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[bookmark: _Toc58878066]Introduction 
Hamlet pharmacy is an established and independent pharmacy that provides NHS and private healthcare services for the local community members. Hamlet pharmacy has remained active in its provision of healthcare services amidst the coronavirus global pandemic. Through a team of experts, the pharmacy has managed to dispense electronic and paper NHS prescriptions in the pharmacy. The pharmacy maintains a formal work schedule that is flexible for every stakeholder in the organization. The services of the organization are essential for the health maintenance of the vulnerable embers of the community.
The health sector is highly affected by the outbreak of coronavirus. There is an influx of patients in the wards and high demand for services and medicine. Hamlet pharmacy is forced to adapt to new management and provision of services to its clients, among other institutions. The essential service provider is compelled to ensure creative application of technology use is applied to ensure the physical contact is minimized, and there is high efficiency in service provision. In their contribution towards containment of coronavirus, Hamlet pharmacy has emphasized the use of electronic ways of issuing prescriptions to minimize the personal contact or visitation of the facility by the patients who might put themselves at various risks. The containment of the novel coronavirus calls for the marketing theory's creative use to ensure the business organization competes fairly in the market and sustains its growth.
[bookmark: _Toc58878067]Marketing theory
Marketing theories are tools of economic reason used to explain the marketing process. Marketing theories help align the organizational marketing strategies to an ideal way of conducting their business operation (Zeithaml et al., 2020). The marketing theories are essential in ensuring the business organization maximizes its market potential. Through the marketing theories, an organization can create a marketing strategy that adapts to the dynamic market changes. However, the novel coronavirus outbreak has challenged the common marketing strategy .the global pandemic has created a need for evolution in the marketing sector; the organizations are forced to adapt to the new normal and increase their online marketing strategy ensures there is compliance with the health officials guidelines. The organizations can adopt various marketing theories, including; marketing mix, communication mix, SWOT analysis, Potters five, consumer decision-making process, balanced scorecard, Maslow's hierarchy of needs, pestle analysis, and Ansoff matrix (Zeithaml et al., 2020). The marketing theories help manage the organization's sales, as expressed in the paragraphs below.
[bookmark: _Toc58878068]Marketing mix 
Marketing ix is a marketing theory used to position the products of the organization in the market strategically. The marketing mix formerly had the 4 Ps, product, price, place, and promotion. Through the effective manipulation of the primary factors, the organization can ensure they adequately advertise their products to the target potential customers (Andika and Susanti 2018). The marketing mix helps ensure the pricing of the organization's products is competitive and aids in increasing their products' sales. Further, the marking mix creates the need to promote their products and provide physical evidence for their exemplary services (Andika and Susanti 2018). The organizations' management should ensure they take charge of the major marketing strategies and ensure their products are best positioned to compete in the market.
[bookmark: _Toc58878069]The communication mix
A communication mix is a marketing theory that involves the use of communication tools to influence potential customers. The communication mix is majorly achieved through advertising, social media, product packaging, direct marketing, websites, events, and exhibitions, among other communication methods (Genchev and Todorova 2017). Marketing mix involves using market communication tools that may include; advertising through the mainstream media to reach out to the vast majority of potential customers. The organization can employ direct marketing and digital marketing to target a group of persons specifically. Further the organization can ensure there is a creative use of public relations in the media to market an organization's product further. Personal selling can be used by the use of a sales agent acting as an ambassador to the organization to target a given group of people specifically (Genchev and Todorova 2017). Finally, there is the use of sales promotion that can be used to enhance the promotion of goods and services .organizations are therefore tasked to ensure they creatively use the communication mix to enhance their sales in the competitive market.
[bookmark: _Toc58878070]SWOT analysis 
SWOT analysis is a marketing theory that requires the organization to identify its strength, weakness, opportunities, and threats in its operations (Lestari and Yunita 2020). Through the SWOT analysis, the organization can identify what they are best at producing in the market, their positional market advantage, their financial resources, connections, and the unique skills that make their services outdo the market competition. The organization should then identify the weaknesses that inhibit their success in marketing its products: financial position, poor alliances, outdated intellectual property, or even lack of proper training for their employees (Lestari and Yunita 2020). Thirdly, the organization needs to identify the opportunities availed to them in the market. The opportunities can be in new technology, new market areas, competitors, or changes in the external environment (Lestari and Yunita 2020). Finally, the organization should identify the market threats that can halt its operations in the market. SWOT analysis provides a straightforward way of ensuring the marking of products is well designed to avoid market failures.
