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Introduction to the report
Marketing is crucial for a company's success as it transforms ideas into value for customers and stakeholders. It is the process of creating, communicating, delivering, and exchanging value for products, services, or ideas (Kotler, Keller and Burton, 2009). Marketing connects consumer needs with businesses' offerings, enabling companies to compete and navigate unpredictable situations. It involves environmental scanning, SWOT analysis, strategizing using models like ANSOFF Matrix, implementing strategies, and controlling based on feedback and market conditions.
The present study explains the strategies employed by Quebec-based farmers to deal with the complex business environment that developed in the wake of the COVID-19 pandemic. Particularly, the farmers utilised every phase of the marketing process to overcome the challenges presented by the pandemic. The argumentation is founded on the essential marketing ideas and frameworks, including Environmental Scanning, SWOT Analysis, the ANSOFF Matrix, and PESTLE Analysis, highlighting the theoretical phases of the marketing process.
Environmental Scanning 
Leading an environmental scan is considered the initial and key stage in the marketing process. The process needs a thorough analysis and assessment of the external situation with the aim of identifying potential opportunities and threats that could have an impact on the operations of an organisation (Kotler and Armstrong, 2010). The environmental factors can be classified into two distinct categories, namely macro-environmental factors and micro-environmental factors. The former involves political, economic, sociocultural, technological, environmental, and legal factors, as per the PESTEL framework. The second, on the other hand, comprises customers, competitors, suppliers, and other industry variables, as stated by Kumar (2010). During the COVID-19 pandemic, farmers in Quebec proficiently engaged in environmental scanning to evaluate their external milieu and effectively recognised four primary challenges.
The COVID-19 pandemic has resulted in workforce shortages as a consequence of limitations, lockdowns, and health-related apprehensions, thereby affecting production capacity and efficacy (FAO, 2020). Therefore, the COVID-19 pandemic has caused disruptions in global supply chains, leading to a surge in demand for local produce. As a result, local farmers have been faced with the challenge of balancing food demand and supply. 
Reardon et al. (2020) claim that changes in sales openings and marketing channels have resulted in modifications to farmers' marketing and distribution strategies as traditional sales openings have closed and online platforms have become more prevalent. According to the Barman, et. al., (2021) farmers encountered operational and developmental challenges relating to safety, adherence to novel regulations, and the necessity for swift business adaptation in an unstable situation. The aptitude of Québec farmers in identifying the above-mentioned challenges properly demonstrates the crucial function of environmental scanning in equipping businesses to conduct external threats and conflict (Schreiber, et. al., 2022). 
Swot Analyses 
The SWOT analysis is a strategic planning instrument that is employed to recognise a business's strengths, weaknesses, opportunities, and threats. The comprehension of a business's internal capabilities and external environment is crucial to the development of efficacious marketing strategies. It is probable that farmers in Quebec engaged in a SWOT analysis as a strategic approach to effectively address the challenges posed by the pandemic. (Schreiber, et. al., 2022). A SWOT analysis that has been inferred from the case study could potentially resemble the following:
Strengths
· Local presence is a significant advantage for producers, as it allows them to gain an in-depth awareness of their local market and foster solid connections with their customer base (Boyacι-Gündüz, et. al., 2021). 
· Flexibility refers to the capacity to promptly modify and fine-tune agricultural techniques and promotional approaches in reaction to shifts in the commercial circumstances. This refers to the presence of multiple sides within the farming and delivery processes that can serve as a backup in case of obstacles in any one area.


Weaknesses
· The COVID-19 pandemic has exacerbated the shortage of workers, thereby impacting their ability to cater to the rising demand.
· The absence of a sturdy digital infrastructure may have presented difficulty for farmers who are not proficient in digital technology or do not have access to it during the abrupt transition to online platforms.
Opportunities
· The current problems in global food chains have led to a surge in demand for locally sourced produce. 
· This presents a noteworthy opportunity for businesses to expand their market share and boost sales.
· The proliferation of digital platforms has led to novel prospects for direct marketing, enabling businesses to expand their consumer outreach and enhance their market presence. (Boyacι-Gündüz, et. al., 2021). 

Threats
· The persistent ambiguity surrounding the pandemic has the potential to impede both operational efficiency and consumer demand. 
· Therefore, the current pandemic has the potential to cause a recession, which may have an impact on consumption and subsequently affect the need for locally produced goods.
Marketing Strategy Development - ANSOFF Matrix
The ANSOFF Matrix, which was created by Igor Ansoff in 1957, is a strategic planning instrument that is employed to examine and strategize an enterprise's expansion approaches by means of current and/or new products in current and/or new markets (Ansoff, 1957). The framework comprises four distinct quadrants, namely Market Penetration, Market Development, Product Development, and Diversification.
