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[bookmark: _Toc113544200]1. Introduction
The conventional taxi transportation industry was disrupted in 2010 by an unfamiliar corporation called Uber. It disrupted the market with a novel business model called sharing economy. Uber Incorporation is an online marketplace for ride-sharing. It was founded in 2010 and went public in 2019.  Uber connects passengers looking for car sharing with drivers using its mobile application platform (Barbour et al.,2019).
This report serves to inspect Uber’s marketing assessment. It will narrowly inspect one facet of Uber’s car-sharing business which is its main business. Uber’s mission is to create prospects through association (Uber, 2018). The CEO of Uber, Dara testified to three main aspects which made Uber a largely successful start-up which is the worldwide demand for smartphones, the innovation of smartphone application stores, and people’s want for on-demand work. Uber is currently working on some of its future projects such as self-driving technology and uber drone services which will help people in the hospitality and healthcare industries to build transportation effortlessly (Barbour et al.,2019).  
Uber has the largest market in the United States almost 70% and is the second largest market in Brazil with almost 17 million users as of 2019. Its largest market is in Europe in London with almost 3.5 million user base and almost 5 million weekly rides in India (Barbour et al.,2019). 


[bookmark: _Toc113544201]2. Discussion and Analysis
Communication is the exchange of information between individuals utilizing a range of mediums (Stukalina et al.,2021).
[bookmark: _Toc113544202]2.1 Aristotle's model of communication
The three basic parts of Aristotle's model of communication are related to one another and are seen to be necessary to become a successful communicator. These communication components are as follows:
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Figure 1: Figure representing Aristotle model of communication
Ethos
In a communication paradigm, ethos is the quality that characterizes the speaker's dependability. It is a proven reality that a speaker's remarks will have no influence on their audience without credibility, failing to impress and convince them. Remember that the speaker's credibility, authority, and influence come from their position and domain-specific experience. To ensure that his speech is well received by the intended audience, the speaker must maintain eye contact. One of the key components of Aristotle's Model of Communication, this is known as Ethos (Valsamidis et al.,2020).
Pathos
Making a connection is simple when there is an emotional connection. Anger, despair, happiness, confidence, and other strong emotions can all be used by the speaker to connect with the audience through pathos in the communication model. Pathos is a powerful rhetorical device that politicians, business and nonprofit groups, and others use to appeal to the emotions of their audiences (Stukalina et al.,2021).
Logos
Logos, which stands for logic, is regarded as a crucial component of Aristotle's communication model. The speech and its reasoning will both have an impact on the audience. In Aristotle's philosophy of communication, the speaker must use Logos to offer data and facts that will make the listener trust him and, ultimately, relate to him. Only to a limited extent will persuasion succeed, but when it is supported by reason and accurate data, the result is fantastic (Zhao et al.,2020).

[bookmark: _Toc113544203]2.2 Integrated Marketing Communication
The practice of combining marketing communication elements, such as public relations, social media, audience analytics, business growth concepts, and advertising, into a brand identity that is constant across various media channels is known as integrated marketing communication (IMC) (Stukalina et al.,2021).

Branding
A unique selling proposition (USP) or differentiator that distinguishes a good or service from the competition is communicated through branding. A brand's value is referred to by the marketing phrase "brand equity." Consumer perceptions of and interactions with the brand define that value (Deges, F,2018).
[bookmark: _Toc113544204]2.3 Keller’s brand equity model
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Figure 2: Keller’s brand equity model

