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Abstract

This study explores how platform-based enterprises innovate their business models in
local markets, focusing on Grab in Thailand. The primary objectives are to identify the
fundamental components of Grab’s business model within the Thai digital economy and to
analyze the internal and external factors driving innovation in its business strategy. Utilizing a
quantitative survey of 400 consumers and service providers, the research evaluates these
dimensions. Findings indicate that Grab's core components—a "super app™ integrating ride-
hailing, food delivery, and digital payments—are strongly recognized by users. Furthermore,
internal drivers for operational efficiency and external factors such as changing customer
behaviors and technological advancements significantly propel Grab’s strategic adaptations.
The study concludes that navigating external environments while continuously optimizing
internal multi-sided platform components is critical for sustained competitive advantage.

Keywords: Business Model Innovation, Platforms, Driving Factors

Introduction

The increasing digitization of economies across the globe has given rise to new business
models that challenge conventional ways of creating and delivering value. Platform-based
enterprises have gained substantial prominence due to their ability to efficiently connect users,
producers, and service providers within a shared digital ecosystem. A representative example
of this phenomenon in Southeast Asia is Grab, which has rapidly transformed from a ride-
hailing application into a regional technology giant offering a diverse range of services,
including food delivery and digital payments, through an integrated "super app" interface.
Thailand stands out as a strategically significant market for Grab due to its growing urban
population, rising smartphone usage, and continually evolving consumer expectations.

However, Grab's ability to innovate its business model in response to the specific Thai
market environment is a critical determinant of its long-term competitiveness. Thailand's
dynamic and complex service landscape presents both unique opportunities and constraints,
requiring platform companies to adapt their operational processes and develop local
partnerships that align with both consumer preferences and governmental policies.

This research seeks to deeply explore this localization and innovation process. The
specific objectives of this study are twofold: first, to identify the fundamental components of
Grab’s business model within the context of the Thai digital economy; and second, to analyze
the internal and external factors—such as competition, regulation, customer behavior, and
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technological advancement—that drive innovation in Grab’s business strategy. By addressing
these core objectives, the study aims to contribute to both theoretical knowledge regarding
multi-sided platforms and practical managerial strategies in digital entrepreneurship.

Research Objectives

1. To identify the fundamental components of Grab’s business model within the context
of the Thai digital economy.

2. To analyze the internal and external factors—such as competition, regulation,
customer behavior, and technological advancement—that drive innovation in Grab’s business
strategy.

Scope of the Research

The content scope of this research is specifically concentrated on the business model
innovation dimension of Grab’s operations in Thailand, with a focus on defining its
fundamental components and driving factors. Key components under examination include
value proposition design, revenue generation models, digital infrastructure, service
customization, and the strategic role of local partnerships. The research also maps internal
efficiency drivers alongside external factors such as regulatory constraints, changing customer
behaviors, and technological infrastructures. The demographic boundaries involve 400
stakeholders, comprising Thai consumers who utilize Grab's diverse services and the driver-
partners/delivery personnel who operate on the platform. Geographically, the research is
strictly confined to Thailand, spanning a timeframe from 2018 to 2024 to capture significant
periods of the platform's multi-service expansion and innovation evolution.

Research Methodology

This study employed a quantitative research design. A structured survey was
administered to a sample of 400 respondents, evenly divided between Grab consumers (200)
and service providers (200) in Thailand, utilizing a stratified random sampling approach to
ensure demographic and geographic representation. The questionnaire utilized a 5-point Likert
scale to measure constructs including Business Model Innovation, Network Effects, Consumer
Outcomes, and Provider Outcomes. Data were analyzed using the Statistical Package for the
Social Sciences (SPSS). Techniques included descriptive statistics to assess perceived
operational performance and multiple regression analysis to test the impact of BMI on
stakeholder outcomes. The instrument demonstrated strong reliability, with Cronbach’s Alpha
values ranging from 0.81 to 0.86.

