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d7uf 1: PESTEL Analysis — Lauduevlanniguanssauuvaim
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PESTEL Analysis tJunseunuimniildssunazinmny Jasaaniwwindoaussauuinim
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(macro-environment) NANNANSENUADONANS F280113N Political, Economic, Social,

Technological, €Environmental ag Legal

NFOULUIAATISINGIULIAINNIUABYON Francis Aguilar ANARSIANSEUINLNNINGIAY
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nanetlu PESTEL iiudAnaungrunguasdauindeuidiunionsvauessoniududouzedian

gsfialuneissy 1980

!
@ = = °

Johnson et al. (2017) #8uiyin PeESTEL WulASaviodiisu “environmental

scanning” v3enisaunuanIwwindeunteuen ldlyielidnnedny uslive ssyusewansudiAsy

LY [ |

(key drivers of change) NilonadwnansgnueddivdAymoovAnsluouinnm
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AUyIUgIANY: PESTEL Analysis Ao "NSzUIUNITALNUAN WWIRAdauLNIAegNiTusEUU Lie
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SEYLSINANAUYeNNIstUAsuLUavNeguenmilon sAIuALYeNeIAnS Fvoraadivlentaniesiy
AnAulueuIAn” (Johnson et al, 2017, p. 34)

1.2 99AUSENOUNN 6 I/
A7 1: Political — Uadsnisifiovuazsulyunesy

Usgneudiainuiuasnaenisifies ulsunessuia ngsadoudiunisfiuasnnd uae
AudFuNusseninaseme Tuudunveding anulitvwesdguiauamiadaseulussdugadu
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AsoUAQUEnIINISIBulaves GDP dnsndule dmnsinenile dnsiuaniUdou uazsnuld
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WINUNSN winzSuievevsunuingAversiinuduldfudninlsvevdiuenedass dwwnalii

19m31N15UAAE98 50% MNUNANNISVYIYRAIVONYAAIMNTTU

AN 3: Social — UAUFIALLAZTIRIUSTSU
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Atasaguualdudssenns wodnssuiusinn ladalng wasAndounteimusssy nns

Wasuwdasngniauigalulnedenisavernisinuneunwdinduiinateidu “aanuunilvi” (new

norm) Teengqu Gen Y Anlu 40-58% wouildudnns Food Delivery vNvium aqushi Gen Z

fdndqu 30% usdprudlunisavennnsaenineAnade
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saufauinnssy Al, automation, nisilAvuLUasAana waslasvadienugiumnalulad
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1.3 fregaaUszyne: PESTEL Y04gmavingsy Food Delivery (ng

w

nyANAIY (Threat)

9

iR PESTEL Tenna (Opportunity)

Political TASNNIS “AUATASY” NLYOMYNY Aulddanienisideovdunaneanns
NI,

Economic nanyanT $4.28 Nue Aunuas $r1uemnstne

Social Gen Y/Z wausu delivery 1u norm  fuslaalaselusTudu loyalty sin

Technological

environmental

Al %98 personalization & logistics

BV delivery anRAUUSTYZYII

sovasnumalulagnasniian

FUNU €SG compliance LWUIU

Legal ngssfeudaluiduainuin ANUlUTRIRUATUANIUE rider
anddty: PESTEL [ulaua “srenistady” — dude am3udu Asevaiudn “Uadelnudidny
Ngpdivsugsia O Tu add?” lulyyndatedumtdnvindu (Johnson et al, 2017)

daufi 2: Porter's Five Forces — tauduavlasadgnaiunssy
2.1 duuazingussasa

Porter's Five Forces Framework Wmlunlane Michael €. Porter wuid Harvard

¢ &

Business School FAunwasausnlu Harvard Business Review WU A.A. 1979 waztinausogn
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Porter (1980) a8ung3n "n1sidnlauswudaduuasannanuiade iweliiviusingiuvesna
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inlslugmanunssutagtu wieumslvinseudivsumanisaluasidninasenisudedulusuinn’

FanuneAIudn Five Forces [dlduAnis “aunu” guds wusdenisidnla Tasvadivvev

9NAIMNTSUNNIUUA

Arfleudndty: Five Forces Framework Ao “ip3evfioinsizrilasvadivgnanunssufiusadu
usaNgu 5 Ay terdivuassauaudnaula (attractiveness) uasdnandnvednarinlsssysyng
Tugnannssutu” (Porter, 1980, p. 4)

