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1. Background
Marketing plays a critical role in the functioning, growth and success of a business (Barber et al 2001). It is a range of activities that aim to identify opportunities that foster relationship and create profit and value for businesses and their consumers (CIM, no date). As the business environment continues to evolve (Becic, Stojanovic & Nikolic, 2018), modern marketing is no longer isolated to a specialist department, it is now perceived to be the shared responsibility of everyone within an organisation (Arslanagic-Kalajdzic & Zabkar 2015; CIM, no date). 
Technological advances in the last decade have seen marketing developments evolve at a pace never experienced before (Becic, Stojanovic & Nikolic, 2018). This has resulted in new opportunities and challenges for marketers and businesses to navigate in order to ensure organisations are able to create, and/or maintain competitive advantage within their industry (Shultz, 2017). As a result, marketers are called to be more proactive in recognising the macro/micro environmental forces influencing change in their industry (Dibb, 2012), and be able to create innovative solutions to ensure their brand remains relevant in consumer minds (Shultz, 2017). 
The transportation network industry(TNI) is one that has taken advantage of a new sharing economy (Jiang & Zhang, 2018). Effective market research and strategy implementation have seen major disruption in the transportation industry through the introduction of companies such as ‘Uber’ (Sovani & Jayawardena, 2017). Ubers rapid growth, despite limited use of traditional marketing techniques is an example of changing consumer behaviours and marketing activity that requires further analysis.










[bookmark: _Hlk20432665]2. Organisation Overview
2.1 Uber Technologies Inc
Uber is a ride-sourcing provider that offers services through a mobile app and website (Marketline, 2019), and has become the biggest transport provider in the world without owning a car (Sovani & Jayawardena, 2017). Passengers and drivers are connected in over 700 metropolitan areas across the globe (Uber, 2019). In addition, Uber has diversified its services to food delivery, logistics and merchandise to become possibly the fastest growing organisation in modern history since it was founded in 2009 (Marketline, 2019).
[image: ][image: ]Table 1: Uber 2018 statistics


           (Trainer 2019; Marketline 2019; Ong 2018)
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2.2 Uber Marketing Strategy and Value Proposition
Uber dictates its mission statement as “Transportation as reliable as running water, everywhere for everyone” (Uber, 2019). This integrates Ubers value proposition which aims to improve the lives of its consumers through exceeding expectations and delivering transportation that is faster, with unprecedented levels of convenience, better value and higher quality, through an entirely cashless payment system (Uber, 2019; Sovani & Jayawardena, 2017). 

[image: ]Diagram 1: Ubers Business Model
										(Cuaffano, 2019)


















Table 2: Uber SWOT Analysis
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     (Marketline, 2019)

2.3 Transport Network Environment

Ride-sourcing/sharing is estimated to experience a 16.4% compound annual growth rate globally, which will see the market valued at roughly £175 billion by 2025 (Reuters, 2019; Bensinger, 2016). The industry will likely be impacted by trends aiming to push towards a green economy through reducing vehicle emissions (Statista, 2019). Rising fuel and car prices will likely result in fewer people being able to afford quality vehicles (Reuters, 2019). This suits political and environmental agendas to reduce road traffic which may result in increasing demand for ride-sharing services and stronger market positioning (Statista, 2019). 

3. Modern Marketing
[bookmark: _Hlk19535269]Globalisation and technological advances have impacted how people process information and make decisions regarding consumption of goods and services (Rahnama & Beiki, 2013). As a result, numerous studies have investigated if marketing function has been losing its ability to influence organisations strategic decisions (Verhoef & Leeflang, 2009). Interestingly, there is a paucity of empirical evidence that has found a decline in marketing influence (Homburg et al, 2015). What is found however, is the changing role of marketing within an organisation (Chang, Wang & Arnett, 2018).
Therefore, a main goal of modern marketing is to integrate organisational goals with environmental forces to promote products or services that attract new consumers through value creation (Shultz, 2017). Whilst also maintaining relationships with existing customers to ensure continued growth of an organisations (Drechsler, Natter & Leeflang, 2013). This has resulted in the evolution of multiple marketing models to meet the increasing complexity of the marketing environment (Gok, Hacioglu & Peker, 2018). 

