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Adaptive marketing strategy to rebrand UBER as the safest car-hailing service
One of the major problems faced by UBER in developing in all countries of the world which came as a result of the ongoing pandemic. The company can transform its weakness into a strength by diverting funds into a marketing campaign that rebrands its image as being the only car hiring service that follows all standard operating procedures that ensure the safety of the users. The company can set market benchmark practices for its drivers and implement a rating-based strategy that is based on a checklist of safety measures such as timely disinfection of the car, availability of sanitizers and face masks in the hired car, timely testing of its drivers for the virus and other safety practices will tackle the issues of bad press against the company (Gomer and Hille, 2020). The company can monitor and review the safety standards through the star rating system. UBER being marketed through media as the safest choice amongst its competitors will aid in strengthening the brand image of the company.

Incentivizing dedicated long-term drivers to promote brand loyalty   
UBER has drivers that have made use of their gig economy-based freelance work service for long periods (Chiswick, 2016). The company currently does not provide any sort of incentive for drivers that work with UBER but have the potential to change this (Summers, 2014). UBER can offer a sort of safety net to its drivers that have been with the company for more than a fixed term and have performed well in terms of providing services to UBER’s customers. If a driver has maintained a rating of 4.5 and above consistently for a pre-stipulated term, the company can provide an incentive to the driver that would motivate the driver as well as inspire others to perform just as well inadvertently promoting loyalty with UBER. The company can monitor and evaluate this approach to ensuring loyalty and quality of service by creating premium profiles for drivers that have been with UBER for a long period. Such a policy can easily be communicated to drivers through the app that is already being utilized to dispense UBER's services and provide a solution to the legal factor as outlaid in the PESTLE analysis.

Expanding operations to other modes of transportation presents an opportunity for diversity 
UBER needs not to restrict itself to car-hailing or food delivery services only. The company can adapt to a model of bicycle hiring service for those that want to travel short distances but have no mode of transportation available to them. Bicycle for hire service will create a new stream of funds and promote the fitness orientation of the company, targeting health and fitness-conscious people. UBER can extend such service in high-density traffic areas where bicycles can travel faster and bicycle docking stations are available in the target area. Bicycles can be tracked through the app, Other startups have a bicycle for hire business models all over the world and UBER can adapt to similar models that fit them best (Adams, 2019). The bicycle category can easily be integrated into the UBER app and automatic remote locking systems can be installed on bicycles to prevent theft and vandalizing. 
Creating a new independent segment of UBER service that concentrates its efforts towards delivery services only
UBER eats has comparatively remained operational through the pandemic except for the period of total lockdown in countries where cases were extremely high in numbers. Food delivery services witnessed a blow as employees failed to show up for work but as restrictions eased, people started to depend more and more on non-contact delivery services being provided online. UBER can gain a monopoly over this segment of the service industry by taking up responsibility for delivery services for stores, restaurants, and/or other businesses (Pampoulov, 2016). Packages can be monitored through the present tracking model integrated into the UBER app and ratings can ensure dispersion of quality services. 
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