2.2 USNUINIUVN 5 Usenas
ws9P 1: Competitive Rivalry — AUFUKINYDINITUANTU

ANUULSINSUNT LT uogfusuILLATIUIATeNAuIN SRsInsiiuTnvevgRaIYng Y
Aunuasd uagAuunnfivvesdudn Tu Pood Delivery 1My mINUSULSY guuan —
GrabFood AsS9N 46% Wwag LINE MAN Wongnai AS9N 40% ul A.A. 2024 %QﬂaﬁﬂLﬂu
an1w “duopoly” ﬁﬁqaemﬁ@qLLsziqﬁ’u@sJNQLﬁamTuﬁquUs‘[u%u ANsssuilony uae technology

innovation

wse?f 2: Threat of New Entrants — sivAnAINAINELIIU VY

[y

Juegiu “barriers to entry” wu 1Junu walulad network effects waz brand loyalty
Tu Food Delivery ny barriers AougNgs — HidulnddosldiIuyuuniaia adrup3edny

rider 4as3IUOIMNS WALFNU network effect ¥94 Grab uag LINE MAN fFasInUUULa AN

WIuaNNN1SA ShopeeFood AseNlALA 7% Wa Foodpanda nausieenid
WS99 3: Bargaining Power of Buyers — 81U1369599Y9NK9

HYefidrurauindeaunsaiduuunannesulidng Innadenunn wasldoyaieswe Tu
Food Delivery Ing gnunasiesevdeniuilon ge — Jladnldnatsuwannesunsoudu (multi-
homing) wazandulaannTusludu Gen Y Mlunguudnid “promotion sensitivity” guuas brand

loyalty ﬁﬂ




WS99 4: Bargaining Power of Suppliers — §7UNA959NYDNHAANN

d1SU Food Delivery platform Hanvvande Isines (Aud) uaz $9uUe111s 61unA
voulsines Ununandivgy — dnlsimesaneandturuuin unanwesudndunisluls waslugag
7 demand gueguinAnNIa §1uNAFeTONENLNLAU Yusidiuenisauiningidiunasioseugy

wA¥uyUIAEnddesnin

ws9f 5: Threat of Substitutes — SyANAIUINNEUAIMALNY

AuAmaunudedviineuausvnlinufevnisifeaiuluisnsivesniu d1udu Food
Delivery nvdennaunulsun nisluniufdou nnsuseemnsies ude convenience store (1¥u
7-€leven sepnAiutl Ununany — Welasusiiauie §uilamenaviuldgsenvasioviive

Uszundnmanlganey

2.3 agun1sUssiliu FPive Forces: Food Delivery Iny
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¢ Porter’s Five Forces: wavuiivdussivavaikising

2
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AN\ R i i i e

S:AUADIUSULLSY

wavnasudvdu (Five Forces) R

ikawa (Reasons & Details) o)

Competitive Rivalry: @ \\// 3 ’:,\ MSUTVTUUUUAKNYIASEKI N :
NSUGOTUSIHIN 5 > ~ G Grab uaz LINE MAN @ avun
AugoLau (Very High) suusvduagivdaliion

L dovmsiunugvtiaztowindiadong =

Y )
AYANAILIN i @ Urunanv-cn udvunsoiuglassadiAty Tﬁéﬁ O dwnaw-
A

WKL L (Medium-Low)

Buyer Power: . RA ) anAldxargual (Multi-homing),
dun9nstiasav b \ ddalusludu, nowovsninddn
anmnalindaaunns sW1edo

Supplier Power:

gk @ Urunav msvaunaulsioas

(Medium) TugaowAduIuG O vunaw

CYIRhER Il (WotrsughiotlaiAon gusin e

(Medium) RuuarionkisiutovIngu O vwnaw

AYANALDIN
guAnaunu

Foagy: 9narnssy Food Delivery nefianuirauladalasvasieszaiu Ynunany — maad
vurnlvigguaziiuln winisudsduniienuas buyer power guludananinls FveSuieladnvinly

LINE MAN §aananuegusifsnslsigendn Grab Tuunids
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nsieulaviu PESTEL: Uady Social (Gen Y/Z 19 delivery uIn3w) 1y demand uazvinlii
nanmunauladu vuzfivady Technological (Al, data analytics) tJu barrier to entry fidndey