[image: ]Diagram 2: Traditional Marketing Process Model
(Armstrong et al, 2012)

[image: ]Diagram 3: Modern Marketing Model

(Miller, 2018)
3.1 Marketing Activity
Marketers argue despite the significant impact their departments provide in strategic decision making, there is a lack of acknowledgment from organisational leadership which results in a deteriorating influence and a dilution of the departments activities within the companies in which they operate (Park et al, 2012). Those most critical suggest marketing has been reduced to only involve the management of promotional material (Chang, Wang & Arnett, 2018). Where realistically, marketing should lead on broader elements of the marketing mix (diagram 3) such as brand management, pricing and distribution, product development, account management as-well-as promotional activity (Gok, Hacioglu & Peker, 2018; Miller 2018).
3.1.1 Market Research
When marketing has been devalued, often it is viewed to not be a timely or valuable exercise that is able to convey contemporary information that contributes to decision making (Srinivasan & Ramani, 2019). As marketing is increasingly viewed as a shared responsibility within an organisation, the importance and influence of marketing departments (MD) is discounted (Vasile et al, 2018; Gok, Hacioglu & Peker, 2018).
[bookmark: _Hlk19547440]The development of new services and products is a vital process for organisations within competitive industries (Ha, 2011). Drechsler, Natter & Leeflang in 2013 explored the role MD played in the development of new products. To allow for generalization, analysis was based on a sample of 239 self-reported respondents in both business to business, and business to customer organisations. It was found that MD played a significant role in translating the needs of its target consumers and driving innovative practices that contribute to organisational success. 
As marketing research remains a debated topic, the paper remains relevant in today’s climate. The paper also adopts a quantitative approach to data analysis which increases its reliability and ability to be replicated in future studies. 
The papers findings are evident in practice through Ubers development of new services such as Uber EATS, an extension to the fast food delivery services, and Uber FREIGHT, which matches carriers with shippers (Cramer & Krueger, 2016). These developments are a result of Ubers MD identifying consumer needs and gaps in market through comprehensive and proactive research (Hales & Mclarney, 2017). 
Alternatively, the most effective and valued marketing teams are those able to integrate their research activity and strategy to the financial performance of their organisations (Human, Bick & Singh, 2016). Which may be a criticism of Ubers MD, as despite its innovative role in launching new services, in financial year 2018 it was reported to have made an operating loss of over £2.5 billion (Onweso, 2019). Which directly/indirectly resulted in 400 of 1200 marketing professionals being dismissed mid 2019 following what the current CEO described as mediocre results from unclear decisions, overlapping work between departments and a lack of accountability from a MD too large to be effective (Aydin, 2019). 
Irrespective of Drechsler, Natter & Leeflangs positive findings, the study did have limitations. It must be noted that the paper made no distinction between the stages of product development. This is important as the role marketing plays at each stage of product/service development differs/fluctuates in value (Arslanagic-Kalajdzic & Zabkar, 2015). It appears that the paper distinguishes marketing and research and development as separate departments. These two functions are not always separate in modern marketing(diagram 3) and can fall under the same department within organisations. Therefore, despite findings supporting the role of marketing, its influence in product/service development may in fact have been understated. 
Finally, the subjective nature of self-reported performance measures suggests bias cannot be effectively eliminated. Perhaps future research could carry out quantitative data collection with higher internal and external validation by having a single interviewer and a secondary verifier with no conflict of interest. 
In contrast, and perhaps supporting the decision of Ubers CEO to dismiss 1/3rd of its marketing team, is Homburg et als 2015 study which also explored if marketing’s influence was truly declining. It was suggested marketing had lost influence over key decisions such as product development, strategic decisions and pricing decisions, whilst only playing key roles in promotional activity. Key to this was the failure of marketing departments to communicate their value to organisational performance. This is important as it was found that marketing, above sales, finance, and research and development departments, displayed the highest combined impact on financial, customer relationship, and overall organisational performance.
Therefore marketers should aim to apply their skills in selling themselves and remaining accountable (Srinivasan & Ramani, 2019) and build relationships with departments that overlap with marketing activity such as HR, Sales, Finance etc to increase perceived organisational value (Vasile et al, 2018). 