The approaches to adaptation of Québec farmers to respond to the issues presented by the COVID-19 pandemic can be analysed through the ANSOFF Matrix structure.
Farmers who have streamlined their processes could serve as an example of the market penetration approach, which involves increasing the effectiveness and productivity of current activities. This strategy pertains to existing goods and markets. This entailed enhancing the provision of current goods to the present market, potentially via improved marketing endeavours or more effective distribution technique (Loredana, 2016). 
Market Development pertains to the expansion of current goods into new markets. The implementation of reuse and collaboration methods, such as the establishment of new channels or partnerships with other businesses, are concrete examples of Market Development in the agricultural sector. The company utilised their current product offerings while diversifying into novel markets or consumer demographics.
The last section of product development, specifically pertaining to innovative goods in existing markets, encompasses the farm modification strategy. This strategy involves farmers diversifying their line of products to cater to evolving customer demands amidst the pandemic. (Rowan and  Galanakis, 2020). This entailed the introduction of novel products or the alteration of pre-existing ones to align with the current market more effectively.
The implementation of a diversification strategy, which involves the introduction of new products to new markets, would be a viable option for farmers, albeit not specifically mentioned in the case study. The strategy of going into a new market with an innovative offering is commonly regarded as the most precarious approach to achieving growth.
PESTLE Analysis
The PESTLE framework is used to assess macroenvironmental factors that affect enterprises. PESTLE stands for the six main external elements that might affect an organisation's operations. Johnson postulated these variables in 1987: Political, Economic, Sociocultural, Technological, Legal, and Environmental. Analysis helps an organisation comprehend its environment. This aids strategic planning and decision-making.
PESTLE analysis will be used to examine the case study of Québec farmers and understand how the COVID-19 epidemic is affecting the regional food chain.
Political. Lockdowns, travel restrictions, and corporate rules affected food supply networks, which had political repercussions. Farmer resilience and flexibility may depend on government assistance or stimulus programmes.
Economical. The economy includes consumer behaviour and economic conditions. The COVID-19 pandemic's probable recessionary effects and consumer behaviour shifts may have reduced indigenous agricultural product demand.
Social: The epidemic has changed consumer behaviours, favouring locally sourced food and indigenous businesses. Domestic food demand has increased due to sociocultural change.
Technological: Marketing and distribution have moved online because of the COVID-19 epidemic. These sites let farmers reach more customers. New pandemic-related health and safety standards influenced farming. These creative restrictions may have cost farmers more.
Environmentally, the COVID-19 pandemic has emphasised food supply chain sustainability and resilience. Sustainable farming and local food system resilience are enhanced by farmers who work within their natural networks.
PESTLE analysis might have helped Québec farmers understand the business situation and develop appropriate adaptation strategies to overcome pandemic challenges.
Marketing Strategy Implementation
Kotler and Armstrong (2010) emphasise the importance of implementation in marketing, as it involves putting the intended tactics into action. In Quebec, farmers demonstrated flexibility and duplication in their marketing plans, adapting to the COVID-19 pandemic's rapidly changing conditions. They used tactics like streamlining, farm adjustment, and outlet adjustment to adapt their farming and marketing practises to shifting demand and supply dynamics, as well as different sales outlets and marketing channels. By utilising a variety of adaptation techniques, they also showed redundancy by preventing a single plan failure from impeding their marketing efforts. Around 40% of farmers altered their distribution strategy due to COVID-19, demonstrating their adaptability in the execution of their marketing plans. (O'Hara and  Toussaint , 2021). Despite the challenges posed by the pandemic, the company was able to continue business as usual thanks to the combined effects of these elements, which contributed to the effective execution of its marketing plans.
Monitoring and Control
Kotler and Armstrong (2010) highlight the significance of monitoring and control in the marketing process, tracking strategies and tactics against pre-set goals. This involves using performance measurements and feedback methods to evaluate marketing effectiveness and make necessary adjustments. Quebec farmers may have used these processes to assess adaptation techniques by analysing sales statistics, customer evaluations, and partner feedback. The iterative nature of the marketing process enables farmers to adjust their techniques for better results.
Conclusion 
Quebec farmers have demonstrated remarkable resilience and adaptation to the COVID-19 pandemic by utilising various marketing phases. They conducted environmental scanning, SWOT analysis, and the ANSOFF Matrix to understand their company's environment, internal capabilities, and external threats. These methods were implemented with high flexibility, enabling them to adapt to rapidly changing conditions. Monitoring and control systems may have been involved in ensuring the effectiveness of these techniques. This case study provides valuable insights into how local farmers can enhance their resilience and flexibility in the face of global shocks, particularly by improving their online selling capacity.
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