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Abstract

This article focuses on explaining Cannabis business management
model is a qualitative research with document research The sample group
includes Representatives from agencies that have licenses to grow cannabis The
tools used in the research include in-depth interview and analyzing content
data and generating conclusions. The results of the study found that The
cannabis business management model has key components including: political
policy Management process in the organization suitable place quality cannabis
products and marketing promotion channels influence the efficiency and
effectiveness in managing the cannabis business.
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