[bookmark: _Hlk20433251]3.1.2 Market Segmentation
Consumers needs and wants have unlimited combinations of characteristic diversity (Adams, 2011). Consequently, organisations aim to meet these needs through targeting groups, specific markets and potential gaps to enhance brand strategic positioning (Martin, 2011). A key exercise of the MD is recognising both the current and future market size (Namvar, Ghazanfari & Naderpour, 2017). This is highlighted through Ubers MD applying the current transport network environmental factors (section 2.3) to predict the changing market and maintain competitive globally (Mody, Suess & Lehto, 2019).
Another valuable exercise is recognising competitor behaviour and positioning when carrying out market segmentation (table 4) (Martin, 2011). Uber utilises multi-segment targeting (table 3) to reach a variety of customer profiles (Cramer & Krueger, 2016). Which in part explains their success as they have a broad range of service segments that target a spectrum of profiles. Effective utilisation of segmentation has resulted in Uber meeting customer needs better than any taxi company in history, which has enhanced Ubers brand and allowed for customer retention and growth opportunities (Trainer, 2019). 
Segmentation has potentially become more valuable in an age where organisations can utilise artificial intelligence, automation and big data analytics to divide markets into unlimited segments that are more personalised and predict which segment can generate the highest profit and customer loyalty without requiring human (Mody, Suess & Lehto, 2019). This allows for a more dynamic process that enables the capitalisation of new trends in real time (Singh, 2010). 
[image: ]Table 3: Uber Consumer Market Segmentation













          (Dudivskiy, 2018)

Moroko & Uncles 2009 paper examined how market segmentation can be applied within an employer branding context. Data from semi structured interviews was collated from four companies regarding branding processes. It was concluded that using generic segmentation types in an integrated format can provide companies with information that allows for dynamic and strategic decision making. 
Once again, limitations did exist – a semi structured interview format although allowing a greater degree of data to be collected, is also more difficult to compare data that may not have any uniformity. Perhaps an in depth and structured interview type for future research may reduce this. Additionally, it must be noted the four companies from whom data was collected did not use a range of segmentation approaches, therefore quantifying financial benefits between single and multiple segmentation approaches was not possible.
Although market segmentation has been widely viewed to be a valuable exercise (Hassan & Craft, 2012), some argue that there is no single way to segment a market, therefore marketers must constantly adapt their segmentation to meet their consumers (Russel, 2011). Alternatively, mass marketing has been argued to be the most efficient way to generate large profit margins whilst keeping costs minimal as many media forms are geared for mass markets (Shultz, 2016). This has resulted in segmentation not being considered a worthwhile activity (Hassan & Craft, 2012). Furthermore, traditional market segmentation variables are found to be limited by specific constraints (Goyat, 2011). The geographic and democratic variables particularly have been suggested to be weak predictors of consumer behaviour in a modern society that is increasingly interconnected (Jaman, 2012). 
There are advantages and disadvantages of segmentation, however the research mostly remains in its favour (Namvar, Ghazanfari & Naderpour, 2017). Perhaps future research should aim to identify why and when marketers should integrate segmentation strategies, how marketers can effectively establish a strong positioning strategy, and potential implications of integrated segmentation models (Hassan & Craft, 2012).
[image: ]Table 4: Porters 5 Forces for Uber




















(Uenlue, 2018)






[bookmark: _Hlk20433339]3.1.3 Marketing Mix
[image: ]The traditional 4Ps marketing mix has been argued to be inadequate in meeting the needs of services sectors (Kushwaha & Agrawal, 2015). It is regarded as too simplistic a framework to capture the complex marketing environment (Goi, 2009). Characteristics within Ubers business model such as a lack of standardisation in the TNI, and an inability to patent, transfer or inventory its service hold marketing implications that may not exist for products marketing (Tariq, 2014). Moreover, the framework does not consider customer behaviour, nor does it allow for interaction or relationships building (Goi, 2009). As a result, in addition to an increasing importance of value creation, the 4P’s have evolved to 7 to address modern marketing (Kushwaha & Agrawal, 2015). 
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Dashs’ 2013 study assessed the impact the 7Ps had on customers purchasing decisions. It was found that the ‘pricing’ and ‘people’ element of the marketing mix had the most influence on customer buying decisions. This is of value as Uber aims to recruit pleasant and personable drivers in order to enhance the experience for riders. Customers are provided the platform to rate their drivers, which adds to their experience and incentivises drivers to focus on providing quality service thus effectively enhancing Ubers brand (Reed, 2015).
Kushwaha & Agrawals 2015 study scrutinised the 7Ps of the marketing mixes effects on the banking sector. It was found that the additional 3Ps of people, process and physical evidence played more important roles than those of price, product and promotion when providing banking services. Despite findings, it is worth noting this studies sample was not significant enough to allow generalisation across industries. Customer behaviour has also been known to change overtime (Manzano, Rivas & Bonilla 2012). Therefore, the more influential elements of the marketing mix can also change depending on consumer needs (Londhe, 2014). 
Pistol & Tonis’ 2017 went a step further and introduced a new conceptual framework by adding a dimension to the 7Ps marketing mix when considering digital marketing in an evolving global climate. A 1G (green marketing) element aimed to meet the needs of growing political and environmental factors impacting the marketing mix. This could be an interesting development for Uber when contemplating how they can continue to add value for environmentally conscientious customers and the regions they operate in. Unfortunately, the study itself displays many limitations with regards to minimal evidence included in its literature review, no recommendations are made regarding how this new dimension can be effectively implemented, how marketers can leverage this information into the marketing mix is also ambiguous, and the research methodology applied are unclear.




