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[bookmark: _30j0zll]Introduction
In order to address the early difficulties brought on by the COVID-19 epidemic, farmers in Quebec, Canada, used different stages of the marketing process, which are critically analysed and described in this paper. Schreiber et al. (2022) conducted a study called "Diverse Adaptation Strategies Helped Local Food Producers Cope with Initial Challenges of the COVID-19 Pandemic - Lessons from Quebec, Canada," which offers a rich backdrop for this investigation. The report uses important marketing frameworks and theories to analyse the marketing process at each level, including SWOT analysis, PESTLE analysis, ANSOFF matrix, environmental scanning, competitive analysis, competitive strategies, and numerous marketing concepts. In order to understand the changing circumstances, these producers examined their business environment. They then created tactics and controls to track the methods they had executed. These analyses will make it possible to fully comprehend how these regional food producers skillfully handled the tumultuous and unusual obstacles posed by the pandemic. 
[bookmark: _1fob9te]Environmental Scanning and PESTLE Analysis
Briske et al. (2015) stated that businesses can detect possible possibilities and risks inside their internal and external surroundings by using the crucial process of environmental scanning. This strategy was crucial in helping Quebec's farmers deal with the problems brought on by the Covid-19 outbreak.
Primary Challenges
Four main issues were found through environmental scanning: a lack of qualified workers, changes in the demand-supply equation, modifications to retail locations and channels of advertising, and other operations as well as growth problems (Benzaghta et al., 2021). These challenges served as the main topics for the farmers' adaptation plans.
[bookmark: _3znysh7]PESTLE Analysis
[image: Scanning the Environment: PESTEL Analysis - Planium Pro]
Figure 1: Factors of PESTEL Analysis (Wang, 2007)
Political: Strict lockdown measures to stop the virus's spread changed the political environment. Movement limitations had a substantial impact on the labour pool, which resulted in a labour shortage.
Economic: Through job loss or reduced hours, many consumers experienced income loss, which affected their purchasing decisions. On the other hand, as a result of decreased imports and shifting consumer preferences towards local foods, there was additionally an increase in demand for local items.
Socio-Cultural: The epidemic caused a change in how society views health and safety. The community's increased attention to cleanliness, safety procedures, and food traceability has an impact on farming practices.
Technological: During the pandemic, the push for automation and digital platforms intensified. Farmers, who had previously relied on face-to-face selling techniques, were forced to change their sales and marketing channels as a result.
Legal: To battle the virus, the Quebec government enacted new health and safety laws that included physical separation requirements. The farmers had to abide by these rules in every aspect of their business, from farming methods to product marketing.
Environmental: Due to import restrictions, the pandemic raised the significance of local supply chains and brought environmental problems to the fore. Local farmers were given the chance to highlight their contribution to the sustainable production of local foods, which raised the demand for their goods even more.
[bookmark: _2et92p0]SWOT Analysis
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Figure 2: Factors of SWOT Analysis (Vlados, 2019)
The SWOT analysis was a crucial tool for Quebec farmers throughout the Covid-19 pandemic, which was utilised to assess internal strengths and weaknesses as well as external possibilities and threats. Fazey et al. (2010) said that by reducing risks and managing vulnerabilities, this method of strategic planning helped to make the most of the possibilities and resources that were already available.
Strengths: Local farmers in Quebec were best known for their adaptation and perseverance. They were able to immediately recognise problems and respond to them, changing their operations in reaction to the changing environment. Additionally, they were somewhat protected from the instability of global supply chains due to their long-standing links within local financial and ecological networks.
Weaknesses: The farmers' reliance on conventional labour and distribution methods for their products turned out to be limitations in the face of the pandemic. Having a scarcity of labour was difficult because of the limits on migration (Yüksel, 2012).
Opportunities: Consumers now have a greater appreciation for regional produce as a result of the pandemic. Local farmers had a great opportunity to increase their market share and deepen their relationships with consumers because of this shift in consumer views. Furthermore, local produce benefited from import restrictions, creating an opportunity for market growth.
Threats: Despite these advantages and qualities, there were still many threats to local farmers. Their operations were made more uncertain by the erratic nature of the global epidemic and constantly evolving restrictions. Loredana (2016) reported that planning and strategy execution was made more difficult by variations in demand and supply, worker availability, and a continually changing regulatory environment.