1

— {Aemegvinaeandeviodeveusiuiu (Wibueundu (Porter, 1979)

d9uf 3: SWOT Analysis — nasduAsziniguen-niely

3.1 AUIMALIVUINIS

|
a

SWOT Analysis fis1ng ulunuiqefi Stanford Research Institute Tae Robert F.
Stewart TugT Ae. 1962-1965 Fudulddededn “SOFT" deufiagdmuinisundu swoT
WY aA 1967 wazlasunisuniaueegraussuulu Business Policy: Text and Cases law
Learned et al. (1969)

Helms wag Nixon (2010) 88ungin SWOT Ju “key tool for addressing complex
strategic situations by reducing the quantity of information to improve decision-making”

TrgUszavaAnanaluldnissrusiudeyalinsu usRents naunsevdeyauvinAia ain PESTEL

|
a (Y]

waz Five Forces unliiudeolanz@sidiAyandnsunisinduladanagns

o

€

ArdeudiAty: SWOT Analysis Ao “nszuirunisduasisvideyanivuenuaznieluesdAnsetiy

|
o

Wussuu 1iveszyyauds qmseu lenta wassvanAiy sudilugnisdinuafianienagnsi
bUNedn” (Helms & Nixon, 2010, p. 2195)

3.2 Iﬂsqa%w SWOT agminuiiuny
sSWOT uwuveanidu 4 dulu 2 98 (Thompson et al, 2020):

Adnnelu (Internal):

! ! = LY

® Strengths (3AudN): AvfiovAnsiinlaanindguay niensweonnsididuniey

Y

® Weaknesses (3ngou): avfiovansvinldlufine vioanunau
fJfn1vuen (External) — Nu1a1n PESTEL uag Five Forces:
. ) S @ ¢ ¢
® Opportunities (Tenna): Uasunrguenlulsslovinosvans

® Threats (SugnAw): JadunisueniitiudunsnusoosAns
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3.3 99 SWOT g TOWS Matrix — tilenisatasizsvinatatdunagns

Heinz Weihrich (1982) wWmiu1 TOWS Matrix JULNeUAYeNINNSEUINNNISAAIISULAY

nsiuanagns lavadraniaidennagns 4 Ussionainnisivglade:

® SO (50 — Aggressive): Wqnudunisluiionirlontaniguen
e ST (Yeufu — Competitive): T¥anudunieluiioanuansenuannssanaiy
® WO (Ufuuge — Conservative): ufflvqnsouiiieinIuumndousulonia
® WT (9g50m — Defensive): anansouLasnAniAesunnAL
3.4 faeg1eUssyns: SWOT 994 LINE MAN Wongnai

’iml,%\i (Strengths):

!
=

e SI: 1udeyadiuemns Wongnai fiazaundt 156 U gslidgudesnelaiteuls

o 52 pnuduWusiu LING ecosystem #uflfldlulny 54 drunu

e 53 psovdrunuvgeanlulasenis "Auazade’ Tny 65% vesdruevislulasenis
\Hon LINE MAN

Ane9U (Weaknesses):

o WI: §uvianu — s1eld 18,000 druuinusdevianu 563 druvanlul a.e.
2024

o w2: Tafl "super app" fAsUNASINIAU Grab ludiu ride-hailing wag financial

services

o W3: N15un8lUAINUSEMASNINGR A14aNn Grab Nwenslu 8 Usuna

Tonna (Opportunities) — u199N PESTEL wag Five Forces:

® O1: ma1m Food Delivery ngduiivln armin 20% Wl p.A. 2025
® O2: Al uag Data Analytics ¥78USUUINNTARAILAE personalization

® 03: gudety Poodpanda neueeniu [UANUATKAZ]

Y]

gANAIU (Threats) — w19 PESTEL uag Five Forces:

® T1: Grab udvunsunazyindnlslsuds — Grab Inefdnls 1,300 duuniud a.a.
2023



o T2: fJusload loyalty s 1asuunannesuauTusiudu

e T3 anulidaraudiunguuisaniug rider anaLusiunulueuiAm

dquf 4: VRIO Pramework — taudueandwainsnislu
4.1 Resource-Based View uaznuiveyw VRIO

Tuauei PESTEL waz Five Forces UONANNNYUONLYILT VRIO Framework 18931n
nneluseniy FN§IUYeN VRIO 113N Resource-Based View (RBV) 7 Jay Barney L&Uu®I
uvasnunvevAulAUTauN NN suNTuNgNBueyn niwennsuazAruaIusontsluevAng

lulyuasumislugnaivinssy (Barney, 1991)