[bookmark: _Hlk20433559]3.1.4 Marketing Communication
Uber has seen a global reach through local focus (Uber, 2019). Initially, efforts were targeted into their most influential city hubs to target millennial tech-savy professionals and students who act as brand ambassadors (Taylor, 2017). Word of mouth worked effectively through social media platforms that were seen and shared by their peers (Kriss, 2014). Considering the average human has 3-400 friends on Facebook (Bachrach et al, 2012), Uber would have potentially had their brand seen by thousands of people from only 3+ ambassadors at a single university, which they could scale up indefinitely. Uber recognise that popular culture in millennial circles often drives trends that eventually extend to broader demographics (Askin & Mauskapf, 2017). This way, all ages, and professional backgrounds have become regular users of Uber who have diversified their services to meet the needs of almost everyone wishing to get from point A to B (Uber, 2019). 
In keeping with popular culture, Uber has also extended its marketing campaigns beyond word of mouth. They have Partnered with McDonalds, a global restaurant chain trading in all corners of the world to become their sole delivery company with its Uber EATS service (McDonalds, 2019). Therefore, through brand association, Ubers reach can grow exponentially. 
Additionally, Uber has recognised the changing way of how people consume music, apps such as Spotify have millions of daily listeners as people no longer purchase CD’s etc (Kleinman 2014). Therefore, Uber partnered with Spotify to allow those with premium Spotify accounts to be able to listen to their own music when traveling with Uber (Askin & Masukapf, 2017). Uber now has space on Spotifys platform for targeted advertisement. 
More recently, Uber has launched a marketing objective called Uber Stunts, here the marketing team creates viral moments that generate brand awareness such as offering 10,000 free rides to big sporting events such as the SuperBowl, or sending drones into traffic jams with signs taunting drivers about how using Uber POOL could reduce traffic and deliver the drivers to their destinations more comfortably (Dudivskiy, 2018). These innovative marketing activities allow Uber to maintain its competitive edge in a market were their business model is easily replicated (Sovani & Jayawardena, 2017). 
4. Ubers Campaign
Following a series of controversies and backlash suffered by Uber, their marketing team was tasked with creating television campaigns that repaired their image and brand with the public (Levin, 2017). As initial attempts were not well received and subsequently pulled (Shultz, 2018). Uber underwent a logo rebranding, and in 2018 launched its “Doors are always opening” television advert estimated to cost over £400 million. 
In the advert (https://www.youtube.com/watch?time_continue=65&v=NiVXmLkcOiA), inclusivity, value and experiences were at the centre of Ubers focus. In one scene a family was rushing to hospital as a woman was in labour, another showed a homosexual couple taking an Uber to be introduced to the parents, and another showed an older couple taking an Uber for a night of partying. The audio in the advert declares, “Whatever your ambition…Whatever your drive…Whatever you’re chasing…Opportunity is everywhere…All you have to do to find it is get out here” (Shultz, 2018). This campaign aimed to reach customers on an emotional level, which is theorised to evoke trust and familiarity (Uribe, Manzur & Hidalgo, 2013).            
[image: ]           
(Marketline, 2019; Landor, 2019; SimilarWeb, 2019; Sevitt, 2018; Oba, 2017)


