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Introduction:
Marketing is the process of attracting customers and maintaining successful client relationships. Marketing's dual purpose is to acquire new consumers by offering higher value and to retain and increase current customers by providing value and satisfaction. (Kotler, et al., 2019)
The Covid-19 pandemic has highlighted the vulnerability of food systems worldwide, emphasizing the need for resilient and adaptable strategies within local food supply chains. This assignment focuses on a case study examining the challenges faced by farmers in Quebec, Canada, as they navigate the impacts of the pandemic on food production and marketing. The objective is to outline the stages of a Marketing Process that these farmers will undertake to comprehend their business environmental situation, develop effective strategies, and implement controls to monitor their implementation.
The case study involved an online questionnaire sent to 1,046 farmers who engage in direct marketing in Quebec, identified through consumer-facing online platforms. Additionally, follow-up interviews were conducted with 15 farmers who completed the questionnaire, providing deeper insights into their pandemic-related challenges, opportunities, and adaptive strategies. The identified challenges encompassed workforce shortages, balancing food demand and supply, changes in sales outlets and marketing channels, and other operational and development issues. In response, farmers implemented six key adaptation strategies: redistribution, streamlining, replacement, collaboration, farm adjustment, and outlet adjustment.
To analyse the Marketing Process adopted by Quebec farmers, this report will employ various marketing frameworks and theories, including SWOT analysis, PESTLE analysis, ANSOFF Matrix, Environmental Scanning, Competitive Analysis, Competitive Strategies, and Marketing Concepts. Each stage of the Marketing Process will be examined to elucidate its purpose and function, with specific reference to the information gleaned from the case study.
The significance of this study lies in its contribution to understanding how flexibility and redundancy among local farmers have helped stabilize the local food system during the onset of a global pandemic. Despite grappling with workforce and demand-related challenges, the farmers' ability to adapt and implement effective strategies demonstrates their resilience and preparedness. By outlining the stages of the Marketing Process employed by these farmers, we can gain valuable insights into the role of marketing frameworks and theories in navigating complex and uncertain business environments.
This Individual Report intends to establish the steps of a Marketing Process that will be followed by these farmers based on the case study and awareness of the problems and methods adopted by farmers in Quebec during the Covid-19 epidemic. The Marketing Process will help them through scanning their company environment, analysing the business environment situation, formulating successful strategies, and putting controls in place to monitor the plans they apply.
Woods (2003) defines marketing planning as the organised process of studying and analysing the marketing situation, defining, and documenting marketing objectives, strategies, and programmes, and executing, assessing, and regulating actions to meet objectives. (Vrontis and Thrassou, 2006)
1. Environmental scanning
The first stage of the Marketing Process involves environmental scanning, which entails gathering information about the external and internal factors that impact the business. In the case study, farmers in Quebec faced various challenges, such as workforce shortages, changes in sales outlets and marketing channels, and balancing food demand and supply. By conducting SWOT analysis and PESTLE analysis, farmers were able to identify the strengths, weaknesses, opportunities, and threats within their business environment. This stage enabled them to gain a comprehensive understanding of the challenges and opportunities brought about by the pandemic.
1.1. PESTLE analysis examines the external factors affecting a business. (CIPD, 2021)
In this case study, can be considered the following:
Political:
· Government regulations and policies regarding food production and distribution.
· Supportive policies for local food supply chains.
Economic:
· Impact of the pandemic on the local and global economy.
· Consumer spending patterns and purchasing power.
Social:
· Changing consumer preferences for locally sourced and sustainable food.
· Health and safety concerns related to food production and distribution.
Technological:
· Adoption of digital platforms and online marketing channels for direct marketing.
· Technological solutions for streamlining operations and improving efficiency.
Legal:
· Compliance with food safety regulations and labelling requirements.
· Contracts and agreements with distribution partners.
Environmental:
· Environmental sustainability practices in food production.
· Climate change impacts on farming and food supply.
1.2. SWOT analysis helps in identifying the strengths, weaknesses, opportunities, and threats of a business. (CIPD, 2021)
In this case study, can be identified the following:
Strengths:
· Local farmers' embeddedness in local economic and ecological networks.
· Remarkable resilience demonstrated by local farmers during the pandemic.
Weaknesses:
· Workforce shortages faced by farmers.
