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[bookmark: _Toc138278002]Introduction 
In the target business market, post COVID-19 complications there are several new business strategies which are potentially utilized in order to stay in the competitive business market with efficiency. However, in order to significantly select the best and most appropriate business marketing strategy post COVID-19 a proper market analysis is required to be conducted. There are different marketing processes which are critically adopted in order to successfully run the business in positive direction. However, within this business report a discussion in context to diverse adaption of strategies that helped local food producers cope with initial challenges of The CVOID-19 pandemic shall be discussed in effective manner.  The report will focus on covering the different stages of marketing process which shall be carried by farmers from Quevec in effectively scanning the business environment and further identify the different strategies that shall be used in order to carry out business operations in target market post COVID-19. 
[bookmark: _Toc138278003]Main Body 
In order to significantly understand the business activities in detailed manner that aspect of marketing process is potentially utilized (Bludau and Aebersold, 2020). This aspect potentially involves a proper series of different activities and steps that are exclusively designed to promote the service or product of the brand in the potentially market. In context to current business scenario his aspect has helped in knowing things relating to business in effective and determined manner. However, based on the information which is being provided in the case study, following is the major information that is being critically analyzed:
· Market Research: There was a interview and questionnaire analyses system which was conducted in order to effectively gather up the information in context to food production and marketing. This is stage wherein necessary data is collected in order to significantly understand the different challenges and opportunities which are faced by the farmers in food supply chain management process (Chunduri and Storchová, 2019). 
· Target Market Segmentation:  It is not identified in the information provided, but the study was eventually conducted to identify the farmers who potentially distributed the food through the system of direct marketing across Quebec as specified target market. However, the formulation of questionnaire and interview was specially done to gain insights about the adoption of different marketing strategies. 
· Product Positioning and Development: Within the case study there is no direct discussion done in context to product development and positioning strategy. It can be further determined that the farmers have potentially made adjustments in their products as per the challenges that were faced during the period of pandemic (Deji, 2021).
· Marketing Mix Development: The case broadly mentioned the changes that are implemented in sales outlets and marketing channels. However, a proper analyses in further conducted to critically identify the adoption strategies that are applied by the farmers. It was critically identified that the farmers actively looked in developing the marketing mix strategy by effectively adjusting their distribution system. 
· Marketing Communication: Within the case no proper discussion in context to marketing communication is done. However, the prior objective of farmers is to communicate the important information in context to marketing to their ultimate customers by using online platforms like social media and direct communication system. 
· Sales and Distribution: The mentioned case broadly represents the changes that are being implemented in the sales outlet and marketing channels. This aids in indicating that the farmers are actively involved in adjusting their entire distribution and sales strategies in order to positively cope up with the challenges that are being proposed because of the pandemic.
· Customer Relationship Management: The case study does not certainly mentioned things regarding things aspect of marketing process. However, it can be potentially identified that the farmers on maintain and strengthening the relationship with their targeted customers using the approach of direct marketing and personalized services (Keshavarz  and Moqadas, 2021).
It can be critically identified that the entire case study primarily focuses on the aspect of adoption strategies that are employed by the farmers in order to positively deal with the challenges of pandemic effectively. A special emphasis is given on the sales and distribution aspects of marketing process. 
There are varieties of different challenges that are critically faced by the farmers in local food chain supply within Quebec in Canada. However, in order to effectively deal with all these issues in effective manner use of different marketing theories and framework is potentially implemented (Montanarella and Panagos, 2021).  Here the important marketing frameworks that can help the farmers to face the different challenges in positive manner:
SWOT Analysis: This is a marketing framework that assesses the internal strengths and weakness as well as broadly focuses on identifying the external opportunities and threats of business in appropriate manner. With regard to current situation following is the SWOT:
Strengths:
· Possess to have direct marketing capabilities.
· Resilience and flexibility is demonstrated by the farmers,
· Familiarity in context to local economic and ecological network can be seen.
Weakness:
· Workforce shortages are determined to be called as one of the major weakness under this situation.
· Unable to balance food demand and supply,
· Changes within the sales outlets and marketing channels also adversely impact the things. 
 Opportunities 
· Growing demand of customer in context to local and sustainable food.
· Support of government and regular policy changes.
· Positive shift of short food supply chain.
Threats
· Uncertain challenges which are proposed due to COVID-19 pandemic.
· Disruptions witnessed in traditional supply chains. 
Another marketing framework which can be used is the Ansoff Matrix Analysis which will potentially help in identifying the growth strategies for respective business format in effective manner (Mussema and Yirga, 2020). Here is how this model can be used within the conduct case study:
Market Penetration: 
· Farmers shall focus on implementing the marketing and sales approaches in order to reach the existing business customers through the utilization of alternative channels and methods effectively.
· Changes in context to marketing channels and sales outlets shall be determined.
Product Development:
· Farmers shall focus on diversifying their entire range of products and services by offering providing value added products, bakes items, prepared meals and pickles to the target audience. 
Market Development: 
· Farming shall also focus on expanding their overall reach to new target customers by effectively exploring the different direct sales channels like community supported agriculture programs and online farmers markets effectively.
Next is the Competitive Marketing Strategy framework which is critically used to gain up competitive business advantage over different brands. Here are important tools that are critically included in this tool of marketing framework:
Differentiation:
· This concept aids to play a focus on determining the unique selling proposition for respective business.
· Focuses on providing value added products that help in changing the consumer preferences.
· Aids in effectively highlighting the familiarity in local ecological networks and economics.
Collaboration:
· This aspect broadly focuses on determining the collaborative network in context to distribution channels.
· Herein the prior focus is critically given onto collaboration with restaurants and other food services providers.
Adaption:
· Implementing of different distribution strategies can help the respective business to overcome the disruption in traditional supply chain management system in positive manner.
· This aspects further helps in adjusting the marketing and sales strategies and cater positive changes in demand and consumer behavior. 
Another marketing framework is the Competitive Analysis that potentially involves the assessing of different competitive landscapes and focuses on identifying the competitor’s overall strengths and weakness. In context to conduct case study following aspects can be driven:
· The local farmers are facing the competition because of traditional supply chain management system which is being adopted. 
· Furthermore, the local farmers have the advantage of being aware about different ecological and economic networks that offers sustainable produce offerings. This aids in building a direct relationship with customers.
However, all these marketing theories and frameworks can potentially aid in providing a systematic approach to understanding the different challenges that are faced by the farmers in order to significantly manage the local supply chain management during the COVID-19 pandemic in Quebec, Canada. By effectively utilizing these frameworks the farmers are able to identify the internal and external business factors easily (Sharifi, 2021). Furthermore, identification in context to growth strategies, competitive landscape can also be done in a justified manner. 
[bookmark: _Toc138278004]Conclusion
The above case study critically focuses on determining the different business challenges that the farmers are potentially facing post COVID-19 in Canada. The objective of this case study is providing the valuable insights into different strategies and resilience aspects that are used by local farmers. The case study critically identified the six key adaptation strategies that are employed by the farmers in order to positively reorganize overall marketing and sales strategy for the business. Overall it can be potentially concluded that the prior objective of this case study was to highlight the importance of market research and application of marketing framework is identified which ultimately results in navigating the challenges that are faced within agricultural sector. However, the research potentially contributes to understand how the local farmers can effectively cope up with the challenges that are proposed due to COVID-19 and aids in providing valuable insights for building up a resilient food supply system in future. 
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