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Introduction
The food system has been significantly impacted by the COVID-19 epidemic both locally and worldwide. The emergence of the COVID-19 pandemic and subsequent public health initiatives revealed both the strengths and weaknesses of food supply networks (Schreiber et al. 2022, p124). Local food producers have experienced several difficulties in Quebec, Canada. Challenges include a lack of skilled laborers, meeting both supply and demand for food, adapting to shifting retail and marketing landscapes, and overcoming other operational and development hurdles. However, many farmers have also shown incredible resiliency in overcoming these obstacles. The essay breaks down the steps of a marketing strategy that local farmers in Quebec can use to examine their industry environment. Additionally, they can be utilized to comprehend the corporate environment and put strategies in place to deal with the problems posed by the epidemic.
Stage 1: Environmental Scanning
Environmental scanning is the initial step in the marketing process. The procedure entails compiling data about the external environment that the business operates in. The purpose of environmental scanning is to uncover elements that may have an impact on the business. Identifying potential opportunities as well as obstacles requires farmers to do an analysis of the elements affecting their business. Economic, political, social, technological, and legal aspects are all part of the external environment. 
The COVID-19 epidemic has had a considerable impact on the external environment for local food producers in Quebec. The economic situation has deteriorated because of business closures and employment losses (Engidaw 2022, p1). The political atmosphere has also been influenced, since governments have enforced limitations on travel and social gatherings. The social environment has shifted as people have become more worried about their health and well-being. Technology has progressed to keep up with this trend as people's reliance on online stores and delivery services has increased.
Stage 2: SWOT evaluation
After gathering data from external sources, the next phase in the marketing process is to conduct a SWOT analysis. It entails assessing the business’s strengths, weaknesses, opportunities, and threats. As a result of the analysis, the businesses are better able to identify competitive advantages and growth prospects.
For the strengths, local food producers in Quebec have a significant competitive edge over their national and international counterparts. The above is because of the superior quality of their products, the depth of their relationships with customers, and the backing they receive from the surrounding community (Schreiber et al. 2022, p124). Weaknesses including low economies of scale, high production costs, and a dearth of available workers are all contributing factors to their problems. Opportunities like the growing consumer demand, more public understanding of the importance of eating healthily, and official encouragement of local food production all bode well for the prospects of the region's farmers. Numerous factors work against small-scale farmers as threats, such as the rising threat of industrial agriculture, the volatility of the food market, and the effects of climate change.
Stage 3: PESTLE Analysis
One method that can be utilized to get a clear picture of the world outside is the PESTLE analysis. The state, society, technology, legal framework, and environment are all factors in a PESTLE examination of a company. A PESTLE analysis would be useful for Quebec's agricultural sector since it would increase awareness of the sector's macroenvironment.
Various political considerations, such as government financing for regional food production and national food safety standards, could have an impact on their financial performance. For example, how the government handled the pandemic affected farmers' ability to adapt (Schreiber et al. 2022, p125). The long-term viability of the company could be affected by economic issues including financing availability and production costs. Social problems like the constantly shifting desires of their clientele also come into play. As more people realize how important it is to buy food that is produced nearby, demand for it has grown (Vitters et al. 2019, p2). Local farmers demonstrated adaptability and resilience throughout a global epidemic because of their flexibility and contingency plans (Schreiber et al. 2022, p125). Particularly in fields like food distribution and production, online food purchasing, and social media marketing, which have the potential to upend entire industries, technology is changing the economic landscape. Their operations are impacted by restrictions on food labeling, requirements for food safety, and laws governing food marketing. Environmental issues like climate change may have an impact on farming practices and long-term viability.
Stage 4: ANSOFF Matrix
The ANSOFF matrix is a useful tool for companies interested in developing innovative products and services. Four primary types of tactics are taken into account in the ANSOFF matrix. Strategies include penetrating untapped markets, developing innovative products, expanding into related industries, and so on. The company can utilize the plans to explore ways to increase profits by, for example, developing and selling brand-new products or expanding into untapped markets.
