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Executive Summary
This executive summary provides an overview of the comprehensive strategic analysis and evaluation of Uber, a global leader in the ride-sharing industry. The report begins with an introduction to set the context for the analysis. It delves into Uber's vision and mission, shedding light on the company's core values and long-term objectives. Furthermore, it explores Uber's corporate social responsibility (CSR) initiatives, highlighting its commitment to sustainability and social impact. The report conducts an in-depth examination of both internal and external drivers influencing Uber's business, emphasizing the significance of its generic strategies, specifically cost leadership and differentiation. Porter's Five Forces analysis assesses the competitive landscape, identifying factors such as low threat of new entrants, high rivalry among existing firms, low threat of substitute products, and high bargaining power of buyers. Additionally, it evaluates the moderate bargaining power of suppliers. The report also includes a SWOT analysis and a PESTLE analysis, offering valuable insights into Uber's strengths, weaknesses, opportunities, threats, and the external factors affecting its operations. Finally, the summary concludes with recommendations for Uber's strategic development based on the insights gathered throughout the analysis. These recommendations aim to help Uber navigate its competitive landscape and continue its growth trajectory.
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[bookmark: _Toc25644]Introduction
Uber, established in 2009 by long-serving CEO Travis Kalanick (who has since resigned but remains on the board) and Garrett Camp, is a ride-hailing application that allows users to easily order a private or shared car via a mobile app (Perryman, 2023). Payment is automatically deducted from users' accounts, making it a more convenient and cost-effective alternative to hailing a traditional taxi. Over the years, Uber has expanded its services beyond its core ride-hailing offering. It introduced peer-to-peer rides through UberPop, ride-sharing via UberPool, and various luxury options like UberCHOPPER (Weiler, et al., 2014). 

In addition to its ride-hailing services, Uber has ventured into new business areas. Notably, it has invested significant resources in autonomous car research, although the realization of this futuristic vision is still a work in progress. Meanwhile, Uber Eats, a food delivery service, has already achieved success in hundreds of cities globally, and Uber Freight is reportedly gaining traction in the logistics industry (Li, 2020).

Due to the impact of Covid-19, Uber underwent a significant strategic shift. In response to the ongoing pandemic, Uber took proactive steps to encourage customers to stay home. As the Covid-19 virus spread rapidly and the mortality rate increased, Uber launched an assertive campaign (Botelho, et al., 2023). They urged individuals to stay in their homes in order to contribute to saving lives and ultimately eradicating the disease.

In 2021, the company incurred a net loss of 496 million US dollars (Uber, 2021). Throughout its existence, spanning over a decade, the company has consistently failed to generate a profit. However, both the management and industry analysts are optimistic about its prospects, with an expectation that it will achieve breakeven within the next three years. While analysts had initially predicted a profitable year for the company in 2021, the adverse effects of the COVID-19 pandemic on the ridesharing sector and other related industries led to financial losses (Palma, Vosough and Liao, 2022). Despite these losses, the company's share price exhibited growth during 2021 and continues to demonstrate a relatively strong performance. As an early entrant, Uber commands the largest market share in the industry, and experts foresee its continued dominance, especially as competitors still grapple with profitability and operational efficiency. The company divested its operations in China to Didi in exchange for ownership stakes in the company (Gao, Wang and Yao, 2022). Furthermore, Uber holds shares in Grab and has plans to expand its operations in Africa and the Middle East (Brail, 2022). At present, the company is experiencing financial losses and, as a result, does not distribute any earnings to its shareholders.
[image: The 7 facets of good strategy _ Vistage Research Center]
Figure 1: Organizational strategies (Yaqoob, 2020)

[bookmark: _Toc13923][bookmark: _Toc29663]Internal and External Strategic Analysis and Evaluation of Uber
[bookmark: _Toc17749]Vision
"We ignite opportunity by setting the world in motion"
Positive outcomes arise when individuals can move, whether it's within their local community or in pursuit of their aspirations (Evangelo and Oliveira, 2021). This mobility generates opportunities, transforming aspirations into reality. What began as a simple means of requesting a ride through the push of a button has evolved into countless instances of human connections, as people travel to diverse destinations using various modes of transportation facilitated by our technological advancements.

