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Abstract

Marketing is a tool that is close to and relevant in our everyday lives because marketers have
selected the target group and then consider adjusting the marketing factors or mix to suit the target
group, namely product (Product) arrangement. The price structure (Price) and the distribution system
(Place) are suitable for the target market. Nowadays, there is a more competitive situation that requires
marketing promotion activities. It will help businesses succeed because marketing promotion will provide

information about the marketing mix to the target audience.
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