A study by Gueurreiro, Paolo & Trigueros 2015 in examined how cognitive and feelings influenced consumer behaviour. Interestingly, it was found that arousing emotion in a target audience did not increase the effectiveness of a marketing campaign. Therefore, it could be argued that Ubers marketing campaign to evoke emotion may not have been as effective as desired. 
Despite sales growth and engagement dropping post campaign, the remaining metrics did show improvements, particularly in website traffic generated and engagement. Perhaps it was the change of logo that contributed to a reduction in brand awareness, and sales growth was impacted by increasing market competition from existing and new entrants. 
Supporting Ubers marketing department campaign strategy is Dobele et als 2007 article which identified successful marketing campaigns as those able to trigger emotional response in viewers. It was found that certain types of advertisements that aimed to trigger an emotional response were more likely to increase/decrease engagement in specific demographics. For example, women were less likely to engage in content that triggered disgust or fear, whereas men were the opposite. 
Following sexual misconduct allegations towards the then CEO of Uber which had harmed the brands image, utilising feel good scenes oriented around people and family may have been an excellent strategy to engage more of the female demographic (Uribe, Manzur & Hidalgo, 2013).
Overall, it is evident from the performance indicators that the marketing team had an influence in partly repairing the brands image. Perhaps moving forward the new CEO could work closely with the remaining marketing department in order to continue developing valuable services and maintain a strong market position.
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Business valuation     £ 6 5 million (2018 /19 )  

R egistered users     110 million   globally  

Registered driver s     3   million globally  

Daily  trips made                 10 million  

Revenue     £8.8 billion for fiscal year 2018  

Growth     43. 3% growth between 2017 - 2018  

 

  

Operating profit     Net profit     £266 million      £800 million  
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Key Partners: Key Activities: Customer relationships:
- Drivers - Marketing & customer acquisition
- Map API providers - Product development & Management - Social media
- Payment processors - Customer support - Driver rating system
- Investors - Hiring drivers - Customer support

Value Proposition: Communication Channels:
Customer Driver
- Low price rides - Additional income - Website
- Minimalwaiting time - Flexible working - Mobile App
- Able to track driver - Easy payment process - Magazine subscription
- Hassle free payment

MarketingActivity: Customer Segments:

- Launch Events. - Those with no cars

- Word of Mouth - Those wishing not to drive on specific occasion
- Cold Calling - Those wishing to travel in style

- Social media - Those wanting value for money

- Discounted trips for early adopters
- Partnerships - Uber Eats with MCdonalds etc
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Strengths      Largest ride sharing technology      E mphasis  on customer satisfaction      Low  operational costs      Strong brand recognition      Territorial coverage       Competitive   pricing      Driver rating system      Dynamic pricin g strategy      Easy to use, fast , reliable   &   convenient      No car maintenance costs      Unlimited fleet of cars      Low e mployee salary costs  –   drivers  self employed      Market leader with next to no  competition      Easy  payment monitoring system  Weaknesses      Easily  imitated   service      Privacy concerns r .e. re c ording  and tracking  passenger   locations      Negative media coverage  following company controversies      Success   dependant on workforce  that  are not classed as  employees      Unable to  effectively  disrupt  merging economies due to poor  internet connections.      Requires some   form of  technological sav vy to use  

Opportunities      Changi ng consumer demands  –   wanting  increasing  qualit y and  convenience      Increasingly digital world      Driverless technology      Assi st emergency services   to raise  public profile      Diversif y to aviation ride sharing,   electronic bike services etc      Growing global travel and tourism  industry  Threats      Employee retention      Da ta breaches      Customer loyalty      Lawsuits and regulation      New market entrants      Better pay for drivers in  traditional taxi models      Driverless technology  
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Seg mentation  Criteria  Target Customer Segment  

Uber X, Uber XI, Uber  pool, Uber - MOTO,  Uber AUTO  Uber Premium,  Uber Go,  UberEATS, Uber  BOAT, UberRUSH  Uber Access  

Ge ographic  Region  North & South America,  Asia, & New Zealand  Australia, Europe,  Africa  North & South  America, Asia, &  New Zealand  Australia, Europe,  Africa  North & South  America, Asia, &  New Zealand  Australia,  Europe, Africa  

Density  Urban/rural  Urban/rural  Urban/rural  

Demographic  Age  18+  25 - 65  45 - 65  

Gender  M en and Women  Men and  Women  Men and  Women  

Life - cycle  stage  Bachelor Stage ,  Newly  Married Couples ,  Full  Nest I ,  Full Nest II ,  Full  Nest III ,  Empty Nest I ,  Empty Nest II ,  Solitary  Survivor I ,  Solitary  Survivor II  Full Nest I ,  Full  Nest II ,  Full Nest  III ,  Empty Nest I ,  Empty Nest II  Full Nest III ,  Empty Nest I ,  Empty Nest II  

Occupation  Students,  employees,  professionals  Employees &  Professionals  Retired &  Hadicapped  