Unlocking possibilities. This aspect distinctly embodies Uber's original pioneering spirit and its commitment to exploring new horizons, thus seizing fresh opportunities.
Setting the world in motion. This element clearly illustrates Uber's global ambitions and the extensive range of services and innovations contributing to the broader realm of transportation. It encompasses Uber's mission objectives and strategies, such as global expansion, Uber Eats, Uber Freight, Uber Elevate, and more.

[bookmark: _Toc27959]Mission
“Rides and Beyond”
Apart from offering commuters a means of commuting from one location to another, Uber efforts are directed towards advancing the future by embracing self-driving technology and urban air transport (Jordan, 2017). 

Uber key objectives include:
- Providing convenient and immediate access to transportation.
- Ensuring swift and efficient food delivery services.
- Assisting enterprises in progressing forward.
- Spearheading the evolution of self-driving technology.
- Initiating the journey to improved healthcare access.

[bookmark: _Toc1780]CSR of Uber
Uber recognizes the significance of corporate social responsibility in shaping its public image and benefiting the broader community. As part of its CSR commitment, Uber has set a bold target to transform into a zero-emission platform by 2040 (Rifkin, 2019). To achieve this ambitious goal, the company has launched a series of initiatives. One key initiative is the Green Future Program, slated to assist Uber drivers in transitioning to electric vehicles (EVs) by 2025.

Moreover, Uber has set even more aggressive targets for its operations in the United States, Canada, and Europe, aiming to operate as a zero-emission entity in these regions by 2030 (Qi and Shen, 2019). Their CSR report underscores the company's desire for all its drivers to adopt zero-emission vehicles by 2040. Uber has also introduced eco-friendly product options, including Uber Green, which provides rides with minimal or no emissions, and Uber Comfort Electric, featuring rides with zero emissions (Robson, 2022). Furthermore, Uber has established partnerships with non-governmental organizations, environmental justice agencies, and advocacy groups to expedite the transition to a circular economy. It's important to note that Uber's CSR initiatives are predominantly centered around addressing climate change. Given the increasing severity of global warming's impacts, these CSR endeavors are pivotal for fostering sustainable development on a global scale.

Uber places a strong emphasis on transparency when it comes to addressing climate change and involving its stakeholders (Helberger, Pierson and Poell, 2018). Recognizing that progress starts with an honest assessment of its current position, the company makes it a point to share these findings with its partners. Every year, Uber releases an ESG (environmental, social, and governance) report to showcase the outcomes of its corporate social responsibility initiatives (Jagannathan, Ravikumar and Sammon, 2017). Additionally, the company regularly publishes a climate assessment report, which examines the impact of rides taken by its drivers in Europe, Canada, and the United States. Uber stands out as the pioneering company in the mobility sector for evaluating and openly disclosing the environmental consequences of its operations.

[bookmark: _Toc4863]Internal and external driver
The company's strategic position is influenced by various internal and external drivers. These drivers encompass a wide spectrum, including customers, shareholders, the market, technology, partners, products, services, and employees.

Uber's organizational ethos is centered around a strong customer-centric approach, emphasizing the primacy of customer satisfaction throughout its operations, encompassing product development and marketing strategies (Friend, Jaramillo and Johnson, 2020). The company's commitment to its shareholders is equally apparent, driven by the overarching goal of maximizing shareholder value. Nonetheless, Uber recognizes the importance of maintaining a delicate balance, understanding that an excessive focus on profitability alone can potentially alienate other vital stakeholders. Consequently, Uber strives to harmonize the pursuit of shareholder value with fostering robust relationships with its partners, recognizing their needs as critical considerations in the implementation of strategic decisions (Schäferhoff, Campe and Kaan, 2009).