Stage 1: Brand Identity
When potential buyers are uninformed of company items, brand identity is developed. Building a strong brand identity is what the brand needs to do in this situation to succeed and draw in customers. Uber needs to invest money in marketing and raising awareness before they start to make money. By doing this, brand identity and initial brand awareness can be created (Deges, F,2018).
Stage 2: Brand Meaning
The variables that determine what a brand means to customers make up the second level of Keller's Brand Equity Model.
a. Brand Performance - The customer cares about how the brand is performing. The success of businesses of Uber can be achieved using attributes to their performance throughout time. Not just physical things, but also services like operating systems should be well-liked and regarded by the customers (Deges, F,2018).
b. Brand Imagery- Form the image of the brand in the eye of the customer as good. This can be done by using proper treatment to its employees and customers (Zhao et al.,2020).
Stage 3: Brand Response
Uber must meet the expectations of the customer regarding the services provided by the company. If the customers have a positive feeling about the brand and the customer is satisfied then word of mouth can become very much useful for the company for its promotions (Basumatary et al.,2022). 
Stage 4: Brand Resonance
Uber needs to create a social and psychological connection with the customer. It means whenever they take the services of uber they must feel more relieved, satisfied, and safe. The ride must be comfortable, in proper time, and friendly to customers. Uber needs to work on the behavior, values, and attitude of drivers towards providing the services (Hoffman et al.,2021).
. 

[bookmark: _Toc113544205]2. 4 Marketing Mix (4Ps)
Uber has positioned itself to interpret its objective by creating opportunity through movement, as demonstrated by a quick summary of its marketing strategy.
Product
Uber's primary offering is a smartphone application for its two-sided platform that connects customers and drivers. UberPool allows users to share rides with other users, while UberGO and UberX allow a single user to order and ride a car alone, without sharing it with anyone else. Additionally, there is UberTaxi, which enables users to schedule transport for the day to travel far. Other services including UberRUSH, Uberfreight, and UberEats are accessible in select regions. Additionally, there are possibilities for GPS tracking, sharing your ride with loved ones, and wifi connection in certain regions of the world depending on the nuances of the market (Rahman et al.,2019).
Pricing
Although it costs money to use any of Uber's services for travel via its mobile application, it is completely free to download from the Google Play Store and Apple Store. Uber uses a dynamic pricing algorithm to change its prices according to the time of day, distance, traffic, route, and current demand (Rahman et al.,2019). In contrast, Uber uses a penetration pricing approach to attract the majority of its customers. It offers free trips to new customers and rewards referrals with further free rides. The free ride is a portion of the expense to acquire every consumer (Rahman et al.,2019).
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Figure 3: Fares of Uber for three types of vehicles for the certain distance
Source: (Twimg.com, 2022)
Place
More than 600 cities and 40+ countries are home to Uber (Gansen et al.,2020). It began in California, America, and thereafter carried out a fruitful test for its 2011 worldwide market lunch in ParisSince then, it has grown quickly and explosively. Uber predominantly uses a mobile app for smartphones that can be downloaded from the Apple Store or the Google Playstore, depending on the user's operating system. Additionally, there is the option of using Uber online. In several airports and shopping centers, there are Uber help desks. The growth, infrastructure, and population of a city determine the user mode of entry (Gansen et al.,2020).
Promotion
In order to get a foothold in the market, Uber largely relied on referral-based marketing and word-of-mouth advertising(Gansen et al.,2020). It makes use of this information to develop the platform's network impact. A significant barrier to entry for a new market is created by the growing number of users and drivers who join the platform, boosting its value to both players. In addition, Uber promotes its brand through television commercials and outdoor advertising (Gansen et al.,2020).
[bookmark: _Toc113544206]2.5 SWOT Analysis of Uber
	Strengths
a. It is a market innovator and leader in its category.
b. Uber's network impact is robust.
c. Its users benefit from robust platform governance practices.
d. It is inexpensive to run(Zhao et al.,2020).
	Weakness
a. Its excessive reliance on the platform's drivers to make its service credible
b. Broken and fragile workplace culture
c. Overreliance on internet connection
d. Excessive reliance on data to ensure efficient operations

	Opportunities
a. Self-driving cars
b. Expanding into new markets
c. Taxi market inefficiencies about pricing and waiting time
	Threats
a. Government policy
b. Excessive reliance on consumer information
c. Association of taxi drivers
d. Having poor customer service with its drivers



