[image: ]



MARKETING FUNDAMENTALS

MODULE CODE: LCBB4004
Individual Report

Student Name:Bogdan Pacuraru 
Student Number:2245496
Lecturer: Efua Adams
23/06/2023

Word Count: 1,673




Executive summary
According to the case study of this report, the native farmers of Québec in Canada are suffering due to poor implementation of marketing in their business scenario to attract target consumers for a better supply of food resources across the nation. This report concludes by evaluating the key issues related to the challenges and issues faced by the farmers of Canada during the impact of the Covid-19 pandemic. Along with that, this depicts the strategies which are demanded to elevate the current condition of the food production affected by the global pandemic of the Canadian farmers can be illustrated with a few factors of Porter's generic strategies. In the pandemic situation, Canadian farmers mostly face several issues such as changes in sales and marketing outlets, balancing food demand, workforce shortages and other development issues. Hence, to solve these issues and create more value for the customers, they applied a digital marketing strategy. Hence, the food manufacturers can allow precision scheduling, and optimising tools to maximise their capacity. 


Table of Contents
Introduction	4
Development of marketing in creating value for customers-	4
Identifying relevant stakeholders and assessing their impact on the marketing activities of the organisation-	5
Understanding the Processes and Stages of Marketing Environment	6
Competitive Strategies	7
Marketing Mix (4ps)	8
Marketing Research	9
Conclusion	9
References	10