[bookmark: _tyjcwt]Competitive Analysis and Competitive Strategies
The pandemic-related environment made farming in Quebec more competitive. They competed with bigger, frequently industrial food producers who typically have more resources, wider distribution networks, and better scale economies. Global import markets, which provide a variety of frequently less expensive goods, also continued to be a continuous rival.
[bookmark: _3dy6vkm]Adopted Strategies
Focus on Local Markets
Despite these obstacles, Quebec farmers adopted several methods that gave them a competitive edge. Focusing on local markets, which were easier to access and less affected by disruptions in the global supply chain, was an important approach. Farmers emphasised the quality and freshness of their goods, capitalising on the heightened interest among consumers for food from nearby regions during the pandemic by leveraging their ties to the neighbourhood.
Digital Platform
Additionally, they switched from conventional farmers' markets and direct-to-consumer strategies to digital channels for marketing and sales, which allowed them to reach a wider audience. They were able to successfully compete with the major producers and import markets that had previously controlled these channels because of their clever use of technology.
[bookmark: _1t3h5sf]Marketing Strategies and ANSOFF Matrix
Farmers in Quebec employed the Ansoff Matrix, a tactical tool for creating expansion strategies, in response to the changing dynamics of the pandemic. According to Hussain et al. (2013), market Penetration, Market Development, Product Development, and Diversification are the four strategies included in the matrix.
Market Penetration: This tactic seeks to boost sales in current markets. The result for Quebec farmers was an increase in sales to the same neighbourhood customers. They were able to do this by putting their business online, adjusting to new sales channels, and taking advantage of the pandemic's rising desire for regional goods. They were able to reach further into their current customer base thanks to this digital transformation, which somewhat compensated for the losses.
Market Development: Dawes (2018) emphasised that the goal of market development is to take the company into new markets. For farmers, this meant using a variety of marketing tools to reach out to new clients. This might have involved interacting with customers outside of their typical target markets or introducing themselves to new client groups, such as local-sourcing restaurants or those who had become more interested in cooking as a result of lockdowns.
Product Development: According to Ferrell et al. (2021), a key component of product development strategy is the innovation of current product offerings in response to shifting consumer needs. For farmers, this can entail providing various product varieties that are in line with current eating habits or packaging and marketing produce in novel ways, including making ready-to-cook meal kits.
Diversification: The riskiest growth approach, diversification entails introducing new items into untapped areas (Doole & Lowe, 2012). Full diversification was not possible due to the nature of farming operations and the pandemic's brief duration of impact. However, other farmers may have dabbled in novel areas like online culinary classes or workshops, offering a second source of income.
[bookmark: _4d34og8]Strategy Implementation
In response to the difficulties posed by the pandemic, Quebec farmers implemented several creative adaptation measures during the strategy implementation phase. These tactics, which showed their adaptability and resiliency, comprised:
Redistribution: To adapt to the fluctuations in demand, farmers shifted their products to new markets (Gordon & Glenn, 2009) .
Streamlining: To better utilise the labour and resources at hand, they reduced their product lines.
Replacement: Farmers now reach consumers online instead of through traditional sales channels.
Collaboration: To share risks and pool resources, they formed partnerships with other farms or neighbourhood businesses.
Farm Adjustment: Farming practices were modified to account for changes in supply and demand.
Outlet Adjustment: Sales outlets had modifications, including increased safety precautions.
About 40% of farmers modified their distribution plans, displaying extraordinary adaptability and toughness.
[bookmark: _2s8eyo1]Conclusion
In conclusion, a notable case study on resilience and adaptability during a crisis may be found in Quebec farmers' strategic response to the risks and challenges posed by the Covid-19 outbreak. It has been feasible to glean many useful insights by applying a variety of marketing frameworks and theories, including the SWOT analysis, PESTLE analysis, Ansoff Matrix, and principles of competitive analysis.
This analysis emphasises the inherent worth of adaptability and toughness in any firm, particularly in the face of unpredictability. It emphasises how crucial strategic planning is for guiding firms through adversity and how it must be supported by a thorough grasp of the internal and external environment.
The results also highlight the potential of technological change as a tactical reaction to market changes, highlighting its significance as a metric for the future. In short, businesses can learn a lot from the Quebec farmers' perspective on managing crises and creating durable, long-lasting operations.
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