[bookmark: _Toc58878071]Potters five 
Potters five is an ideal marketing theory for evaluating market potential and possible sustenance of the market relevance over a long time. The potters five assess the competitive intensity within the industry (Wu, Bi and Wu  2019). Firstly, potters five identifies the competitive rivalry faced by the industry's organization by assessing the level of competition in the field of operation. The competitive rivalry identifies the organization's position in the industry and the possibility of sustaining operations amidst the stiff competition. Secondly, threats of new entrants assess the ease of entry of competitive organizations in the marketing field.
Further, the threats evaluate customer loyalty, government protection, and possible entry barriers to protect existing organizations. Thirdly, the threat of substitution evaluates the possibility and ease of substituting an organization's product for another. Further, the organization will identify the supplier power in influencing their productivity and the marketability of the organization's products offered for sale (Wu, Bi and Wu  2019). Finally, the buyer's power determines the buyers' ultimate power in influencing the marketability of the products of the organization. Porter's five marketing theory identifies the significant influencers of the market demand and supply and their respective powers in influencing an organization's marketing.
[bookmark: _Toc58878072]The consumer decision-making process
The consumer decision-making process is the method used by marketers to identify and track the decision-making process of a consumer. The consumer decision-making process range from problem recognition from where the customers identify what they need to satisfy a given need (Duh and Iyiola 2020). The marketers use the problem recognition stage by the creation of a need for the in the market. The consumers then move to the next step of information search, where the consumers make inquiries about the available products in the market. Consumers seek information about a possible solution to their needs from various sources, including the internet and print media. The consumers then proceed to the evaluation of the alternatives available in the market. At this stage, the consumers evaluate the available competing products that best satisfy their needs. The consumers then move to the next stage and make a purchase decision after a critical evaluation of the best product that best serves their interest in the market. Finally, the consumers consider post-purchase satisfaction or dissatisfaction, which is dependent on the merchant who offers their products for sale (Duh and Iyiola 2020). The consumers at this stage consider factors lie the after-sales services or the efficiency of the products purchased. A consumer decision-making process is a vital tool used by marketers. It helps create a strategic marketing strategy to target every stage of the consumer purchasing decision-making process.
[bookmark: _Toc58878073]Balanced scorecard
The balanced scorecard is a management and marketing theory that helps the business organization owners evaluate their business operations' efficiency. The management of the organization evaluates the effectiveness of implementing the business policies and objectives for the business organization's conducting (Kukartsev et al., 2020). The primary marketing metrics for marketing in this theory are the customer satisfaction rate, customer retention, delivery performance, and quality performance. The organization's management is better positioned to control customer satisfaction, given its high market performance effectively. Therefore, using a balanced scorecard is efficient for considering the effectiveness in implementing the marketing tools to deliver success for the business organization.
[bookmark: _Toc58878074]Maslow hierarchy of needs
The railway hierarchy of needs developed by Abraham Maslow is often visualized as a pyramid split into five categories. The Maslow hierarchy of needs is split into psychological needs, which are the basic human needs that every person must first meet (Abbas, 2020).  Then, the safety needs follow at the second bottom of the Maslow hierarchy of need. The safety needs include physical, financial, job security, or the health of every person. After the safety need, people always seek to satisfy their social needs to achieve the social; connection with friends and family. The marketers often capitalize the social needs as they hold a significant market niche for the various people in different social stratifications (Abbas, 2020). The esteem needs then follow after the social needs as people begin to desire more respect, confidence, and self-achievement in their ways of life. Finally, at the top of the Maslow hierarchy of needs is the self-actualization needs. At self-actualization, people realize their full potential. The Maslow hierarchy of needs provides marketers with the information for targeting various markets and specific target human needs to ensure they gain the market at all cost.