The market dynamics play a pivotal role in shaping Uber's strategic positioning, with factors like competitors' actions and access to advertising platforms exerting significant influence. Uber's strategic trajectory has been significantly impacted by its innovative and revolutionary technology, represented by its user-friendly app (Maziri, et al., 2020), which has emerged as a distinct strategic advantage in the ride-sharing industry.

Moreover, the company acknowledges that its employees are instrumental in determining its strategic posture. The presence of talented and creative employees can be a decisive factor differentiating between business success and failure.
[bookmark: _Toc31433]Uber Generic strategies 
Uber's operational approach can be characterized as a "rideshare" or on-demand taxi service. It links passengers requiring transportation with willing drivers already on a similar route, effectively serving as an intermediary marketplace between riders and drivers via a digital application platform bearing the Uber name. While Uber has branched out into other sectors such as on-demand food delivery (Uber Eats) and on-demand trucking (Uber Freight) (Talamini, Li and Li, 2022), the fundamental model remains consistent. Uber's business model aligns with Michael Porter's generic strategies.

[bookmark: _Toc3307][bookmark: _Toc6303]Cost leadership strategy
Cost leadership involves reducing production and operational expenses to gain a competitive edge (Gecheo, 2020). Uber employs this strategy by not hiring drivers but leveraging the network effect to connect drivers and customers while expanding its driver pool. Anyone with a vehicle can become an Uber driver on a part-time basis, allowing Uber to minimize costs associated with infrastructure, operations, and maintenance (Peticca, De and Ravishankar, 2020) . Consequently, this leads to additional income sources for drivers, lower taxi fares for passengers, increased popularity, and a growing market share for Uber.

In contrast to Uber, its competitors possess substantial capital and operate with significant overhead. Traditional taxi companies own the vehicles driven by their drivers, incurring higher expenses. Uber distinguishes itself by not carrying this overhead since its drivers use their own cars (Wallsten, 2015). Furthermore, Uber maintains a lean workforce with only a limited number of employees, primarily handling email inquiries related to ride issues, lost/found items, and driver vetting (Mcdaid, Andon and Free, 2023). There is no phone line for riders or employees to contact, and strategic decisions regarding promotions and market expansion are made separately, primarily involving the IT department. Currently, Uber does not pay city taxes and fees that taxi companies are obligated to, although this may change if local governments find a way to compel Uber to comply (Pepic, 2018). These factors collectively contribute to Uber's superior cost structure. Some of these savings are passed on to drivers to incentivize them, as well as to riders to encourage their patronage, resulting in a profitable and rapidly growing business.

If one possesses the expertise to apply Porter's model and the corresponding skills, they should have the capability to identify potential market risks and devise strategies to mitigate such concerns (Jennings, 2008). For instance, one can strategize to combat the threat posed by a new entrant in the market by continually introducing innovative products and services, thereby maintaining a competitive advantage. Uber exemplifies this approach through its comprehensive strategy, addressing various market segments encompassing both passengers and drivers, resulting in an enhanced user experience.

To counter competitive threats, Uber ensures that drivers earn more, while passengers benefit from cost savings and increased convenience (Henama and Sifolo, 2017). Leveraging a cost-leadership strategy has enabled Uber to establish a strong presence, particularly in urban areas. Sustaining a lasting competitive edge is attainable through the continued implementation of this cost-leadership approach. This strategy not only mitigates the buyer's bargaining power due to the large customer base but also contributes to the brand's increasing popularity and improved reputation, owing to the ease and efficiency of its services.

[bookmark: _Toc30314][bookmark: _Toc5297]Differentiation Strategy
The second generic strategy is differentiation, which involves an organization seeking alternative business models. Uber's business model is exceptionally unique and untested prior to its introduction. Before Uber, passengers faced prolonged wait times for taxis and higher fares, causing significant inconvenience (Calo and Rosenblat, 2017). Uber addressed this issue by introducing a mobile app that seamlessly connected passengers with nearby drivers, reducing wait times and offering cost-effective rides (Hossain, 2023). Additionally, passengers enjoyed the privilege of rating drivers, while drivers also benefited by earning extra income from this flexible job opportunity. The novelty of Uber's business model, coupled with the mutual benefits for all parties involved, contributed to its widespread popularity.