Jay Barney Wuiv Ohio State University ﬁﬂwﬁummqmﬁﬁﬁw%‘@”ﬂm Resources and
Sustained Competitive Advantage” WY ar 1991 Tnoiaus VRIN FPramework (Valuable,
Rare, Inimitable, Non-substitutable) wazsoulud a.a 1995 weiundu VRIO Framework
Tnetudd “Organization” Liemeuinevdnsaiunso tussloey annnswennsiilldundely
(Barney, 19995)

o a o (Y

AYUyIugInty: VRIO Framework Ao “ﬂ‘i@‘Uﬂ'ﬁﬁaLF’]?W&‘V?‘V]%J‘WE’ﬂﬂ‘iLLa%ﬂ’mﬂJﬂ’ﬁJ’ﬁO‘U@\i@\iﬁﬂﬁ

U 4

HuAIIY 4 do thessyimSweinslaaiuisaadanulfiuisunienisudadungedulfiaza”
(Barney, 1991, p. 102)

4.2 A0 4 Y9v939 VRIO

VRIO Framework UszNaumIgmInIl 4 JoNfoNa udinsSunsSwensmnsamninuanuise

WAAEIILNIS (Barney, 1991, 1996):

¥

AN0IUN 1: Value — wnSweinstiaumilviu?

ninennsinuanieyisliovAnsneuauevselonianieannanssnuainsuagnaiy
dUnauenualigndnlduiniu wieandununiswdn nswensiludaudtasinlug “competitive

disadvantage”




Anuf 2: Rarity — nSweansiivnganlvu?

v

n¥neansifdpuatusliniganaslviug “competitive parity” 3eminuanuisoudvdulu

Do

= a v

szautpgnny [UldmulsiuSeu nSwennsivnenmedsndiNesusenipenndelufusvni

ASUASON (Barney, 1991)
AU 3: Imitability — n¥wensiidsunvulaennivu?

wiasfpuAtuasvnein doguevanuisadeunvulalussesnatau amnuldiuSeutufiag
Wuue “temporary competitive advantage” nSwennsNByuluuyndni “causal ambiguity”

V39 “social complexity” (Barney, 1991)
A10U7 4: Organization — avANsgNiAszUULNeldnSwensiilvu?

uidnSwennsfaasuNy 3 dAusn wadtevmnsludssuy nszulunis waslasvadnen

sousu fgvluaunsoadne sustained competitive advantage 15 (Barney, 1995)

4.3 A1SIKASWS VRIO

Valuable? Rare? Inimitable? Organized? NSNS
5% = = = Competitive Disadvantage
19 1 — — Competitive Parity
19 19 13 — Temporary Competitive Advantage
19 1 19 1 Unused Competitive Advantage
19 19 19 19 Sustained Competitive Advantage

(Barney, 1991, 1995)
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4.4 fregnuszyns: VRIO %99 LINE MAN Wongnai

= & /) — - = e N
.gr" $ CI‘IS'I\)DIFIS'I:KFD'IUTOIUSEJU VRIO yov LINE MAN Wongnai ¢~

(i

D; ﬁ . O/F m “.f" ‘.fi"“ r§7 amu:waa‘wél

'*%a -F' l \
nsSwens / A2INEINISH V-DAuA?  R-K19IN?  |-138UNuugin? O -9000ANSWSDU?  aNIUzNAAWS

muuaua Wongna:
(53215 V)

Tadseu |
gvau
LINE Ecosystem

Integration
(54M users)

Tausau
gvdu

1NNV
AN

Insaunalsiaas

nouwainsu
Mobile

INNINgU
ﬂIIU\)

Wongnai POS
fusauonkas

Qe

[ status  ¥-OauA? R-wiwn?  [-1dsunvuen?  ©- Saavdnswsau?
W TGssu & Moat 0-VRIO  Competitive Parity Edge

aad

n1s1@euleaiu SWOT: nswensiknu VRIO asuny 4 ffide “qaudy” Tu SWOT Nunasy

daunsSwensilaum Competitive Parity Ae@sfisiousnunld umluldfunves competitive

advantage A5V 9

d2ufl 5: Strategic Analysis Cascade — nsi¥eulyuipSoviiony 4

5.1 vinludondouley lLilyuns

reouiinulesfianlunisyin strategic analysis Aanisvinusiazip3eviiowvu “isolated”

Tnoliidouloedu wafilddoonansiionaudluinlug insight Aarunsninluufualdase
(Thompson et al, 2020)
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(3 nsvmun'ﬁ'n\umuwanaﬂn{ )
$ _ (Strategic Plannmg Process)