Strengths
Uber is an innovator and market leader. The business model of the sharing economy is linked with the Uber brand. Hence, a dominant brand with excellent distribution channels. Uber's network influence is significant. The platform's popularity and substantial barrier to entry for new users are both a result of the large user bases on both sides (Shtal et al.,2018). Strong governance practices are in place for its consumers. On the platform, there are rules that both users and drivers must follow. Before being permitted to join the platform, drivers must pass a series of rigorous tests (Zhao et al.,2020). It is inexpensive to run. Uber neither owns any of the vehicles on its platform nor hires any of the drivers there on a full-time basis. Instead, they are independent contractors (Shtal et al.,2018).
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Figure 4: Uber Market Share in the United States
Source: (yahoo, 2018)
Weakness
Uber depends too heavily on the drivers using its platform, which may be dangerous if they decide to stop using it for any reason. Therefore, it is important to pay attention to the treatment of its platform drivers. A recent protest against some of the unpleasant treatment received by Uber in recent times came from the drivers' side (Zhao et al.,2020). 
Based on the way it treats women at work, Uber's culture has been questioned. Several claims regarding the conduct of men towards women in the firm were made by several women employees against several senior executives to lower level employees. This damaged the company's reputation to the point where founder Travis was compelled to step down as CEO (Shtal et al.,2018).
If the government were to enact new privacy laws pertaining to the security of customer's data by making it challenging for technology businesses to gather and utilize those data, it could be disastrous considering its heavy reliance on customer data to sustain a reliable working (Hoffman et al.,2021).
Opportunities
Uber will have a lot of opportunities when new technology in the transportation sector emerges, including self-driving cars (Hoffman et al.,2021). This will assist Uber in reducing the impact of any issues that may arise while interacting with drivers on its platform. This is a classic illustration of how Artificial Intelligence will eventually replace humans. The tests and studies are still in their development. This might be used in some of the modern cities where Uber operates (Hoffman et al.,2021).
Moreover, the inefficiency in the traditional Taxi industry is a good opportunity to explore and this is why Uber was started in the first place. Uber was started to solve the problem of inadequate pricing being charged by the Taxi industry and the long waiting time for passengers to get a Taxi (Hoffman et al.,2021).
Threats
Uber's operations may be threatened by governmental policies and regulations, particularly in Europe where technology companies are subject to data privacy laws. Regulations by the government and limiting use of customer data by businesses can pose a serious concern on business. This might in some ways restrict uber potential. There have recently been issues with licensing with some municipal authorities in some cities. This poses a serious risk to its operations (Basumatary et al.,2022).
Legal actions brought by Uber's drivers and trade union could be devastating to Uber. Requests from associations and trade unions on Uber are detrimental to business (Basumatary et al.,2022).

[bookmark: _Toc113544207]2.6 PESTLE Analysis
	Political
1. Cases due to low margins to employee
2. License revocations disrupted Uber operations in many states
	Economic
1. Uber sharing business model
2.Various opportunities in market
	Social
1. Uber bringing social change
2. Damage of Uber’s reputation

	Technological
1. Technological business
2. Use of AI to run business smoothly
	Legal
1. Influence of law and government in running business
	Environment
1. Uber’s take on Sustainability