Innovation stands out as the paramount element. Thanks to advancements in technology, passengers can now effortlessly arrange rides without the concern of locating a driver. This has led to increased satisfaction among riders, as they receive price estimates based on distance and experience shorter wait times for cab bookings. Uber's presence has also contributed to an upsurge in taxi availability wherever it operates, enhancing overall convenience for the public (Wang, 2015). Furthermore, the company has the flexibility to implement pricing strategies that could offer a competitive edge, occasionally subsidizing select services and goods.

[bookmark: _Toc25133][bookmark: _Toc24618]Porter's five forces of competitive position analysis
[bookmark: _Toc15712]Threat of New Entrants (Low)
Uber currently commands a dominant 80% market share in the China, creating substantial barriers to entry for potential competitors (Liu and Kim, 2022). Being the pioneering force in the realm of ride-hailing applications, Uber's platform's success, in tandem with regulatory constraints imposed in specific regions and the recurrent controversies associated with Uber, has not left it unchallenged. These latter factors have paved the way for rivals to thrive.

Notable among Uber's competitors are Lyft, Grab, and Didi Chuxing. Lyft primarily operates within the US market (along with a small portion of Canada), while the latter two have established their presence in the lucrative Southeast Asian and Chinese markets, respectively.  Uber maintains a 40% market presence in India, the world's third-largest market. In India, Ola takes the lead with a 56% market share (Harrison, et al., 2020).

Lyft stands out as the only direct competitor to Uber in the US, while local operators like Didi Chuxing and Grab operate in regions where Uber's presence is less significant, mainly because Uber had previously sold its business to these local rivals (Jiang, et al, 2018). However, Didi Chuxing's acquisition of the Brazilian ride-hailing app 99 has brought it closer to a direct competition with Uber, as has its expansion into the Uber-dominated Mexican market (Ko, 2019).

The unfolding dynamics in these markets will be intriguing to observe. As Uber's Asian ventures have not yielded significant results, these regions remain as some of the few viable options for global expansion. Uber has expressed its intention to compete in the promising Brazilian market.

Grab operates in eight Southeast Asian markets and acquired Uber's Southeast Asian business in March 2018, solidifying its position as a key player (Healey, 2020). Uber also divested its Chinese business to Didi Chuxing for $35 billion in 2016 (Gao, Wang and Yao, 2022). It's worth noting that Uber had previously invested $700 million in the Southeast Asian region and an additional $2 billion in China (Lahme, 2021). However, Uber and Grab faced a $9.5 million fine from Singapore's competition watchdog due to their "anti-competitive" deal (Ramaiah, 2019).

We should also consider Ola in India and Careem in the Middle East as regional competitors, both receiving funding from Didi Chuxing (Boutueil and Aguilera, 2018). These competitors are not to be underestimated, as the Middle Eastern and Indian markets, along with Latin America, appear to be the primary battlegrounds for ride-hailing services in the future.

In 2019, Uber successfully completed its acquisition of Careem for $3.1 billion after obtaining regulatory approval from the Egyptian Competition Authority (ECA) (Arezki, et al., 2019). Approvals from other countries where Careem operates, including Qatar, Morocco, and Pakistan, were still pending at that time.

[bookmark: _Toc10956]Rivalry among existing firms (High)
In New York, known for its iconic taxis, Uber became the leading choice for private hire transportation in terms of daily rides in September 2017 (Wigan, 2021). Since then, with only a few minor fluctuations, it has consistently maintained its lead. Lyft, a major competitor of Uber, operates on a nearly identical business model and conducts similar operations. These two companies not only vie for market share but also compete for suppliers (Anderson and Huffman, 2017). In today's business landscape, companies are compelled to target a customer base within specific geographic regions to reduce operational costs, a strategy adopted by both Lyft and Uber.