LA 1: dNWUIARDNNRINIA
. (LEVEL 1: MACRO ENVIRONMENT)

r 2 == r
ZAU 2: ANINLLIAFDNINAINNTTN =il
(LEVEL 2: INDUSTRY ENVIhONMENT) =

—cexQ Doms>—

— S2AU 3: NSAIATIVWSEAUDNANS |
0 (LEVEL 3: FIRM LEVEL SYNTHESIS)
- SWOT - duastzv Tanna,

= 520U 4: STAUNSWYING
2 (LEVEL 4: RESOURCE LEVEL)
VRIO > s-uuna«mrmm SUSTAINED COMPETITIVE

uatauauu..umnaﬂns
(Strateglc Recommendatlons)

o ool

mwhnlsuumcmsuuuuuwm’u S
(Sustained Competitive Advantage) ’—,:

5.2 vannisweulysitinAnyndegan

PESTEL — Five Forces:

UaqguvnIafinvuauIunNYevgnannssy WU smartphone penetration @3 (Technology)

vinli barrier to entry anasluyasusn wsifle network effect uFIUNIN barrier NAUANIUY

Five Forces — SWOT (O/T):

Opportunities wag Threats Tu SWOT A2su1a1n PESTEL wag Five Forces 1AYASY
ll9i@ouduuniey 81 SWOT ldanunsadnedunduluss PESTEL wde Five FPorces 1@ uans

1NN193IASIgigeuNe (Thompson et al, 2020)

SWOT — VRIO:

9AUN (Strengths) Tu SWOT devldsunisnagauriu VRIO dnudvunsuualnu dn
strength WAUWLA V (Valuable) wsldwau R (Rare) uwanvinluldunavwes competitive advantage
Aurasa (Barney, 1991)
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VRIO — Strategy Formulation:

HadWsaIn VRIO venitevansAas avnuselundweanslvu (v Sustained
Advantage) ¥nwandweansivu (Competitive Parity) uaz Usuuguasalvu (fidaiu

Weakness)

Case Study: Starbucks ffuniswaningalviidulenta Aae Strategic Analysis

U a.A. 2008: Starbucks NMANUSEAUINOM Howard Schultz NAULIANSNAILALN CEO

wazdaUnanvnmetusnawdeudu 7,100 vy tiefneusuunsadiludnenun In3tasisnisng

Farsaldn “Aultn” we Schultz 1wanAmBenagnsinasedu Unit 2 i

® PESTEeL: Schultz 8nudtysynas Social Fuslnariiasuwewn “Uszaunisal” Tulyua

DLW

v A

® Five Forces: Buyer Power g4 — gnanaiunsaiUasulu McDonald's McCafe [#viufi

® SWOT: aauduiiufiadeves Starbucks Tuldnun udde “Third Place Experience”

(Y

® VRIO: Uszaunisailudrunlasunisilineusuagandingu = Inimitable (Beuluuenn)

nadwe: n1elu 3 U yad1iu Starbucks WeaNdundn 300% naneidunsddnuniildSunis
Juinlumnsn Strategic Management ﬁ")‘[an (Thompson et al, 2020; Barney & Hesterly,
2019)

Key Takeaways U541 Unit 2

[

agunannisdnnny

b3

1. PesTeL 1uly checklist — 1Wu “taudusavlonia” nandde Wiviunelulynis@eusienns

Uadeliiasu wsiAen1sssy "key drivers of change’ fidAyfandusussiialuvduntu « Tuly

nndasediiwiiniadu (Johnson et al, 2017)

2. Pive Forces Ussifiu “Aruunaula” Tuldurnevauds Tng Porter (1980) aoulvivewny

seuu — 9 “Tasynauiddndnasedilsvesn” swufvinwatsees Joe uasBuimaunu
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3. SWOT #f93u1ann PESTEL uas Five Forces L@W® "IN Helms wag Nixon (2010) hou
11 SWOT finsevduiasizidoya luldussRvgduuiies Opportunities wag Threats Hovdy
Jounaula

4. VRIO ugn “¥994349” 410 “@ovUasn” vivid (Ulann “aauds” Tu SWOT A9 sustained

9 9

competitive advantage Barney (1991) @ouinfieNnageuiiazidd — V — R — | — O

5. 1pSevilony 4 Fewdeuluvdutdu Cascade vinneufy wadwsann PESTEL Usuldn Five
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