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ABSTRACT

This Research is manipulated to study about The Influence of The Marketing Mix (7Ps)
factors affecting the sale of BOI company Limited’s products. BOIl maintains a confectionery
business and commits to becoming a manufacturer, importer, exporter, and distributor of items
such as corn snacks, wafers, marshmallows, candies, chocolate, and biscuits, among others. The
goal of this research is to evaluate how the marketing mix (7Ps), which includes product, price,
place, promotion, people, process, physical evidence, influences the sale of BOI company
Limited’s products and how to develop the product sales.

The sampling is 13 people who consume or purchase the BOI Company Limited’s products
and click the LIKE and comment on BOI’s Facebook. This study is qualitative research with data
collected through interviews. According to the findings of the sampling, the most significant
influence of the marketing mix (7Ps) on the sale of BOI company's products is the product quality
component, followed by the promotion factor. They should improve the quality of the product and
the advertising elements as part of the development of the product's sale to increase market
demand.

Keywords: The Marketing Mix, Product, Sale
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