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[bookmark: _Toc138676557]Introduction
The three pillars of marketing—which is described as the process of deriving value from customers and maintaining those fruitful relationships—are communication, delivery, and the exchange of goods (Kotler et al., 2015). The ability of a corporation to provide its customers products and services that are centred on their needs is primarily up to the marketing division. Today's successful firms heavily depend on marketing to ascertain what customers want. The size of a company's customer base is strongly tied to significant revenue creation. However, the COVID-19 epidemic undoubtedly had an impact on the marketing division. Almost every facet of marketing was impacted by the COVID-19 outbreak. Using a case study, this report examines how the COVID-19 virus has affected the marketing function and its surroundings.  In order to define the marketing process, research will be required. This report looks at the planning, execution, and assessment stages of the marketing process. 










[bookmark: _Toc138676558]5 Stages of Marketing Process
A framework for effective marketing plan formulation, implementation, monitoring, and correction is provided by the five Ps of marketing process. To demonstrate these phases, let's utilise the case study of the challenges faced by farmers in Québec, Canada's local food supply chains, during the Covid-19 epidemic:
[bookmark: _Toc138676559]Marketing Objectives:
 The company’s marketing objectives and ideals must be set first. In this situation, farmers could feel obligated to feed Quebec citizens with food they have harvested themselves (Pride and Ferrell, 2019). Making sure the local food supply can withstand shocks like the current Covid-19 pandemic may be the aim.
[bookmark: _Toc138676560]Situation Analysis: 
One will analyse his business from every viewpoint, both inside and outside, throughout this period. It is necessary to assess how the pandemic would affect farmers' workforces, food demand, retail establishments, and internet marketplaces (Lamb et al., 2012). They should assess the advantages, disadvantages, chances, and risks associated with their current advertising strategies.
[bookmark: _Toc138676561]SWOT Analysis
During the Covid-19 epidemic in Québec, Canada, local food supply chains faced the following difficulties, as analysed through a SWOT analysis:
Strengths:
· Despite the challenges caused by the outbreak, local farmers have shown incredible tenacity by continuing to produce and distribute food.
· Farmers in Québec are able to engage in direct marketing and intimate relationships with consumers because to their incorporation into regional economic networks (Benzaghta et al., 2021).
· Due to the relatively short food supply chains in the province, farmers in Québec are able to respond quickly to fluctuations in supply and demand.
Weaknesses:
· Producers had to establish a precise balance between varying supply and demand in order to prevent food waste or shortage.
· Farmers had challenges during the pandemic because of a lack of workers, which might have had an impact on productivity and harvesting.
· Farmers who lacked the appropriate resources or technological know-how would have struggled to keep up with the changes in marketing strategies and sales channels.
Opportunities:
· Farmers may choose to work with and collaborate with other regional businesses like restaurants and grocery stores to enhance their distribution channels and client base.
· Due to the heightened awareness of the importance of local food systems brought on by the epidemic, farmers are better able to supply the growing demand for food produced locally.
· Since the pandemic has increased consumer awareness of and excitement for supporting local agriculture, farmers may stand to gain from it.
Threats:
· Competition from larger suppliers and retailers may have an impact on farmers' market share and pricing.
· The ongoing nature of the pandemic and projected future disruptions make long-term planning for farmers' operations difficult (Musa and Basir, 2021).
· Farmers may need to modify their distribution and supply strategies in response to shifting consumer demand brought on by changing preferences and practises.
[bookmark: _Toc138676562]PESTEL
The example issue, which is the challenges producers faced in the regional food supply chains in Québec, Canada during the Covid-19 pandemic, may be studied using PESTEL. The acronym for these five areas is PESTEL, which stands for Political, Economic, Social, Technological, Environmental, and Legal. 
Political: Regulations and norms imposed by politics have an impact on the agricultural sector. The ability of cultivators to function, the accessibility of staff, and the capability of transporting commodities were all significantly impacted by the containment measures used by the government during the outbreak, which included lockdowns and social isolation (Camilleri and Camilleri, 2018).
Economic: The state of the economy affects consumer spending power, product demand, and farmer earnings. The economic impact of the outbreak was a decline in local product demand and consumer spending. Producers could have had to modify pricing to stay competitive due to changes in customer demand.
