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In this report I will outline the stages of a marketing process with 5 steps:
· Mission
· Situation
· Marketing Strategy
· Marketing Mix
· Implementation and Control
I will talk about each of these stages and what their function is, as well as give a relevant example of these stages in action relevant to the case study using marketing frameworks such as SWOT and PESTLE.

[bookmark: _Toc138590633]Marketing Process
The marketing process is a series of activities that businesses undergo to try and predict the future needs of customers so they can stay ahead of the competition and innovate, bringing in more profits and reaching a wider audience. It’s a system to create and deliver valuable products to the market, made of several stages that connect with each other.
This process is important because ‘entrepreneurs must formulate theories to discover potential market opportunities’ according to Harper (2002). And as this is a cyclical process, results obtained in previous stages help influence following stages, helping adapt to an ever-changing market environment.


[bookmark: _Toc138590634]Mission

‘A mission is an organization’s purpose and reason for existence’ says Affelt (2011). A mission represents the fundamental reason for a business’ existence and dictates what its direction is. The mission also mentions the business’ product, their target audience and can also mention the intended impact on society.
The goal of the Quebec farmers is essentially to promote and sell their products effectively at a good price to generate income and continue their farming business. To achieve this they must be the most desirable provider out of them and their competitors, they achieve this in several ways.
[bookmark: _Toc138590635]High-quality products
Farmers try to offer the highest-quality products they can to the market, doing this by following the best farming practices and ensuring high food safety standards.
[bookmark: _Toc138590636]Meeting consumer demands
Farmers strive to understand consumer preferences and demands, aiming to identify the specific preferences of their target market and sub-segments of it, such as organic products or certain varieties. They then put their efforts towards meeting those needs and attract more customers.
[bookmark: _Toc138590637]Strengthening relationships
Farmers recognize the importance of repeat customers, by delivering smooth services and high quality produce they establish trustworthiness and reliability, which gives the business a good image and makes customers more likely to continue business with them.



[bookmark: _Toc138590638]Situation

‘The analysis of Strengths and Weaknesses, and Opportunities and Threats is probably the most common and widely‐recognised tool for conducting a strategic marketing audit’ says Piercy and Giles (1989). 
And for good reason, in the marketing process a situation refers to the surrounding external and internal factors that can affect the business’ activities. To analyse the situation we must use different methods to assess the state of the market, the state of our competitors, and other factors that might affect the functioning of the business. Analyzing all of these helps gain insights of the challenges to be faced or opportunities to capitalise on. 

And the most common method for this is the SWOT analysis, which analyses strengths weaknesses opportunities and threats of a business, in the case of the farmers it would be as follows.
[bookmark: _Toc138590639]Strengths

· Local presence: farmers operating in local food supply chains have the advantage of being embedded in the local economy  which allows for direct connections with consumers and community support.
· Resilience and adaptability: farmers have demonstrated impressive resilience during the pandemic, adapting their marketing and sales strategies to cope with challenges.
· Flexibility: farmers can often respond quickly to changes in demand and market conditions, adjusting their production processes and diversifying their products to meet changing consumer needs.
· Knowledge and expertise: farmers possess valuable agricultural knowledge and expertise, enabling them to maintain high-quality food production and ensure food safety standards during the pandemic that comply with government regulations.
[bookmark: _Toc138590640]Weaknesses

· Workforce shortages: farmers have faced challenges related to workforce shortages during the pandemic, either due to health concerns or regulation that prevents seasonal workers from travelling.
· Limited resources: some farmers may have limited access to financial resources which can limit their ability to adapt.
· Dependence: farmers are heavily reliant on specific sales outlets, such as farmers' markets or restaurants, they  face disruptions when these outlets are temporarily closed or have reduced operations.
[bookmark: _Toc138590641]Opportunities

· Increased demand for local food: the pandemic has highlighted the importance of local food systems and increased consumer interest in supporting local farmers.
· Online sales and direct marketing: the shift towards online platforms and direct marketing channels has presented new avenues for farmers to reach consumers and expand their market reach, also bypassing the middleman thereby increasing their own profits and decreasing the cost for the end consumer.
· Collaboration: farmers can explore collaborations with other local producers to find new distribution channels.
· Government support: government initiatives and policies to support local agriculture and food systems provide financial aid to farmers and food producers to survive the harsh economic hit that the pandemic brings.
[bookmark: _Toc138590642]Threats

· Disruptions in supply chain: farmers may face challenges in buying necessary items, such as seeds or fertilizers, due to disruptions in supply chains.
· Economic uncertainties: the pandemic has caused economic uncertainties which might mean people are less likely to spend money, negatively affecting farmer’s revenue.
· Health and safety concerns: farmers need to adhere to health and safety regulations, making sure they are compliant and are implementing measures to protect the health of their workforce and customers.
It is vital that food businesses get the help necessary to continue functioning, this is because food organizations ‘differ from other organizations because they produce daily-life essential products’ as said by Barman, Das & De (2021). This means that farmers have to pull through and cannot be allowed to fail as it would have devastating impacts on the people relying on their produce.