[bookmark: _y3j0yokudahf][bookmark: _gwybjuyuwz9f][bookmark: _Toc137662093]Introduction 
Marketing challenges, which are faced by the farmers or the food producers of Canada due to the impact of the Covid-19 pandemic will be evaluated in this report. Apart from that, after analysing the current scenario, this report aims to analyse the stages of marketing which help the local food producer of Canada to eliminate the relation between the consumers them.
[bookmark: _qgd11x2pzp7s][bookmark: _Toc137662094]Development of marketing in creating value for customers
In the matter of development in marketing, the local food systems of Canada are planning to connect with online markets. In the pandemic situation, Canadian farmers mostly face several issues such as changes in sales and marketing outlets, balancing food demand, workforce shortages and other development issues. Hence, to solve these issues and create more value for the customers, they applied a digital marketing strategy. Most of the farmers have contact with Ohio-based online markets so that they can ensure the continued availability of local food supply (Hobbs, 2020). In addition, by applying B2B marketing aspects, they connect with local food consumers and producers. Moreover, to bring development in marketing, Florida-based food companies have applied various social media platforms to increase customer gathering. Posting videos, blogs and other related information about the food systems of Canada, they try to strongly build a vast customer market through social media aspects. 
Here, in social media, most of the food producer companies focus on their distribution strategies. Hence, Quebec farmers applied the direct distribution strategy. Hence, they can directly send their [products and connect with customers and vendors. As there is no presence of middlemen, they can distribute the food through local food markets. Thus with the help of social media, people can know about the fresh stage of foods and farmers of Canada. With the help of social media, 70% to 80% of vegetable and fruit producers become able to build new connections in Europe and US (Schreiber et al., 2022). With the Digital marketing option, direct distribution strategy and B2B marketing process, the food systems of Canada become stranger and become able to create more customer engagement through the direct interactions between customers and food producers. Having the ability to draw social support, the food system community of Canada is appearing significantly in global food commodity markets. 
[bookmark: _mem7i8aal1dl][bookmark: _Toc137662095]Identifying relevant stakeholders and assessing their impact on the marketing activities of the organisation
Following the case study, the potential stakeholders of the food industries are farmers, chemical manufacturers, veterinarians, fertiliser producers, investors and livestock providers. According to digital marketing, these stakeholders help customers by providing integrated information about food aspects. Moreover, these stakeholders assure them about the food integrity so that the customers can make sure about their buying and related quarries. Dealing with complicated food integrity issues and suggesting the most significant approach to farming, veterinarians help other start-up farming companies (Minnens et al., 2019). Their positive responses about sharing information can facilitate other food-related companies about food integrity issues.  
Moreover, the rising income and huge population growth in Canada are presenting huge opportunities for Canadian food companies. In 2022, the economic growth of Canada will be increased by 3.2% (Mishra, 2023). Hence, people become interested in investing their resources in the food business. In respect of technological areas, the rapid technological changes in the food industries of Canada impact positively the food business. The Quebec-based local food manufacturers are upgrading their latest technologies to increase customer engagement and take a step in competitive markets. Moreover, local consumers are believing in higher and healthy quality food and vegetable consumption (Thornton and Comberti, 2017). Hence, Canadian-based food processors are becoming more focused to meet their customers' preferences. 
In addition, to get to know the customers, the farmers and food manufacturers are connecting with the customers through social media and trying to know about their preferences and choices. Hence, they understand that in current days customer demand is shifting in a higher manner to direct grocery purchases to “eat-at-home” items (Reagan et al., 2022). Therefore, virtual meetings between farmers and investors and discussions about better planning prices and increasing production capacity help them to make proper decisions about marketing necessary marketing aspects of the business. 
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Figure 1: Projection of growth in the food sector of Canada
(Source: Bouchard, 2021)
In the figure, it has projected the next 5 years' growth of the food industries of the UK. Because of the pandemic, it has experienced a 5.2% decline in its customer engagement and production (Bouchard, 2021). Hence, it is expected to grow by 15.6% in 2025. Moreover, the report suggested that to catch this rapid business growth, the food manufacturers of Canada need to grow a vast online grocery shopping expertise. 
Focusing on its external market expertise, the food systems of Canada may experience some threats. The main issues are the lack of concentration of food exports, the changing consumers' perceptions and managing processes and resources properly. Moreover, unexpected demand and unprofessional inventory management often increase issues in the supply chain management aspects of food systems. Through having issues, smart manufacturing can be an opportunity for changing the traditional process (Assaqty et al., 2020). Hence, food manufacturers can allow precision scheduling, and optimising tools to maximise their capacity. Food companies can invest in digital logistics and automation for a real-time talk with customers and give training to employees in high-tech facilities.  
[bookmark: _wnok2pi570y1][bookmark: _Toc137662096]Understanding the processes and stages of the Marketing Environment
According to the case study of this report, the native farmers of Québec in Canada are suffering due to poor implementation of marketing in their business scenario to attract target consumers for a better supply of food resources across the nation. These issues are elevated during the period of the global pandemic of COVID-19. During the pandemic, the key problem in their marketing channels has been noticed, and till now they are suffering with those stages. Streamlining the product, redistributing, and collaborating in marketing operations are a few of the key issues in the channel of marketing for the farmers. The major goal of this marketing is to develop a direct relationship of marketing between producers and consumers of food.
[bookmark: _oexq2ye7ho0i][bookmark: _Toc137662097]Competitive Strategies
Strategies which are demanded to elevate the current condition of the food production affected by the global pandemic of Canadian farmers can be illustrated with a few factors of Porter's generic strategies. These factors will help the farmers of Québec to redefine their streamlining and the direct connection with the food consumers. 
[bookmark: _uwjjj3sdvbno]Cost leadership strategy: Due to the impact of the pandemic and the economic breakdown in Canada, the farmers have faced huge problems in selling their products at a high cost. Due to this key reason, they have lost the direct connection with the consumers due to high prices. The farmers and the stakeholders of the business should try to lower the production cost of the food cultivated through the process of farming (Deshler, 2021). This will help them to supply quality products at low cost to the consumers.
[bookmark: _ghjmzlpabxl1]Cost focus strategy: The farming market of Canada seems to be very competitive and crowded, this is one of the reasons for several food producers to sustain in the market and gather effective profit (Houston, 2023). In this case, the farmers should design their cost strategically which will attract the target consumer base and will eliminate the problem regarding competition based on cost marketing.
[bookmark: _x0kej75us3wb]Differentiation focus strategy: Focusing on delivering superior quality food materials to eliminate competitors and the risk of substitution in the market (Jolliffe, 2022). This strategy will help the food producers of Canada to sustain their target consumers.
[bookmark: _idqxflra8439][bookmark: _Toc137662098]Marketing Mix (4ps)
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Figure 2: 4Ps of the marketing mix
(Source: Self-developed)
Product
Agriculture food produced by the local farmers of Québec in Canada, which is consumed by the population of the region and purchased by the retailers and many other sources to cook and sell. These food products are produced by the farming workforces of this particular business which is eventually sold in the market after the whole farming procedure is done (Gonzalez, 2023). The target customers of this food product are retailers and local food vendors across the nation.
Price
The government of Canada should provide major subsidies to the farmers to eliminate the cost of products, which will help them to produce agricultural food products at a low rate in the market. This will eventually result in higher sales in the business.
Place
Products which are produced by the farmers should be placed in the consumer-crowded zone of the nation with effective pricing strategies (Deland, 2022). Apart from that, the product should be marketed to local vendors and retailers to channelise it properly.
Promotion
Social media marketing will be the most effective tool to promote the product across the nation which will attract a huge spectrum of consumers easily (Mekky, 2022). In this era of the digital revolution, the implementation of e-commerce is the key factor to market the product and the digital marketing medium.
[bookmark: _ofuf0ccgclgl][bookmark: _Toc137662099]Marketing Research
The strategies are developed to eliminate the barriers in the relationship between the food producers and the consumers will be monitored to generate effective results in the business. Following the opinion of Cluley, Green and Owen (2019), the marketing manager should take the responsibility to evaluate every step taken in the executive procedure of marketing.
[bookmark: _1yrbsbk5p64i][bookmark: _Toc137662100]Conclusion
[bookmark: _gh01w1oe79oa]This report concludes by evaluating the key issues related to the challenges and issues faced by the farmers of Canada during the impact of the Covid-19 pandemic. Along with that, this depicts the strategies which are demanded to elevate the current condition of the food production affected by the global pandemic of the Canadian farmers can be illustrated with a few factors of Porter's generic strategies. These factors will help the farmers of Québec to redefine their streamlining and the direct connection with the food consumers. Hence, most people become interested in investing their resources in the food business. In respect of technological areas, the rapid technological changes in the food industries of Canada impacting positively throughout the food business and the marketing measures to elevate the current condition.
[bookmark: _Toc137662101]
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