Social: The local social and cultural environment has an impact on consumer choices and actions. The epidemic has rekindled people's interest in shopping at and eating at locally owned farms. This change in public opinion gave farmers the chance to fulfil the growing demand for food produced locally.
Technological: The effectiveness and productivity of agriculture are impacted by technological advancements. Producers needed fast access to technology during the pandemic, especially Internet-based direct marketing and e-commerce platforms. With the assistance of technological improvements, farmers may boost their output and efficiency.
Environmental: Think about issues like long-term sustainability, weather patterns, and climate change, to mention a few. Both agricultural practises and crop yield are influenced by these factors (Alava et al., 2018). Farmers must plan for supply chain issues connected to climate change and incorporate environmental sustainability into their production practises.
Legal: The legal framework encompasses laws, rules, and regulations that are pertinent to agriculture. Farmers must adhere to rules governing food safety, labelling, and other issues in order to earn the confidence of customers and perform their legal commitments. It's possible that during the outbreak, health and safety requirements were more stringent.
[bookmark: _Toc138676563]The Ansoff Matrix
A strategic tool known as the Ansoff Matrix is used to evaluate a company's growth potential based on two essential dimensions: product and market. Let's use the Ansoff Matrix to analyse the difficulties local food supply networks in Québec, Canada, faced during the Covidian-19 pandemic:
Market Penetration: Sales of current items in active markets are a need for market penetration. Here, companies may focus on increasing their market share within the regional food supply chains in Québec. This may be done by improving connections with current clients, implementing focused marketing initiatives to draw in additional customers, and looking into ways to enhance their presence at regional farmers markets and community-supported agriculture (CSA) programmes (Causon, 2015).
Market Development: The expansion of markets requires the introduction of already existing items. Farmers should look at options for distributing their products outside of the Québec market. Reaching out to other provinces or even foreign markets where local cuisine is in demand may be necessary to accomplish this. By working with distributors, investigating e-commerce platforms, or taking part in trade events and exhibits, farmers may reach new markets and customers.
Product Development: The introduction of new or modified goods to current markets is known as product development. By expanding the selection of foods made locally, farmers may vary the products they sell. Introduce new crop types, value-added goods (such sauces and preserves), specialty and organic goods, and so on. Producers may adapt to changing customer demands and set themselves apart from competition by diversifying their product offers.
Diversification: In order to diversify, new items must be introduced to new markets. Due to resource constraints, individual producers may find this technique more challenging, but it may still be taken into account on a collective level (Zavalniuk, 2017). Farmers may collaborate to launch new goods or access markets that match their expertise and resources. Producers might, for instance, establish a cooperative or partnership to launch a new brand or look at export possibilities.
[bookmark: _Toc138676564]Marketing Plan: 
This study might serve as the foundation for an effective marketing effort for farmers. This plan's objective is to outline the actions your organisation will take to overcome the challenges it confronts, take advantage of its opportunities, and achieve its objectives. The probable consequences of this strategy include workforce management, meeting food supply and demand, finding new markets, extending distribution, and addressing operational issues.
[bookmark: _Toc138676565]Marketing Mix: 
The group of tactics that farmers may choose to implement their marketing plan is known as the marketing mix. This is taken to include not just the actual object but also its price, location, and promotion (Baines et al., 2017). Farmers are free to focus on growing their product lines, offering competitive pricing, determining the best distribution channels, and starting targeted advertising campaigns.
[bookmark: _Toc138676566]Implementation and Control: 
The last stage is to implement the plan while monitoring the outcomes. Farmers must implement the concepts and methods outlined in the plan, making adjustments as necessary. Marketers must regularly monitor their investment returns, monitor key performance metrics, and adjust their strategy as necessary. Farmers may use frequent review and control systems to adapt their marketing strategy to changing circumstances and objectives.






[bookmark: _Toc138676567]Conclusion
Marketing is a crucial business activity because it ensures the organization's profitability by involving the planning and branding of customer-focused product development. This report provides a condensed analysis of marketing principles within the context of Lessons from Quebec, Canada: Conquering the Initial Challenges of the Covid-19 Pandemic. This study examines the marketing process as well as the internal and external marketing environments using SWOT, PESTEL, and ANSOFF analyses.
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