Uber has firmly established itself with a robust business network and significant capital investments, making it a market leader. However, its limited differentiation strategies restrict its growth potential. Despite its dominance, competition remains a relatively weaker force in Uber's industry.

While Uber undeniably holds a dominant position in the ride-sharing sector, there is a pressing need for it to enhance its innovation strategies to secure a competitive edge. The transportation industry in the United States boasts numerous alternatives and rival entities. To thrive in this environment, it is imperative to streamline operational costs to avoid increasing fares for customers.

[bookmark: _Toc18315]Threat of substitute products (Low)
A substitute is a prevalent factor in competitive business environments. Within the Network Transportation Industry, there exist several member organizations that have the potential to serve as substitutes for Uber. One such competitor is the traditional taxi service, which operates predominantly in cities with ride-sharing options like New York. The abundance of taxi services in these areas acts as a deterrent for Uber to increase its service rates. It's important to note that even a slight rise in Uber's rates could prompt customers to switch to its closest competitors and substitutes (Soto, 2020). Furthermore, public transportation options that offer similar services at a lower cost pose a potential threat to Uber's operations and continued existence. Currently, the threat of substitutes remains relatively weak in the case of Uber.

[bookmark: _Toc9656]Bargaining power of buyers (High)
Customers do not have a consistent need for Uber services; instead, they typically use them in specific situations, such as when they're running late for work or have a scheduled event (Parker, et al., 2016). Customers have the flexibility to select from various ride-sharing options, including Uber, Lyft, and other emerging providers. Changing service providers is relatively easy for customers since Uber offers a free mobile application that only requires registration. Given the availability of substitutes and competition, Uber's customers are price-sensitive. Considering these factors, the substantial bargaining power of buyers can constrain the company's revenue, reinforcing its position as a formidable force in the market (Muller, 2019).

[bookmark: _Toc932]Bargaining power of suppliers (Moderate)
Uber does not possess any vehicles in its fleet. Consequently, the company's operational model heavily relies on drivers and partners who own their own vehicles (Borowiak, 2019). In essence, Uber employs an outsourcing approach for its workforce and resources, engaging individuals who meet the terms and conditions outlined in their mobile application. Replacing specific drivers can be a challenging task. Vehicle owners have the autonomy to choose between Uber and its competitors, enabling them to negotiate for more favorable terms with regard to the company's expenses. Therefore, it is evident that suppliers hold a significant influence over Uber's performance. In comparison to other factors outlined in Porter's Five Forces model, the bargaining power of suppliers is assessed as moderate in Uber's case.


[bookmark: _Toc32632]SWOT 
SWOT analysis is a crucial tool in strategic planning, aiding managers in evaluating both internal and external factors to assess strengths, weaknesses, opportunities, and threats. An effective SWOT analysis empowers managers to craft strategic objectives that align with the organization's core mission. This analytical approach enables a company to develop strategies that enhance its value and mitigate significant risks.
	Strength
	Weakness

	- Uber's significant advantage lies in its cost efficiency (Edelman and Geradin, 2015). Rather than hiring drivers as employees, Uber classifies them as independent contractors. This approach places the onus on drivers to provide their own vehicles, handle maintenance, and cover any expenses associated with expanding Uber's network to new cities.

- They possess an unrestricted fleet of vehicles because the company is not bound by the usual taxi service regulations. This enables them to efficiently serve a broader audience. Additionally, their operational expenses are notably lower, which incentivizes people to opt for Uber more frequently than traditional taxis. Since they do not directly employ drivers, they are exempt from any employer-related responsibilities. All such obligations are appropriately handled between the driver and the car owner.

- Uber is actively promoting safety through in-app messages, reminding both riders and drivers to only travel when it is essential and encouraging them to adopt measures to ensure their well-being (Zhang, et al., 2023). Furthermore, Uber has collaborated closely with the US Centers for Disease Control and Prevention (CDC) and the World Health Organization (WHO) to curate a comprehensive set of safety tips and recommendations tailored specifically for ridesharing and food delivery (Seshaiyer and McNeely, 2020).

