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1. Introduction

Marketing is an organisational function and set of activities foarealing, communicating, and

delivering value to customers (Kotler et al., 2015). Moreover, marketing entails processes
that focus on delivering value and benefits to customers to meet their needs, not just the
advertisement and the selling of goods, services, or ideas (Lamb et al., 2012). In other
words, marketing is more than simply advertising and selling a product, as it requires close
management and development along with it, which will ensure customer satisfaction and
success (Pride & Ferrell, 2019). However, everything took a wild turn with the worldwide
spread of COVID-19, which has caused a worldwide pandemic that has neﬁ\tively impacted
humans, businesses, environment, industries, and life in general. Globally, all food
production sectors, and opegation sizes felt the impacts of public safety measures because
of the pandemic (Schreiber et al., 2022). The COVID-19 pandemic has therefore more than
changed the way marketing works, due to consumer behaviour drastically changing
&Ioekstra & Leeflang, 2020). This has been the case to food supply chains, specifically local
supply chains in Québec (Canada), as the COVID-19 pandemic has caused disturbances
and challenges that local farmers had to overcome.

2. Overview of Marketing Process

Under the marketing concept, businesses must find a way to find and satisfy customer
needs to be successful (Baines et al., 2017). Businesses must therefore be aware of all
opportunities within the market and think of ways on how to use them to attract new
customers whilst meeting the needs of existing consumers. Businesses often do that using

five different steps that set the framewaork of their marketing process.

2.1 Situational Analysis

The core of a marketing plan is often referred to as a situational analysis. A situational
analysis includes a profound analysis and examination of both internal and external factors
affecting a business, which will help understanding all elements that may influence and
affect the future of the business. Taking the Québec Case Study into consideration, a SWOT
Analysis will be conducted under this subheading to analyse the internal and external factors
affecting the local farmers in Québec.




According to Fine (2009), a SWOT analysis is a tool that allows an organisation to better
utilise its strengths and overcome weaknesses, take advantage of opportunities, and
overcome threats. This will be extremely helpful tool to use to overcome the effects of the
COVID-19 pandemic.

Strengths

s The Covid-19 pandemic has bolstered the interest in and awareness for “eating local”
(Zollet et al., 2021), meaning more customers all over the world.

s Technologies are available

. creased demand in products so more revenue coming in

« Canada's federal, provincial, and territorial government support programs have

helped to prevent overall food shortages
Weaknesses

« Food demand too high to adapt to changes

+ Changes in worldwide food security policies to ensure public satety because of the
widespread of the virus

« Lack of workforce

« Some rural areas had low and unstable interned connection for implementing online

shopping

Opportunities

+ New partnerships between packing houses and farmers
+« New up-to-date marketing strategies to help with high sales
+« High demand of food

* Use of online shopping which has proven to be effective

Threats

* Loss of resources and high amount of money
s Threat of going out of business if unable to cope with COVID-19 challenges
s Travel restrictions due to public safety because of the COVID-19 have disrupted the

exporting of food




2.2. Objectives
The overall aim and goals of the local farmers in Québec was to successfully adapt to the

effects of the COVID-19 pandemic. This meaning that farmers aimed to change the way their
marketing and business has been working, to keep up with the challenges the pandemic has
causes. According to the Case Study conducted by Schreiber et al. 2022, most farmers have
managed to adapt to the changes due to the pandemic. Not only that, but they have also

managed to be more profitable than ever before due to the high food demand.

2.3. Strategy

According to the Case Study, six key adaptations and strategia have helped the farmers
cope with the effects of the COVID-19 pandemic, them being: redistribution, streamlining,
replacement, collaboration, farm adjustment, and outlet adjustment. The first strategy was
changing the distribution system. Before the pandemic, restaurants have been the third most
used sales outlet by farmers with more than 42% farmers selling food to them. With the
ﬁmporarily closure and sudden harsh social distancing restrictions, the strategy of
redistributing food dedicated to restaurants to other outlets has been one of the most
efficient adaptations to the COVID-19 pandemic. To address the lack of workforce, some
other farmers have also reduced their sales at farmer’s markets, and instead have set up
their own pick-up operation point where customers can buyﬂweir goods and avoiding
COVID-19 contact. The most efficient and commonly used adaptation measures have
ranged from streamlining and adjusting existing outlets to adding or setting Hi latest sales
outlets, including online shops. Some farmers have been compensated the temporary
workforce by hiring locals, which was often not an adequate replacwem and strategy due to
lack of training, however, the help was very much needed. Overall, switching from one sales
outlet to another or temporarily replacing a farm worker therefore shows a degree of
redundancy that has enabled farmers to compensate potential revenue and resource losses.