[bookmark: _Toc138590643]Marketing Strategy

The target audience is the specific group of people that a business aims to satisfy and reach with their product, so that they may become customers. The target audience is key because it helps guide the business direction due to their feedback, communication and habits. Gilbert (2000) says that ‘marketing successfully to a segment requires knowledge of their attitudes and expectations’ and proceeds to give an example of their intended target audience reading most labels, meaning for them they should communicate and market themselves through labels.
[bookmark: _Toc138590644]Target audience
The target audience for farmers will be: 
· Locally conscious consumers: individuals who prioritize supporting local agriculture and value sustainable and ethically produced food.
· Health-conscious consumers: individuals who prioritize fresh, nutritious, and organic food options.
· Community members: people who actively participate in local farmers' markets, community-supported agriculture (CSA) programs and engage in direct purchasing from local farmers.
· Restaurants and food service establishments: businesses seeking locally sourced, high-quality ingredients for their menus will rely on farmers.
· Citizens around the area: even if they do not buy directly from the farmers, they buy from retailers which the farmers sell to. So they indirectly become a target audience for farmers as they are the end consumers.
By defining this audience farmers can tailor their marketing efforts directly to the needs and wants of their intended customers.
[bookmark: _Toc138590645]SMART Goals
Cothran and Wysocki (2005) say ‘SMART goals provide a great framework to improve your goal setting and help you create more effective goals’. Smart goals are goals that are Specific, Measurable, Achievable, Relevant and Time-bound. 
What this means is that goals are well-defined so there is a clear purpose and direction with the marketing efforts of the business, increasing the likelihood of success.
For the farmers these could be:
· Specific: enhance customer satisfaction.
· Measurable: achieve a 90% or higher customer satisfaction rate on surveys.
· Achievable: establish communication channels for feedback.
· Relevant: create long-term relationships with clients promoting positivity and good brand image.
· Time-bound: achieve all this before next quarter end.
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Budgeting allocation in a marketing process means the distribution of financial resources to different marketing activities, determining how much is needed in each part. Through proper budget allocation funds will be used efficiently and yield highest rate of return, however sometimes it is hard to know if the budget was properly allocated. ‘Many companies have no reliable way to determine whether their marketing money has been spent effectively’ says Labbi and Berrospi (2007), this is because many factors go into marketing and we cannot accurately measure how many more clients advertising brought to the business for example.
Budget allocation for the farmers would be as follows:
· Marketing objectives:  brand awareness, boosting sales, investing in new products.
· Marketing channels: digital marketing such as social media advertising and search engine marketing, traditional advertising such as T.V and newspaper, content marketing, events, public relations, etc. Allocate funds to these channels based on their estimated costs and expected impact.
· Testing and experimentation: allocate a portion of the budget for testing and experimenting with new marketing to allow for innovation and learning.
· Tracking and analytics: allocate a portion of the budget for tracking and analytics tools to measure the effectiveness of marketing efforts. This helps evaluate the performance of different initiatives to make data-informed decisions on budget managing when necessary.
· Flexibility: allocate a portion of the budget flexible for unforeseen circumstances, market changes, new policies or new opportunities. This allows to quickly adapt to changing circumstances which is key in the business world.

[bookmark: _Toc138590647]Marketing Mix

The 4 P’s also known as the Marketing Mix, is a framework that encompasses the key parts of a marketing strategy and it is said to be ‘extremely influential in informing the development of both marketing theory and practise’ according to Moller (2006). It is the part that plans how things will be carried out to achieve the goals and mission of the company.
For farmers this would be:
· Product: the agricultural products they produce, their quality, what differentiates them from competitors such as being organic and the packaging.
· Price: how much should these products cost? This will depend on the production costs, including labour and delivery. As well as what customers are willing to pay for it.
· Place: this refers to the ways to distribute the product, there is many ways to do it but the farmers are using a dual-channel distribution system where they sell both to retailers who then sell to consumers at a mark-up, and also directly to consumers. In this way they compete with the retailers for consumers but at the same time the retailer becomes a client so there is profit in the end.
· Promotion: this involves everything from advertising to branding, stuff like social media or newspaper ads, to public relations and community engagement.
Following the 4 P’s will help farmers put their product out there and take over the market.


[bookmark: _Toc138590648]Implementation and Control

Implementation is executing the marketing strategy, here tasks should be delegated and resources given appropriately to every aspect of the plan to ensure proper team co-ordination and necessary resources being available.
Control involves monitoring and evaluating that the strategy has been executed and the goals are being met, if they are not then there is room for improvement and the situation should be analysed again to gain a deeper understanding of what is causing the goals to not be met.  
New goals may also be added when analysing the situation again as this is a repeatable process that will be carried out constantly for the business to stay on top of the market and ahead of competitors.
Control can be carried out via data collection of revenue, customer satisfaction or market shares.
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