- Prior to a driver or delivery person being able to log in, they will need to verify that they have adhered to specific safety protocols and are wearing a mask or facial covering. Uber's innovative technology will ascertain the driver's mask usage by requesting a selfie. Both drivers and passengers are urged to cancel trips if they have concerns about their safety.
	- The company's heavy reliance on its workforce is evident, with Uber being entirely dependent on the internet and a third-party labor pool, specifically customers and the availability of drivers. 

- Uber employs its app to establish pricing, and it often promotes its success by emphasizing low prices (Van, Parker and Choudary, 2016). Nonetheless, the company employs an algorithm to estimate fare increases during periods of high demand, a practice known as "Uber's surge pricing," which has faced substantial criticism. Notably, on one New Year's Eve, prices surged to seven times the usual rates, as highlighted in a case study.

- Uber lacks the kind of interpersonal connections that typically develop within traditional brick-and-mortar businesses providing services or products (Moriuchi, 2020). The dynamics between Uber and its drivers can be intricate, as these drivers are classified as independent contractors. Consequently, they may not have the opportunity for in-person interactions and direct guidance from the company. Drivers initiate their engagement by signing up online, and once their information is verified and approved, they can start driving.

- A similar scenario unfolds in the relationship between customers and Uber. Customers rarely engage with a supervisor or manager at any stage of their interaction with the company. As a result, Uber heavily relies on its drivers to serve as the face of the organization (Rosenblat, et al., 2017).

	Opportunity
	Threat

	- Traditional taxi companies often leave customers dissatisfied. Typically, customers must either contact a dispatcher, locate a taxi stand and wait in line for an available cab, or simply flag down a passing taxi. Uber's model offers unparalleled convenience, giving the company a competitive advantage over other ride-hailing services in their respective markets. Uber can also thrive and gain popularity in areas where traditional taxi services are inconvenient and expensive (Horan, 2017).

- Many taxi services impose additional charges, such as fuel fees, extra rider fees, and fees for selecting a vehicle other than the standard four-door car. In contrast, Uber charges a flat fee for the ride, with the option to tip the driver; there are no hidden or extra costs (Reid, MacEachen and Bartel, 2020). As Uber's popularity grows, so does the number of drivers, resulting in reduced waiting times for customers, increased efficiency, and higher revenue. This increase in revenue allows Uber to tailor its services to local preferences.

- For instance, Uber users can pay for a visit from an actual kitten for up to fifteen minutes, a service available in over 50 markets across the U.S. and Canada (Farris, et al. 2014), . Such unique offerings can pave the way for other services, such as transporting pets to the veterinarian.
	- Uber has faced escalating competition from emerging rivals like Lyft. In this age of digital advancements, developing an app that showcases services online has become a straightforward task (Rosenblat, 2018). 

- Uber has encountered a multitude of legal challenges, chiefly revolving around driver dissatisfaction due to low earnings relative to their working hours. Conversely, safety concerns have arisen within the community due to the absence of stringent regulations for becoming an Uber driver (Rekhviashvili and Sgibnev, 2018.). Consequently, there have been instances of sexual abuse involving both drivers and passengers. In distressing incidents, Uber drivers were implicated in cases of sexual assault in Delhi, India, as well as in Chicago and Boston (Dyer, 2016).

- Numerous nations have introduced fresh regulations within the transportation industry, potentially posing significant challenges for companies operating in those countries, such as Germany. The company's reputation is suffering due to a surge in fraud cases and scandals within this emerging market (Griffith, van and Trittenbach, 2018). Additionally, issues involving drivers and local authorities have contributed to the company's tarnished image, posing a substantial threat.




