the consumer pays for receiving services and products from a company. McDonald's use bundle pricing and combines it with premium pricing to serve customers from all walks of life. 
Promotion: this refers to how an organization communicates with customers to attract them. McDonald's achieves this by using associations such as sponsorship in football and heavy advertisements in football matches.
Place: this is the location from where a company operates. McDonald's have set up their outlets in busy streets and malls where customers are likely to be many. 
Process: these are the activities that an organization engages in, availing services to their client. McDonald's undertakes healthy-meal structure strategies that are customer-centered to achieve their satisfaction. 
People: these are; stakeholders who play a role in the performance of a company. In McDonald's, these people include the managers, employees, suppliers, and stakeholders. 
Physical Evidence: This refers to the aura around a company and the appearance it forges. As for McDonald's, the physical evidence can be deemed as comforting, accessible, and full of fun. 

Conclusion and Recommendation
From the above discussion, it can be concluded that marketing aspects should be critically and effectively considered. This will promote buying and selling of goods; hence, consumers will be able to attain quality products of their desired tastes and preferences at a convenient time while producers will also obtain profits from sales of their products. Moreover, mutual relationships and trust between consumers and producers will be established. Therefore, to get an effective and efficient marketing process, it is recommended that the company considers the following aspects. First, they need to develop clear missions on marketing towards both consumers and the company. Second, have specific and clear marketing objectives concerning the target consumers. Third, implementation of effective customer-oriented marketing strategy. Fourth, consider the company's situation analysis by determining its financial position. Hence, it will enable the company to determine the form of marketing strategy to implement towards the target consumers and develop a clear understanding of the target market. Besides, a proper mode of communication with the target market should be considered. Finally, creating a clear focus towards the target market will enhance the production of quality products, capture the market, and build trust with the consumers. 
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