[bookmark: _Toc58878075]Pestle analysis 
The pestle analysis provides for the evaluation of external environmental factors influencing the operation of a business organization. The external environmental factors include the country's politics, which influence policy formation and the country's peace level. The economic environment is an external environmental factor that significantly influences the management and the environmental marketing decisions in the organization (Musarra and Morgan 2020). The social-environmental factor influences customers' targeting and the type of products to produce in a given area. The social factor is a major determinant of the consumer market concentration that shows the potential market characteristics for organizations products. The technological factor is the level of technical know-how in a given country at a specific time. The technological factors. The technological aspect influences productivity in a given environment, thus influencing the marking of an organization. The legal factor in a given market shows the policy and the regulations implemented in a given market or country that influence how a business organization's trade or operations are conducted (Musarra and Morgan 2020). Finally, the ecological environment acutely influences the management practice within every justification. Therefore, the pestle theory is an ideal marketing theory that should be used in designing the marketing techniques that help in maximizing the sales and hence the profitability of every organization.
[bookmark: _Toc58878076]Conclusion the marketing theories.
The marketing theories present the management with the appropriate easy to identify the potential customers for an organization's products. The marketing theories ensure proper analysis and understanding of the market, thus creating a strategy for conducting marketing in an organization. The marketing theories are flexible and can be used interchangeably to b achieve the goals of an organization. The wide range of choice of marketing theories provides the management with the opportunity to select those which best suit their needs. With the novel coronavirus outbreak, the management must consider effective manipulation of the theories to achieve the optimum market coverage and enhance their products' purchasing by their target consumers. the management is therefore tasked to identify the most appropriate marketing theory for their respective organization's
[bookmark: _Toc58878077]Application of marketing theories in enhancing an organization's marketing 
The outbreak of coronavirus has changed the ways of conducting business operations. The coronavirus has dramatically influenced consumer behavior following the health officials' guidelines on containment of the highly contagious virus. The management of various organizations is faced with the teams to adopt the new normal in their marketing strategies or face market failure. The management can effectively modify and use the marketing theories to appropriately adapt to the new normal in marking their products. Being an essential service provider, Hamlet pharmacy is compelled to adapt to the new changes to remain operational in conducting its business operation. Like any other organization, Hamlet pharmacy faces a great transition into online and virtual service provision to their clients. Therefore, Hamlet pharmacy can use marketing theories in diverse ways to ensure they adapt to the new changes in the marketing sector. The various marketing theories can be applied as described below.

[bookmark: _Toc58878078]Marketing mix
Through a critical analysis of the 4 Ps, product, price, place, and promotion, the organization can identify and segment their target consumers (Rosenbaum, and Russell-Bennett, 2020). Through their marketer, Hamlet pharmacy should begin proper product promotion of their services through online marketing and direct targeting. The pharmacy should single out its products and appropriately package them for sale to its clients. Finally, the hamlet pharmacy should provide physical evidence of their services to potential customers. The management of the organization must select the best advertising media to target all their potential customers. The product promotion for their products should be persuasive to place the organization above the competitors in the market. Marketing mi marketing theory provides the management with a good strategy for ensuring that they maintain their market share amidst the coronavirus pandemic.
[bookmark: _Toc58878079]Communication mix
The communication marketing mix is a flexible marketing theory that allows an organization to adapt to all the prevailing market conditions flexibly. Through the communication mix, an organization can design and specifically target each market segment. Hamlet pharmacy should design an informative advertisement through the media, print, and nonpoint media. The pharmacy can adopt direct and digital marketing through social media and email to target a given market segment online. Communication mix provides for creative use of personal selling through salesperson use to identify and approach target customers for the organization (Ezeah,Ogechi, Ohia, and Celestine 2020.). Finally, the organization's marketing can use the media for public relations to gain public trust. Therefore, the communication mix can effectively increase an organization's market share by persuading the customers to identify and use the organization's products.