· Balancing food demand and supply.
· Changes in sales outlets and marketing channels.
· Other operational and development issues.
Opportunities:
· Increasing consumer demand for local food supply chains.
· Potential for collaboration among farmers to overcome challenges.
· Growing awareness and support for short food supply chains.
Threats:
· Disruptions in the food system caused by the pandemic.
· Competitive pressures from other food suppliers.
2. Competitive analysis
Analysing competitors helps in understanding their strengths, weaknesses, and market positioning. Farmers should assess:
· Other local farmers in the region.
· Traditional food suppliers and distributors.
· National and international food brands entering the local market.
3. Marketing accordingly strategy development
Once the environmental scanning and competitive analysis are completed, the next stage is to develop a marketing strategy.
Marketing strategy is an organization's integrated pattern of decisions that specify critical choices concerning products, markets, marketing activities, and marketing resources in the creation, communication, and/or delivery of products that provide value to customers in exchanges with the organisation, allowing the organisation to achieve specific goals. (Morgan et al., 2019)
Based on the competitive analysis, farmers can adopt appropriate strategies to gain a competitive edge, such as:
· Differentiating their products based on quality, freshness, or sustainability.
· Collaborating with other local farmers to create a collective brand or marketing campaign.
· Offering competitive pricing and attractive promotions.
· Focusing on customer relationship management and personalized service.

The ANSOFF Matrix is a strategic tool used to assess growth opportunities for a business. It helps in identifying four growth strategies: market penetration, market development, product development, and diversification. (Hussain et al., 2013)
In this case study, farmers can consider the following options:
Market Penetration:
· Increasing sales of existing products in the current market.
· Expanding customer base through effective marketing and promotion.
Product Development:
· Introducing new food products or variations to cater to changing consumer preferences.
· Developing value-added products from locally sourced ingredients.
Market Development:
· Exploring new geographical markets or distribution channels.
· Collaborating with retailers or restaurants to expand the reach of local food products.
Diversification:
· Venturing into new business areas related to the local food supply chain, such as food processing or distribution.
Marketing concepts
Marketing concepts encompass fundamental principles that guide effective marketing practices. Farmers in Quebec may have applied marketing concepts such as target market segmentation, positioning, branding, and relationship marketing. These concepts help in identifying the target customers, developing compelling value propositions, and building strong relationships with customers. 
According to Villiers, Tipgomut and Franklin (2019) a market segment is a group or category of clients that may be targeted through a specific and distinctive marketing mix.
Key concepts include:
· Target market segmentation: Identifying and targeting specific consumer groups interested in locally sourced food.
· Marketing mix: Developing a well-balanced mix of product, price, place, and promotion strategies.
· Branding: Creating a strong brand

4. Implementation
After developing a marketing strategy, the next stage is the implementation of the identified strategies. This requires allocating resources, developing marketing tactics, and executing the planned activities. (Li, Guohui, and Eppler, 2008).
In the case study, farmers employed various adaptation strategies, including redistribution, streamlining, replacement, collaboration, farm adjustment, and outlet adjustment. These strategies allowed them to reorganize their marketing and sales approaches to overcome the challenges posed by the pandemic.
5. Monitor and Control
The last step of the Marketing Process is monitoring the tactics that have been implemented and setting controls to assure their efficacy. Farmers must evaluate the results of their initiatives on a regular basis, watch market trends, and make appropriate modifications to maximise their success. Farmers may assess the success of their adaption tactics and make educated decisions to enhance their marketing efforts by defining key performance indicators (KPIs) and adopting feedback systems.
Conclusion
Finally, the case study on the challenges experienced by Quebec farmers during the Covid-19 epidemic gives useful insights into the steps of a Marketing Process used by these farmers. Farmers were able to adapt and stabilise their companies in the face of pandemic-induced disruptions by doing environmental scanning, competitive analysis, developing marketing plans, applying successful methods, and monitoring and managing the results. Marketing frameworks and theories such as SWOT analysis, PESTLE analysis, ANSOFF Matrix, and marketing ideas were used to guide their decision-making process. This Individual Report will go into each stage of the Marketing Process, analysing its purpose, function, and alignment with the case study results, resulting in a thorough knowledge of the farmers' strategic journey.
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