[bookmark: _Toc21146][bookmark: _Toc3685]PESTLE
	Political 
	-Political factors have come under heightened scrutiny globally. In France, allegations related to promotional practices were documented. The Netherlands scrutinized Uber for allowing drivers without taxi licenses to operate. In Portland, there was an in-depth examination of an injunction, with additional considerations regarding boycotts in various Asian countries (Leighton, 2016). 

- Furthermore, there was a political discourse surrounding the minimum legal wages in the taxi industry and whether Uber was adhering to these standards. Government agencies also mandated commercial licenses, requiring Uber to furnish the necessary documentation.

	Economical
	- Uber operates in a shared market, indicating a shift in the economy towards resource sharing, whether it's physical or intellectual. In this scenario, Uber enlists drivers to respond to user requests and transport them to their desired locations (Collier, Dubal and Carter, 2018). It is generally perceived as a more cost-effective and convenient alternative to traditional taxis. Since its inception, Uber has made significant strides, although it has faced bans or restrictions in some countries due to perceived unfair competition with conventional taxi services.

- Various players in this industry have encountered challenges, but Uber's rapid evolution has thrust it into the spotlight. People are now contemplating whether this emerging economy creates new career opportunities, displaces existing ones like traditional taxi drivers, or introduces new opportunities at lower wage levels. One thing remains certain: Uber has been expanding at an impressive pace, driven by the evident economic potential within this market (Parente, et al., 2018). As Uber has progressed through various stages, it has encountered competition from companies like Lyft and others striving to stay relevant.

	Social
	- With the mobile application, individuals can effortlessly choose and arrange a layout. Unlike a registry that demands multiple clicks, there's no need for a match. The affordability factor lures in many people, sparking a rapid surge in Uber's expansion throughout North America (Rosenblat, 2018). 

- As customers enjoyed their rides, they shared their experiences on social media, leading to organic and swift awareness propagation. However, with the growing popularity came rising prices in major urban areas. 

- Nevertheless, convenience remains the primary driver for customers when opting for Uber. The greater the availability of Uber, the more likely people are to opt for its services over taxis or even public transit.

	Technological
	- Uber has rapidly expanded its presence in the online application sphere, evolving into a platform that not only offers taxi services but has also ventured into the realm of delivery services. As consumers seek more cost-effective transportation options, Uber has effectively met this demand by facilitating business transactions within the app (Dias, et al., 2017). The application features a pricing mechanism that considers various factors such as delivery location, traffic conditions, and time of use. Furthermore, users have the option to prepay for their rides through the app.

- Moreover, Uber drivers are diligent in their work, ensuring that passengers reach their destinations safely and efficiently. Nevertheless, it remains imperative for Uber to maintain stringent oversight of its application, as any technical glitches or operational issues could disrupt business operations (Tiopianco, 2015). The organization must guarantee that its platform remains fully functional, reliable, and prepared for use. It has been noted that many drivers rely on 4G connectivity when Wi-Fi is unavailable while using the app.

	Legal 
	- Uber encounters various challenges, including analytics, boycotts, and sanctions imposed in regions worldwide (Lim, et al., 2022). The company is required to adhere to specific usage laws, ensure employee safety and protection, comply with labor regulations, and respect copyrights.

	Environmental
	- Uber's environmental impact is unquestionably evolving. While some argue that it contributes to traffic congestion and higher fuel consumption, separate assessments have suggested that Uber hasn't exacerbated these issues and, in fact, offers an alternative to public transportation (Wilt, 2020). 

- To gain a comprehensive understanding of Uber's environmental influence, experts should conduct a thorough examination comparing Uber's fuel consumption with that of public transportation and autonomous transportation.


[bookmark: _Toc15383][bookmark: _Toc20685]Conclusion
Uber's success has extended beyond ride-hailing, with the introduction of various services like UberPool, UberEats, and Uber Freight, as well as investments in autonomous car research. However, the company faced significant challenges due to the COVID-19 pandemic, leading to financial losses in 2021. Nonetheless, Uber remains optimistic about its future profitability, driven by its strong market position and strategic initiatives. Uber's corporate social responsibility (CSR) efforts are centered around addressing climate change. The company aims to become a zero-emission platform by 2040 and has launched initiatives like the Green Future Program to assist drivers in transitioning to electric vehicles.