Political
Due to the low margins, Uber drivers are earning on its platform, Uber's business model has recently caused controversy among its drivers. This led to the enactment of a new regulation known as the California Code, which mandates that Uber treat its drivers as employees rather than independent contractors. This will certainly increase the company's operating costs and reduce its profitability (Sonntag et al., 2021).
Recently, the taxi industry began protesting, demanding that each Uber driver receive the same license as them. Local government agencies have been spurred by this to investigate how Uber's business model is affecting their neighborhoods. New rules are passed to control the ride-sharing operation as a result. Recent license revocations in various cities have disrupted Uber's business operations (Sonntag et al., 2021).
Economic
Uber's sharing business model introduces a novel way of conducting business. It allows people to work on their own time and freedom. It thereby increases the number of people employed. In some nations, particularly in the emerging market, it forms partnerships with vehicle dealers and commercial lenders to establish credit facilities enabling drivers to buy and own a car when they have finished paying for it. Additionally, some people buy automobiles and hire drivers to drive them so they can profit from the new business model (Sonntag et al., 2021). It is obvious that the sharing economy business model has opened up a variety of opportunities, with Uber serving as the market leader.
Uber also increases competition in the taxi business, forcing existing cab services to lower their prices while increasing user engagement, forcing drivers to be more punctual and professional (Valsamidis et al.,2020).
Social
Many individuals view Uber's destruction of the traditional taxi industry as a social change in and of itself. It changes the way people travel to work and elevates it in the eyes of some groups of people, particularly the working class. On the other hand, recent complaints and offenses like illegal drivers using its platform, breaking California law, and other things have hurt its reputation (Valsamidis et al.,2020).
Technological
Its smartphone application, which is largely used to manage the service, wouldn't have been conceivable without the internet connectivity needed to link passengers with drivers on its platform. The Internet has made it possible to scale its business model with ease (Ruiz et al.,2020).
Uber uses another potent technology called artificial intelligence (AI) to run a smooth and efficient service. The dynamic pricing algorithm uses AI.  Additionally, Uber is now testing a self-driving vehicle that is powered by AI (Valsamidis et al.,2020).
Legal
Government and authorities must cope with the sharing economy business model as a new phenomenon, thus they move to enact rules.  Due to the California law, which was just passed, Uber should now treat its drivers like workers and provide for their needs (Ruiz et al.,2020).
Uber's license was terminated in the UK for allowing the unlicensed driver to continue using its platform, while the company was charged for operating illegally in France (Gansen et al.,2020).
Environment
When it comes to sustainability, Uber is not excluded. It has offered green, effective vehicles in some developed nations, including Germany, where customers have the choice of selecting an Uber Green vehicle with green electricity (Ruiz et al.,2020).
[bookmark: _Toc113544208]2.7 Innovative marketing strategies for raising brand awareness
A brand is a good, service, or idea that is publicly set apart from similar ones. This makes it simple to convey and generally promote. The process of developing and promoting a brand's name, attributes, and personality is known as branding.
1. Referral programs
This tactic can be used by the brand to promote the brand. As each customer wanted the rebates and these rebates attract a large audience. Uber can provide bait in the form of 50% discount coupons, first 3 free rides, and much more to attract customers (Hoffman et al.,2021).
2. Infographics
Infographics are a lively and colorful method to present pertinent marketing facts and data. These powerful pieces of content are excellent for thought leadership and brand development because they are frequently shared widely. The marketing of uber can be organized using these infographics (Hoffman et al.,2021).
3. Running social media contests
Uber can run a contest on social media where participants submit a photo or video and other users vote for their favorites. To increase their vote totals, contestants will spread the link among their social networks, which will increase brand recognition (Valsamidis et al.,2020).
4. Podcasts
A fantastic strategy to establish a brand name and network with people in the business profession is to launch an industry podcast where users interview industry leaders. These podcasts are seen by a large audience through which brand publicity can be easily done. This is the most effective way the brands are using for promotions to raise brand awareness (Valsamidis et al.,2020).