Research Results

Based on a structured quantitative survey of 400 active platform participants (200
consumers and 200 service providers) across Thailand, this study provides empirical insights
into the fundamental architecture and the strategic drivers of Grab's business model.
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Fundamental Components of Grab’s Business Model in Thailand

The integration of theoretical literature and empirical data reveals that Grab operates as
a highly sophisticated multi-sided platform, moving far beyond a linear pipeline business. The
fundamental components of Grab's localized business model are rooted in its digital
infrastructure—the "super app". A core element is its extensive service diversification and
ecosystem integration. Survey data indicates that participants heavily utilize a range of
integrated services, primarily GrabMart (27.00%), GrabFood (26.25%), and GrabPay (21.25%).
The descriptive statistical analysis highlights that respondents strongly recognize these
components; users perceive that Grab effectively integrates multiple services into one platform
(mean score of 3.62) and continuously expands its business ecosystem (mean score of 3.69).
Another foundational component is Grab's value-creation mechanism and revenue generation
model, which rely heavily on balancing the participation incentives for different user groups.
The empirical findings validate that this integrated ecosystem fosters robust cross-group
engagement, simplifying transactions through features like GrabPay, and strengthening overall
platform stickiness.

Internal and External Factors Driving Innovation

Addressing the second objective, the research identifies a confluence of internal and
external drivers that compel Grab to continuously adapt its business strategy in Thailand.

External Factors: Technological advancement and shifting customer behaviors act as
paramount external drivers of innovation. Thailand's high digital adoption rate necessitates that
platforms rapidly upgrade their technological capabilities. Survey respondents validated this
external pull, rating Grab's ability to frequently improve its technology and application
functions at a very high level (mean score of 3.71). Furthermore, dynamic customer behavior
heavily drives service customization; Grab must adapt quickly to changes in customer needs
(mean score of 3.64) to maintain high consumer satisfaction regarding daily convenience and
value for money (mean scores of 3.50 and 3.47, respectively),. Competition and local
regulatory environments act as additional external factors that force the enterprise to
reconfigure its service delivery mechanisms and seek localized partnerships to align with
cultural norms and government policies.

Internal Factors: Internally, the strategic necessity to enhance operational efficiency and
maximize network effects propels continuous business model innovation. To maintain provider
loyalty, Grab innovates to support its workforce; service providers highly rated Grab's
technology for supporting work activities (mean score of 3.47) and improving working
efficiency (mean score of 3.45). Consequently, Grab's innovations successfully improve overall
service efficiency (mean score of 3.73), which emerged as the highest-rated innovation metric
in the study. Additionally, the internal strategic goal of harnessing network effects acts as a
powerful driver; respondents confirmed that an increasing number of users makes Grab more
valuable (mean score of 3.53), which in turn attracts more service providers (mean score of
3.60). This self-reinforcing cycle dictates Grab’s ongoing business model evolution, driving it
to innovate continually to sustain cross-group participation.
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Conclusion and Discussion

This study successfully delineates the core structural components and the driving
factors of business model innovation within Grab's operations in Thailand. The fundamental
components of Grab's business model are defined by its multi-sided "super app" digital
infrastructure, which systematically integrates ride-hailing, food delivery, and digital financial
services to facilitate robust cross-group value creation. Our findings demonstrate that this
highly integrated ecosystem goes beyond traditional linear business models; by continuously
expanding its localized services (such as GrabFood, GrabMart, and GrabPay), the platform
significantly strengthens user stickiness and simplifies transactions. This suggests that the
successful operation of a digital platform in an emerging market hinge on its ability to
effectively balance and fulfill diverse participation incentives across all user groups.

Furthermore, the study concludes that Grab’s strategic innovations are deeply
influenced by a combination of internal and external factors. External market realitiess—namely
evolving customer behaviors, technological advancements, competitive forces, and regional
regulatory landscapes—exert significant pressure on the platform to localize and adapt.
Simultaneously, internal strategic imperatives, particularly the drive to optimize operational
efficiency and maximize both direct and indirect network effects, act as foundational catalysts
for continuous innovation. The empirical evidence highlights a dynamic interplay between
these drivers: external demands for technological upgrades and daily convenience compel Grab
to rapidly innovate, which internally improves overall service efficiency and workforce support
for providers. This creates a powerful, self-reinforcing cycle where a growing and satisfied user
base continuously attracts more service providers, thereby maximizing the platform's value and
network effects. Ultimately, to sustain a competitive edge in emerging markets, platform-based
enterprises must continue investing in digital service diversification while dynamically
aligning their internal business architectures with the external demands of their user and
provider ecosystems.
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