Analyzing Uber's strategies, the company has adopted a cost leadership strategy by minimizing operational expenses and a differentiation strategy through its unique business model and innovative offerings. These strategies have contributed to its competitive advantage in the market. Porter's Five Forces analysis highlights Uber's strong position in terms of the threat of new entrants and the bargaining power of buyers, but it faces high rivalry among existing firms and threats from regulatory changes and competition. In the SWOT analysis, Uber's strengths include cost efficiency and convenience, while weaknesses include regulatory challenges and a tarnished reputation. Opportunities lie in expanding into new markets and diversifying services, while threats include competition and legal hurdles. The PESTLE analysis reveals that Uber is influenced by political, economic, social, technological, legal, and environmental factors. It faces regulatory scrutiny, but its economic impact and technological innovation are significant drivers of its success.

In short, Uber's journey has been characterized by innovation, challenges, and adaptation. As it continues to evolve and expand into new areas, its ability to navigate regulatory hurdles, address environmental concerns, and maintain customer trust will be crucial for its long-term success. Despite its challenges, Uber's position as a leader in the ride-hailing industry remains strong, and its vision of setting the world in motion continues to drive its strategic efforts.

[bookmark: _Toc6328][bookmark: _Toc30262]Recommendations
[bookmark: _Toc15745]Implement a Strategic Focus Approach
Uber should enhance their implementation of generic competitive strategies. One potential generic competitive strategy for Uber to consider, to distinguish itself, is a focus strategy. Historically, Uber has relied on cost leadership and differentiation to maintain its leadership position. However, given the intense competition, it is crucial for the company to explore the concept of "focus" as a means to regain its market share. Concentrating on specific industry segments and tailoring its approach to meet the unique needs of these segments could significantly contribute to Uber's success and help it recover its competitive advantage.

[bookmark: _Toc7093]Develop electric car service
The vulnerability of the ride-sharing platform lies in the ease with which its concept can be replicated. This is the primary factor behind Lyft, Grab, Didi Chuxing, and Olaf's ability to swiftly outperform Uber in certain regions within a short span of time. The future belongs to electric cars. In recent times, there has been a significant surge in the adoption of electric vehicles worldwide. It's undeniable that a growing number of people across the globe are becoming increasingly conscious of and concerned about the climate crisis (Sperling, 2018). Therefore, the electric car is regarded as a more environmentally friendly and economically sound mobility solution. Opting for an electric car is the path that enables Uber to leverage tax incentives, ultimately reducing operational expenses. Furthermore, integrating electric cars into the Uber fleet could revamp Uber's image and attract potential customers.

[bookmark: _Toc5339]Cooperation with both local and national authorities
Uber should prioritize building strong partnerships with both local and municipal governments as well as national authorities in the countries where it expands its services (Wirtz and tang, 2016). This strategic move is essential due to the persistent challenges the company has faced in complying with the diverse regulatory frameworks established by governments worldwide. Furthermore, Uber should consider investing in collaborations with local taxi service providers to cultivate positive relationships. This could involve enticing them to join the Uber platform through a range of incentives and demonstrating the benefits of operating within the Uber ecosystem compared to their traditional business models. By pursuing these initiatives, Uber can not only sustain its growth but also position itself as a global leader in the taxi industry.

[bookmark: _Toc16854]Provide proper staff-training
Lastly, Uber is suggested to train the drivers. In Toronto, taxi drivers are required to complete a comprehensive 17-day full-time training program to obtain their licenses, and they are also mandated to undergo a refresher course every four years (Monteiro, 2020). In contrast, UberX drivers are only required to view a brief online video, but they receive real-time feedback from passengers who rate their service. The city should establish the minimum standards for a fundamental training program, while entrusting taxi brokerages or companies like Uber with the responsibility of delivering the training. These requirements could be tailored based on the number of hours a driver works.
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