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Management approach: cannabis business

ezt aunsuanuan’ gaviad anmsings’ wazdasty dmuaniang’

a

FUF: 14 HUAN 2565 TukAlY: 9 luEIa 2565 HaNFL: 2 WOHN1AN 2565

UNANED

2o X A = o @
NI17IEUATIU LWﬂﬁﬂ‘]ﬂ'WLL‘LlfJ‘V]Nﬂ’]i@ﬁﬂﬂ?ﬁ?ﬂ@ﬂmsﬂﬂiuﬂﬁ‘zmﬂVLVlEI W

o

=

FRUTIANIN ANNNITIALLANAT N1FENNIHDITANAUNgNAdae19 LA LA
fiisung Imnnng wlaeaufitlueyayaugnimn Faedinisuuy Snowball
Sampling IatiAtAsziidayaiTa Lﬁﬂmmm%ﬁ@@;ﬂLﬁﬂf;ﬁuummm’]ﬁmmi
UFUN9: §INANEYTI HANIIANEHNTIABNWLLT LWINWNNNFAANITUTNNIFINANY TN
mﬁﬂizﬂﬂuﬁzﬁﬁﬁm 1w wlaunennenindes (Policy) NIELAUNNILIMNIAANTT
lue9Ang (Process) ADUTIVIN T (Place) mamﬁm%ﬁmmﬁﬁ ADLNIN (Prod-
uct) LAZTAINNNITAILATNNITAAA (Promotion) Aitlaavananelsz@nsnm
Usz@ndnalunisdanisganaiyanlulszmalng

[ %

ANRNATY: NN9RANNT, NEYTD

o

'anansefilsrdnAnirigAnans umanendusenu
*anansthlszananziganans amanendeasny
‘anansthlszananzigaans amanendeasny



Ui 5 aUUA 1 UnsTIAN — Onulgu 2565

Abstract

This research to study business management guidelines the study of
cannabis use in Thailand was a qualitative research based on documentary
research, in-depth interviews with a sample group of executives, academics
and agencies that have licenses to grow cannabis using the Snowball Sampling
method. Finding and building conclusions about management approaches the
cannabis business. Guidelines for managing business administration There are
important elements in channa which are: Political policy Management process
in the organization Suitable place quality cannabis products and marketing
promotion channels thatinfluence the efficiency and effectiveness in managing

the cannabis business in Thailand
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