[bookmark: _Toc58878080]SWOT  analysis 
A SWOT analysis allows an organization to identify its strengths, weaknesses, opportunities, and threats toward achieving its goals and objectives. Through SWOT analysis, hamlet pharmacy can identify its strength in the market and effectively capitalize on increasing and maintaining a high market profile during the COVID 19 season. Hamlet can identify their weakness in the provision of services to the general public. Upon identifying the weakness, the organization can identify the possible ways to adjust to the weakness to avoid market failures in an undesirable event. The organization should then identify the opportunities availed to them with the changes in consumer behavior (Ahmad et al., 2020). Hamlet, is better positioned to identify new potential markets and offer the best prescription to their customers to ensure they are best positioned in the market. Finally, hamlet should identify the potential threat to their operations. The potential threats may be possible hacking of systems, competition from established pharmacies, and more government restriction on movement and service delivery. The SWOT analysis provides an efficient way of organizing and organization's marketing strategy.
[bookmark: _Toc58878081]Potter's five 
Potter's five provides tools for analysis of the competitive advantage of an organization in the industry. Hamlet can use potters five marketing theories to identify its marketing position during the global pandemic. Hamlet can identify their main rival in the provision of pharmaceutical services in the region of operation. The pharmacy can ensure they are ahead of competitors in providing high-quality services to remain relevant in the market. The organization should then identify the potential threats forced by the new entrants and ensure they retain the customers' loyalty, and concentrate on maximizing the creation of barriers to entry into the market. The organization should then identify the threat of substituting the products for rival products and ensure they act to reduce the possibility and ease of substituting the products from one organization to another. Hamlet should then evaluate the supplier's power in influencing their sales and marketing to ensure there is no stoppage delivery of services to the organization to its clients. Finally, hamlet should consider the buyers' powers regarding their availability, tastes, and preference of their products. Therefore, the management is tasked to use the potters five to create a good marketing strategy that will sustain the organization amidst competition and a global pandemic that has dramatically influenced different organizations' marketing management (Yawson, 2020).
[bookmark: _Toc58878082]Consumer decision-making process 
Consumer decision making is a long process that shows chronologically how consumers make their purchasing decisions. (Wang et al ., 2020) Hamlet pharmacy should identify and track the consumer decision-making process to create the need for their products. The pharmacy, through intensive advertisement, can inform the consumers of their services in the market. The pharmacy can show their exemplary service in the provision of electronic delivery of prescription .Hamlet can increase their odds of receiving the fair share of the market by the provision of a wide range of products to offer the customers with a basket to choose from .to capitalize on the customer decision-making process, the management of the pharmacy can identify the most appropriate after-sales services from clients (Connolly and Van Der Zwet 2020). The management offers free or subsidized medical checkups for the customers who subscribe to their services. Therefore, the customer decision-making process is an ideal way of maximizing the sales potential of an organization amidst the coronavirus outbreak.
[bookmark: _Toc58878083]Balanced scorecard 
Hamlet pharmacy can use the balanced scorecard to evaluate the target sales volume and the current sales. The organization can use the information in the market to adjust their sales and marketing activities to march the market expectations (Karpen and Conduit 2020). The use of a balanced scorecard allows the organization to ensure increased productivity and adherence to the organization's marketing guidelines set by. The organization .the management should consider the balanced scorecard while making their marketing decisions to avoid marketing failure.
[bookmark: _Toc58878084]Maslow hierarchy of needs 
Maslow's hierarchy of needs provides for the levels of human needs and the urgency to meet them. Health needs being a salient basic need for every member of society; everyone is obliged to get the best medication for all their underlying conditions (Duygun, and Şen 2020). Therefore, Hamlet pharmacy should create a marketing strategy that targets a majority of the people across the social stratification. The pricing mechanism should be standard to avoid discrimination of the haves, and the have notes in the market. Hamlet pharmacy should not offer products at exploitative market price. Therefore, the management must consider using Maslow's hierarchy of needs to ensure they effectively meet their target customers.
[bookmark: _Toc58878085]Pestel analysis 
The pestle analysis allows the management to assess the external environmental factors that affect the organization's operation. Through pestle analysis, the management can identify and comply with the regulations of the government (Seyitoğlu and Ivanov 2020). Hamlet can use the pestle analysis to assess the country's technical know-how to design the appropriate online e-marketing strategy for potential customers. Further, the social and the ecological aspects that are pointed out in the pestle analysis helps in the identification and segmentation of the market into various portions. The market segmentation allows the pharmacy to create a tailored product that can be quickly sold to potential customers (Islam, M.S., 2020). Therefore, the pestle analysis is an ideal way of designing a marketing strategy to meet potential customers during the coronavirus period.
