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After the heavy impact of the pandemic, most industries were significantly affected while doubting sales revenue and overall profitability (Lu et al., 2021). One of those industries is the food industry where the daily supply of organic and genuine food products decreased due to a shortage of labour workforce and less supply of water. The majority of the companies or organisations felt a lack of supply chain effectiveness as food products were seeming to be less in most countries including Canada. There were several emerging issues which were seeming to be influencing several countries and those issues were lack of food security, livelihood concerns and paradoxical concerns. This report will focus on internal and external environment analysis, competition in the existing market, and marketing concepts with proper demonstration. 
[bookmark: _Toc138596486]SWOT Analysis 
The situational analysis lays down the foundation for a marketing plan (UOW, n.d.). 
	Strengths 
	Weaknesses 

	· One of the prime strengths of the agro-based industry is the availability of raw materials. 
· Another strength factor can be sustainable geographical location. 
	· Lack of facilities and control 
· Inefficient quality control 

	Opportunities 
	Threats 

	· Opportunities related to the areas of sustainability, innovation and technological development. 
· The agricultural industry in Canada grew to 53.94 billion Canadian dollars (£32.10 billion) which was previously 47.27 billion (£28.13 billion) in 2021 (Statista, 2023). 
	· Competition between several companies within the agricultural industry.
· Covid-19 negatively impacts the operations of the industry including the farmers. 


Table 1: SWOT Analysis 
(Source: Created by the learner)
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	Macro Elements 
	Factors 
	Impact of Factors 

	Political 
	Corruption Perception Index 
	The CPI score of Canada was observed at 74 which was behind Germany and Australia (Statista, 2023). This is a profitable outcome for the agricultural industry and for the farmers since they sell the agricultural products to the consumers without the availability of corrupt practices by the middlemen. 

	Economic 
	Consumer Price Inflation 
	The CPI inflation in the Canadian Market was observed to be increasing from 3.4% in 2021 to 6.8% in 2022 (Statista, 2023). Based on the impact of the pandemic on agricultural lands, there were operational issues of higher prices and inefficient planning which is a challenging aspect for the farmers (Schreiber et al., 2022). 

	Social 
	Population Rate 
	The total number of inhabitants increased from 38.85 million in 2022 to 39.64 million in 2023 (Statista, 2023). An increment in the total number of inhabitants is a positive outcome for the farmers since it will help them in providing more agricultural products residing in Canada. Also, it is an advantageous aspect for the agricultural industry since 

	Technological 
	Social Media Usage 
	The social media penetration in Canada was observed at 89.79% with 34.47 million (Statista, 2022). A higher number of social media users is beneficial for the agricultural industry in Canada since it will help them in targeting a wider customer base. 

	Environmental 
	Covid-19 Pandemic 
	The current number of covid-19 cases in Canada has been observed at 4.66 million as of April 22, 2023 (Statista, 2023). Relating to the findings of the case study, it unveiled strengths and weaknesses in the food supply chains which were difficult for the agricultural industry to cope with. 

	Legal 
	Farm Income Protection Act (S.C. 1991, c. 22)
	The Farm income protection act places an authorisation of agreement to protect the income of the agricultural producers of agricultural products (Lawslois, 2023). This is for the farmers in Canada since they can receive protection based on the crops that are destroyed due to natural disasters such as drought, no rainfall or pandemic. 