Local food producers in Quebec should use Market Penetration strategies including increasing market share, expanding into new regions, and offering more products. Strategies for developing markets include penetrating untapped markets, establishing novel methods of distribution, and extending into new countries. New product creation, product improvement, and product branding are all viable possibilities for them as a product development strategy. It is now crucial to make the change to more sustainable agriculture and food systems. Managing an international agri-food market that can keep up with projected population expansion while still providing safe, nutritious meals to everyone is crucial (Borsellino, Schimmenti, and El Bilali 2020, p1). The diversification options they could employ include breaking into new markets, creating novel goods and services, and buying rival companies.
Stage 5: Implementation
The next step is to put the marketing plans into practice after they have been developed. Implementing marketing plans and monitoring their effectiveness and success are the two necessary steps in a marketing strategy. To get the results they want, farmers must implement the established tactics, monitor performance often, and make the required corrections. The procedure entails implementing several techniques and ensuring their efficacy. A system's ability to adapt to shifting environmental conditions brought on by shocks and disturbances depends on redundancy, which is demonstrated by the diversity of routes (Kharrazi et al. 2020, p2). The lack of money, a lack of knowledge, and competition from large-scale food producers are a few difficulties that local food producers in Quebec could encounter when putting their marketing plans into action. However, with cooperation and mutual aid, local food producers may be able to overcome these challenges and develop a more resilient and sustainable food system.
Stage 6: Monitoring and Control
Monitoring and control are the last steps in the marketing process. Monitoring the effectiveness of the marketing strategy is a step in the process, and any necessary adjustments are made. Sales, market share, client satisfaction, and brand awareness are a few variables that Quebec's regional food producers should monitor. Local food producers can assess the effectiveness of their marketing tactics and their progress towards their objectives by monitoring these variables. No company should consider its marketing strategy finished before it has determined how well it performed and whether any major adjustments were necessary (Lacoma n.d., para.2). Farmers can spot opportunities for development and make wise decisions when KPIs like sales growth, customer satisfaction, and market share are regularly monitored. Keeping tabs on progress is an ongoing task that may persist for some time after the plan has been drafted. The marketing component that involves monitoring and assessment enables organizations to quickly modify their future marketing strategies.
Recommendations
The following suggestions could be made for Quebec's regional food producers based on the data from the case study. The local food industry ought to place a strong emphasis on the caliber of its goods and the advantages of purchasing locally produced food. By offering exceptional customer service and individualized advice, they should also forge lasting relationships with their clients. There is a possibility that consumers' interest in and concern about more sustainable food options will increase as traceability improves (Vitters et al. 2019, p3). Additionally, farmers may establish marketing campaigns to raise awareness and spur demand. 
[bookmark: _GoBack]The necessity for farmers to communicate with their customers and advertise their products through social media is increasing. Customers' increased awareness of the importance of supporting local food producers may be attributable in large part to the technology that links them with local suppliers (Schreiber et al. 2022, p131). They can also decide to collaborate with other companies to develop fresh marketing chances. To spread the word about the significance of local food production, local food producers should support local food projects. The significance of maintaining a resilient and sustainable food supply network was highlighted during the epidemic. Sustainable farming practices include those that are organic, regenerative, and aim to minimize food waste.
Conclusion
As a result of the epidemic, local coping strategies were developed. Studying the environment, developing strategies, putting them into action, and then monitoring the outcomes are all steps in the marketing process' never-ending cycle. In the face of the any hardships, these measures will help Quebec's food farms become more robust. Farmers can adapt to changing conditions with the use of implementation, control, and management plans. Marketing strategies should be adaptive and iterative. Farmers are tasked with reflecting on their practices, keeping an eye on market movements, and adjusting accordingly. These steps can help farmers strengthen their operations and improve the reliability of the food supply in their area.
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