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Abstract
This research aims to study the importance of business management of recycling waste
business entrepreneurs, to study the business model of the recycling waste trading business and to
formulate management guidelines to create a competitive advantage in the recycling waste trading
business. The sample group includes entrepreneurs in the recycling waste trading business. qualified
Representatives from the private sector, and entrepreneurs, amounting to 102 persons. The key informants

were experts or academics, representatives from the private sector, and entrepreneurs, in the large-scale
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recycling business across the country. Research tools include: answering the questionnaire and in-depth
interviews

The results of the study found that Management approach to create a competitive advantage
in the waste trading business Cycle starts from the analysis of the organization's potential (SWOT) After that,

a business plan or operational strategy must be drawn up. The preparation of such a plan should have

experts to provide advice or a consultant on business operations. Marketing or corporate administration
The plan should define 3 strategies for operating the recycling waste trading business, which cost strategy
consists of managing product and price information. Account Management Stock system and logistics
system differentiation strategy focus on good service beyond expectation Confidence management or
financial credit Corporate Social Responsibility (CSR), building alliances and networks of cooperation and

building good human relations. The strategy part focuses on specific groups. Emphasis on bringing

innovation to work Clear customer grouping and comprehensive product grouping

Keywords: management approach, competitive advantage, Recycling waste trading business
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