Table 2: PESTEL analysis 
(Source: Created by the learner)
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Figure 1: Ansoff Matrix 
(Source: UOW, n.d.)
· Market Penetration: This is the least risky option for providing existing products to existing markets (Tlili et al., 2019). Relating to the case study, the agricultural companies in Canada are providing existing agricultural products such as cereals, beams, eggs, milk and palm oil. 
· Market Development:  This is the focus on selling existing products into newer markets. The agro-food industry in Canada including the SMEs tends to target newer customers for their agricultural products to help them in expanding their customer base. 
· Product Development: This is the implementation of newer products into existing markets. 
· Diversification:  This is the concept of entering new markets with entirely newer products. 
From the above analysis, the agricultural industry follows the market penetration strategy and market development strategy to provide the existing products to both the newer and existing markets. 
[bookmark: _Toc138596489]Environmental Scanning 
· Events: Events are those occurrences which usually take place in several business aspects (Vuong et al., 2021). Relating to the findings of the case study, the event of covid-19 pandemic bolstered the awareness of interest of the food producers in Canada. 
· Trends: Local food and direct marketing have been considered to be trending since it was built in a manner to provide resilience to shocks by being dependent on relationships (Schreiber et al., 2022). 
· Issues:  This is the scenario where events or trends tend to create issues for the industry. The Canadian farmers estimated an overall loss of $2.9 billion which was primarily equitable to 4.2% of the total sales of the industry due to a shortage in the labour market and 47% of the labour were not able to hire the required workers. 
· Expectations:  This is the scenario where the interested groups such as the stakeholders of the company are interested in solving the issues. Relative to the case study, food producers in Canada were expected to solve the issues prior to the onset of the pandemic such as making online sales mandatory based on an alternative to in-person marketing. 
[bookmark: _dxrs4ptbuq9g][bookmark: _Toc138596490]Competitive Analysis 
Porter’s Five Forces 
· Bargaining power of buyers (high): The consumption and buying of organic foods in Canada increased vastly after the pandemic (Statista, 2022). This is a threat for several food companies since several buyers can switch to other companies if they are not satisfied with the current company’s products. 
· Bargaining power of suppliers (low):  This is a lower threat for food producers since the companies have the obligation to switch to other suppliers if the current suppliers are asking more money for the raw materials. 
· Substitute Threats (medium):  The threat of substitutes is medium since almost every agricultural company provides similar products in comparison to its competitors. 
· The threat of new entrants (low):  The threat of newer entrants is low since there are several trade and tariff barriers for the newer companies to enter the Canadian market. 
· Competitive Threat (high): There are several competitors in the agro-food industry in the Canadian market which can decrease the competitive advantage for several other companies  
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Figure 2: Porter’s Generic Strategies 
(Source: UOW, n.d.)
· Cost Leadership Strategy:  It occurs when the company is considered to be the category leader for pricing. The majority of the companies in the agricultural industry reported an increment in food and supply demand whereas other companies indicated that the sales dropped (Schreiber et al., 2022). 
· Differentiation Leadership Strategy:  It is the capitalisation of the leadership strategy of the brand in order to achieve a competitive advantage in the market. 
· Cost Focus Strategy: Cost focus strategy is that strategy when the company tries to attract customers based on competitive pricing. 
· Differentiation Focus Strategy: This is the strategy when the company tends to outperform its rivals by offering products that are perceived to be superior to others. 
The agro-food industry in Canada follows the cost leadership strategy where the case study findings indicate that they have been increasing their overall sales. 
[bookmark: _dat9faihata7][bookmark: _Toc138596492]Marketing Concepts 
Marketing concepts are important to propose unique and sustainable marketing approaches in the existing competitive business environment. Marketing concepts change depending on the type of industry or nature of business. While considering all the business environments, there are basically five types of marketing concepts which can be acceptable for the majority of organisations. Those can be mentioned as the targeted market, needs of the customers, market integrity and also profitability.
In terms of the target market, it can be stated that the desired customer base or the consumer base. This is also known as market segmentation (Yoseph et al., 2020). People are having different food preferences based on the age factor. For example, it has been found that children have food preferences which are having more taste but the nutritional value is comparatively less. On the other hand, health-conscious people are having food preferences for healthy foods such as fruits or vegetables. Customer needs indicate all the businesses that are proposed to address the desired customer base (Libai et al., 2020). It is because the sales revenue or the profitability is generated depending on the size of the customer base. Market integrity depicts how the existing market relates to the business. Lastly, profitability indicates sales revenue generated by the company. 
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Marketing fundamentals are important for proposing a business idea in most countries including Canada. This report is based on external and internal environment analysis of the existing market. The Ansoff matrix and differentiation strategy indicated the differentiation strategy and market penetration strategy followed by the food producers in Canada. Later On, marketing strategies are also proposed for gaining a market advantage. Lastly, the competitor analysis is also done for determining the competitor in the existing market. 
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