[bookmark: _Toc58878086]General comment on the application of marketing theories.
The coronavirus has dramatically affected the normal market operations. The lockdown in various countries has created a vacuum in the sales and marketing for various organizations. Hamlet pharmacy is best positioned to take advantage of online marketing and increase its market share and sales. The management of hamlet pharmacy should identify a competent marketing team who can effectively adopt and implement the new normal way of conducting busies operations in the organization; through the various techniques, the organization should identify any of the marketing mentioned above theories as they can all be used to –increase the marketability of the pharmacy products.
[bookmark: _Toc58878087] Critical analysis Systems that support hamlet pharmacy's quality process.
Organization systems are the structure that set how organizations are set up and run. The systems provide for the organizational hierarchy that promotes communication, explicitly define a chain of commands, and show employees the possibility of advancing their careers. There are various organizational structures, including the functional, divisional matrix, and flat organizational structures. Implementing the system of any of the organizational structures depends on their ability to sustain its operation and use them to advance their goals and objectives in the market place. Hamlet pharmacy is therefore faced with choices. We are tasked to identify those systems that help increase marketability and thus conduct business operations during and after the cessation of the global pandemic. The organization can select the below described organizational structure to be successful in their business operation.
[bookmark: _Toc58878088]Functional organizational structures 
The functional organizational structure suggests that persons performing similar tasks are grouped based on their specialty. The grouping together based on their specialty leads to teamwork and provides the motivation that enhances the organization's performance (Islam, 2020). The grouping of the embers of the organization has the effect of inducing creativity and innovation in the management of business operations .the functional organization structure has proved to be effective in managing various organizations interested in the concentration of efforts to complete tasks successfully.
Hamlet pharmacy can use the functional organizational structure to help in the creation of specialization and division of labor. The division based on ease of the management practice, thus facilitating increased productivity of the organization (Sneader and Sternfels 2020). The use of functional organization [al structure help the organization to ensure they come up with marketing and management techniques that will help capture and maintain a more significant market share during the coronavirus outbreaks. The functional organizational structure also improves the decision-making techniques of the organization members since that concentrate the efforts of members of a common specialty in one given task in an organization. Therefore, it is essential to consider the functional organizational structure in setting up hamlet pharmacy operations during the coronavirus outbreak.
[bookmark: _Toc58878089]Flat organizational structure
The flat organization structure is one that provides equal grounds for all employees in an organization. Through the flat organizational structure, the employees can express their views, come up with their creative ideas, and further oversee their implementation upon approval by the organization's members. The flat organizational structures disrupt the concentration of decisions making that was previously monopolized by the top executives in an organization. Through the management structure, the organization provides an avenue for all motivated employees to positively contribute to increasing the organization's products' sales and marketability.
Hamlet pharmacy can adopt a flat organizational structure in their management of activities during the pandemic. The flat organizational structure provides every employee with the ability to generate a creative idea that can help deliver success to the organization. The flat organizational structure flattens most of the hierarchy and allows the hamlet pharmacy employees more autonomy to conduct their duties in the organization (Ghasemi, Nejad and Aghaei  2020). The flat organizational structure can be split into important temporary teams that can organize and focus the acquisition's efforts and maintain the organization's market share. The pharmacy management needs to ensure they consider the adoption of the flat organizational structure in the creation of reasonable grounds for every employee to ensure they maximize the use of the available resources to increase the marketability of their products.
[bookmark: _Toc58878090]General conclusion 
 Management of every organization is concerned with changes in consumer behavior following the outbreak of the novel coronavirus. The organizations are forced to adapt to the new changes in their products' marketing or face extinction. Like other organizations, Hamlet can identify the most appropriate marketing theory that can be best manipulated to help increase and maintain their market share. The marketing team in the organization should be highly competent and up to date with the changes in human behavior to ensure they keep their customer base. The organization has a wide choice of systems that can be used to attain success in their daily operation. The management can identify from either or both of the above mentioned organizational structures. Therefore, Hamlet pharmacy is viable to remain operational and increase their market share through the creative application of the market theories and the organizational structure.
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