2.4. Implementation

This is the process where farmers put their ideas and plans into effect. This can include
terminating agreements or contracts with closed outlets such as restaurants and setting up

new ones with other outlets who are predicted to bring in a lot more revenue.

2.5. Control




There are number of ways that help check the adjustments and changes made by farmers to

adapt to the COVID-19 pandemic, one of them being number of sales and revenue
calculation. Both should be calculated and kept track of on a weekly basis to decide whether
the changes made has made a positive impact on their financial performance. If there are
losses or farmers are experiencing a break-even, it would be clear to suggest that the
changes made did not help overcome the COVID-19 challenges.

3. Marketing Mix

Product

¢ The harvested food by the farmers

* The distribution method

+« Transport
« Packaging
Price

« Prices significantly higher due to high demand

e« Comparing prices competitors offer

Place

¢ The goods are being harvested in Quebec, Canada
¢ The harvested food is transported and distributed in other parts of Canada, and even

internationally by some farmers

Promotion

¢« Some farmers started using social media to promote their goods and services
s Virtual markets

¢ Direct marketing




Ansoff Matrix

The Ansoff’s Matrix

Market
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Medium risk
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Existing Products New Products

Figure 1: Ansoff Matrix. Source : https./pestleanalysis.com/ansoff-matrix/

Hence the COVID-19 has changed consumer behaviour, industries, and markets all over the
world, it is clear to say that the farmers in Québec are experiencing a medium risk as they
are within the market development sector. Due to the pandemic, the market has drastically
changed as it has introduced new policies, prices, consumer behaviour, safety measures
etc, which therefore makes it a new market compared to what it has looked like prior to the

pandemic.

4, Conclusion

Based on the findings of the Case Study, the farmers in Québec, did not experience the
severe losses that h%e been predicted at the beginning of the pandemic. The results
indicate that fears of food supply slﬁrtages may have encouraged more people to purchase
food from local farmers, leading to an increase in demand for locally sourced food. Most
local farmers in Quebec have stated their ability to adapt to the increased demand and
overcome the challenges posed by the pandemic, such as restrictions and safety protocols.
They have even managed to switch to alternative sales outlets such as online stores and
virtual markets thanks to the power of social media marketing. In general, the local farmers
in Quebec were able to cope with various challenges brought about by the pandemic, while
some reported a positive impact on their sales and operations. Despite the pandemic, the
local farmers in Quebec were able to weather the storm and achieve success in their

business.




2
5. Reference List

e Baines, P., Fill, C., & Rosengren, S. (2017). Marketing. Oxford University Press.

e Fine, L. G. (2009). The SWOT analysis: Using your strength to overcome weaknesses, using
opportunities to overcome threats. Kick it.

3] — .
e Hoekstra, J. C., & Leeflang, P. S. (2020). Marketing in the era of COVID-19. Italian Journal of
Marketing, 2020(4), 249-260.

. gotler, P., Burton, S., Deans, K., Brown, L., & Armstrong, G. (2015). Marketing. Pearson
Higher Education AU.

e lamb, C. W,, Hair, ). F., & McDaniel, C. (2012). Marketing. Cengage Learning.

e Pride, W. M., & Ferrell, O. C. (2019). Marketing. Cengage Learning.

e Schreiber, K., Soubry, B., Dove-McFalls, C., & MacDonald, G. K. (2022). Diverse adaptation
strategies helped local food producers cope with initial challenges of the Covid-19 pandemic:
Lessons from Québec, Canada. Journal of Rural Studies, 90, 124-133.

. %Ilet, S., Colombo, L., De Meo, P., Marino, D., McGreevy, S. R., McKeon, N., & Tarra, S.
(2021). Towards territorially embedded, equitable and resilient food systems? Insights from
grassroots responses to COVID-19 in Italy and the city region of Rome. Sustainability, 13(5),
2425,




Report

ORIGINALITY REPORT

284 27% 19 15«

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

www.ncbi.nlm.nih.gov

Internet Source 11%

WWW.coursehero.com 4
Internet Source %

cgspace.cgiar.org 3
Internet Source %
landfoodlab.weebly.com

Internet Source 2%

Submitted to Coventry University 2
Student Paper %

Submitted to University of Wales, Lampeter 20/
0

Student Paper

BH B

Submitted to Global Banking Training 1
Student Paper %
link.springer.com
n Internet Se)urceg 1 %
n Kerstin Schreiber, Bernard Soubry, Carley 1 o
0

Dove-McFalls, Graham K. MacDonald.
"Diverse adaptation strategies helped local



food producers cope with initial challenges of
the Covid-19 pandemic: Lessons from
Québec, Canada", Journal of Rural Studies,
2022

Publication

www.amfiteatrueconomic.ro
10 %

Internet Source

nopren.ucsf.edu 1 o

Internet Source

Exclude quotes Off Exclude matches Off
Exclude bibliography Off