Behavioural  Loya lty  ‘Hard core loyals’   ‘Soft core loyals’   ‘Switchers’  ‘Hard core  loyals’   ‘Soft core loyals’   ‘Switchers’  ‘Soft core  loyals’  

Benefits  sought  c ost - efficiency  sense of  achievement  convenience  

Personality  Easygoing,  determined,  ambitious  Determined,  ambitious  Easygoing  

User status  non - users,  potential users,  first - time users,  regular users  potential users,  first - time users,  regular users  non - users,  potential  users,  

Psychogra phic  Social class  Lower class,  working class,  middle class,  middle class,  upper class  working class,  middle class,  upper class  

Lifestyle  Struggler,  Mainstreamer,  Aspirer,  Succeeder, Struggler,  Mainstreamer,  
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Competitive   Forces  Business Challenges  Solutions  

Existing Industry  Rivalry     Lyft main rival  ang growing –   many  drivers switching to lift due  to better pay and conditions.     Higher capital and  spending power to  remain   ahead of  competitor      Improve conditions for  drivers  

Threat of  New  Entrant     Easy to replicate business  model  and challenge market  leaders . New market entrants  every year.      Negative  press surrounding  Uber tactics resu lting in  tarnished pub lic ima ge. N ew   entrants learn from mistakes.      Large organisations  such as  FedE x, DHL ,  etc with own fleet  could copy model and diversify  portfolio     Continue embracing  innovative ideas and  technologies .      Rebrand and rebuild  whilst foll owing  regulations.  

Bargaini ng  Power of Buyers     C ustomers  sensitive to Ubers  pri ce variation      Free to switc h to competitors      New market entrants  increase   price wars to win customers     Ensure consistent  competitive   prices      Improve customer  bonuses and loyalty  strategy  

Supplier  B argaining  Power     No drivers employed by Uber  –   minimal  reason to remain loyal  t o U ber. Free to change t o  competitors and therefore  negotiate better terms.      Fluctuating costs of fuel      Drivers  responsible  for own   vehicle   maintenance     Better conditions for  drivers.      Aid with vehicle  maintenance      Invest in driverless  technolog y  

Threat  from  Substitute  Product     Existing taxi companies  adopting smartphone   technology .      Improved transport  i nfrast ruc ture in large cities  such  as tram links, trains etc.      Tesla or Google are planning to  introduce  self - driving   car s     Keep pace with tech  giants.      Diversify services  o ffered  
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Table 4:  Ubers 7P ’ s  

Product   /   Service  Variety of  service mix:   Uber X, Uber X I, Uber Pool, Uber GO, Uber  AUTO, Uber Access, Uber MOTO, Uber Premium,  Uber RUSH, Uber EATS , Uber FREIGHT  Minimal waiting times.   Fast and  reliable.   Available almos t  anywhere.   Better comfort and  quality .  

Place  Available in >700 cities   worldwide.    Anyone,  with a  smartphone   phone  anywhere can become a  customer by sim ply  downloading the app  

Price  Different price strate gy in different countries.   Promotional ride schemes.   Upfront pricing.   Surcharge pricing .   Various  c ashless payment options.  Competitive   and flexible  pricing  

Promotion  Word of mouth.   R eferral marketing.   Corporate client partnering.   A dvertisement  campaigns.   Rebranding event .  Range of promotional  activity to reach market   segments.  

Physical  Evidence  Taxi cars arriving .   No  receipts   –   ride  history available on app.    

Process  Uber app and turn on your device   GPS .   Check  cabs available and select the ride .   Check   ride estimate, type of car and driver details,  comments and rating.   Book   ride and track the ride   Make payment through  preferred me thod  Straightforward and  hassle - free process   for  bo th drivers and  customers.  

People  Drivers go through enhanced checks to ensure  safe drivers in  roles.   Drivers given power to be in control of own  working.   Consumers provided with previously unmatched  value.    Perceived   by both drivers  and customers.  
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Table 5:  “Doors are Always Openin g ”   Campaign Effectiven ess  

Sales Growth  Up 37%   year over year   (43% the prev ious year   =  down 6%)  

Brand  Awareness  67/100 . Down  15 points from previous year (82/100)  

Lead Generation  Not available  

Cost of Custom er  Acquisition  £32 per customer  

Customer Lifetime  Value  £ 924   per year per customer   ( £ 77   p/m per customer)  

W ebsite Traffic  Up 35% to reach  9 0   million   monthly visits  

Engagement  Up 37% to   reach  100 million   active   monthly   users   for  1 st   time  
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