
ABSTRACT

This thesis is tried to find better marketing mix in PT. Mustika Ratu.
Researcher uses the four marketing mix tools like Product, Price, Promotion and
Distribution of Mustika Ratu as an evaluation and use SWOT analysis as an indicator
for knowing the Mustika Ratu Strength, Weakness, Opportunity and Threath.

Researcher use the descripti|'e and quantitative methods for describe the
situation happened in PT. Mustika Ratu.

The result of this research is PT. Mustika Ratu already did the proper
marketing mix, however Mustika Ram have to pay more attention to the customer by
opening cutomer call center as one of Mustika Ratu public relation which shows
company awareness to their customejr, and more important is to keep update with the
latest technology information systenjs in this case is thru Company Internet website,
because it is one of the company pijomotion tools and the information system fi-om
the company to their customer for introducing company product.
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