[bookmark: _Toc113544209]2.8 Customer journey map of Uber
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Figure 5: Customer Journey map of Uber Customers
Source: (Pinimg, 2022)
The customer journey for uber can helps to understand the technics and the motivation of the customers. Uber has a large following across the globe. Customer experience is holistic. It can help uber tackle problems. As there can be many stages in the customer journey. It can make interactions between the brand and the customers. Objectives of the customers plays important role in the success of uber. There can be experience analysis of the customers based on their feedback and their experiences (Paar et al., 2018.). It also shows a relationship with a customer over some time and can help uber to understand needs and experiences. Journey mapping can give chance to understand the potential of the customer. Uber can also improve the quality of customer experience through journey mapping and also can build consistency. Uber can also make conversation rates and also can minimize negative experiences. These journey maps can target improvements with a good return. They are also known as customer service maps and touch point maps (Paar et al., 2018).The journey map of uber can show the interaction of the customer with the large experience.
Using this customer journey map the customer’s behavior can be analyzed and the major decision can be taken to attract customers. Using this map retention of the customer can be made possible using different marketing tactics. The stages which are involved are spreading awareness through online ads, email, and PPC(Paar et al., 2018). The platforms which can be used for awareness are Social Ads, reviews, blogs, media, and many more. Then the purchase behavior is noticed using the application website for customer retention. Various FAQs are conducted by the application and promotions are provided so that the customer does not leave the application. If the customer leaves the services then also using the marketing tactics of social media, blog posts, and newsletters the advocacy of the brand is created(Paar et al.,2018).
Every journey has an impact on the customers. These maps can represent the perspectives of the customers and these journey maps can begin with the brand promise and can identify uniqueand customized customer experiences. This analysis should be based on qualitative research. Uber can also represent services differently (Alvarez et al., 2020). A good journey map shows the accomplishments of the customer at the stage of the process. The emotions of the customers need to be taken care of as they play an important role and a good journey map tries to communicate these emotions and shows the impacts of these emotions. The approach of uber is customer-centered that takes care of customers’ points of view. A customer goes through many stages while interacting with the brand. A good journey map can contain the problems, analysis, and solutions. It can also help to find out the gaps (Alvarez et al., 2020).Uber can make its brand awareness through this journey map and can also make its service effective and it can also be based on visual representations. These can also create opportunities.
As there can be many benefits for uber of journey mapping it can get the inbound perspectives and marketing. A new customer base can be created and needs and points can be understood. It also plays role in the making of customer service strategy. And improves the appearance of the brand. in past, years uber hasimproved the retention rate of its customers (Alvarez et al., 2020. there can be many examples of the B2C customer journey maps which can also help uber identify its goals.
[bookmark: _Toc113544210]2.9 Recommendations
1. Modern technologies can help in the development of marketing strategies for uber. Marketing communications are also important factors in the development of the market. Segmentation of the market can be adopted and there can be some geographic and demographic segmentation for the market (Kohli and Haenlein, 2020).
2. The pricing policy of uber should be customer friendly and affordable. As prices can affect the customers in positive or negative ways. Prices should be fair to attract customers and There should be price consciousness (Schlichting, 2021).
3. There should be a market analysis to identify new opportunities. Uber can analyze the market and can make the strategies accordingly as this analysis can help to build better business models and best market management (Paar et al., 2018).
4. Promotions are a major part of marketing management as they can help to achieve success.The help of social media platforms can be taken in the promotions these promotions can help any brand reach many countries (Gansen et al.,2020).
5. Building positive relationships with customers can help uber in the development of its brand. Understanding the reviews of the customers, identification of their problems, and making solutions are required in terms of marketing management in a company (Kohli and Haenlein, 2020).
6. Understanding the demand and supply of the market and creating effective strategies according to the demand and supply can build market strategies.As demand and supply are an important part of any company. Uber is providing its service across many countries so it is important to understand the market demand and supply (Schlichting, 2021).
7. Creating the journey map and identifying the customer’s experiences is an effective tool. Response of the customers can be measured to improve the services. As these maps are good sources of the mt assessments (Schlichting, 2021).
8. A sustainable service model can be adopted and implemented.Many technical factors are contributing to the marketing manager for uber GPS is one of the big technological factors that should be taken care of (Kohli and Haenlein, 2020).


[bookmark: _Toc113544211]3. Conclusion
Uber has access in many countries through smartphones and technology. This brand has consumervalues that can be functional and emotional. It also has its pricing policies and model. Now use is also trying to make a sustainable and environmentally friendly business model that can increase the chances of profitability. There is a huge chain of drivers that can connect to the customers uber has one of the dynamic price policies and rewards referrals with free rides. Uber is based on referral-based marketing and it promotes itself through advertisement and social media. In past years it becomes the market innovator and leader in its category and has network influence. There is also some weakness of this business model that should be identified. There are also good business opportunities for uber in the market as it can expand itself into new markets. There are also some controversies related to uber among drivers. But it also allows drivers to work freely and according to their own time. Uber also gives healthy competition to other taxi businesses. Uber has good marketing activities and needs to make some more marketing strategies. The marketing department of a brand helps to make the brand successful. Developing sustainable and effective marketing strategies can also be a game changer in the whole process. Uber has developed its market strategies according to the demand and supply of the market. As sustainable marketing strategies can help in the future success of the brand. As technological interventions such as the use of artificial intelligence can also make marketing strategies and marketing management more effective. And can play a huge role In the success of the brand.
[bookmark: _Toc113544212]
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