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Good afternoon everyone, hope you are all in good health today. I am Mizanur, my student number is 1710182 and today I would like to talk to you about Uber and its decline. Ubercab launches in San Francisco in June 2010 and is reported to be valued over $62.5 billion (Henao, 2017). The cost of a ride was about 1.5 times more than a traditional cab but ordering one was as simple as pressing a button. It quickly became a hit with the Bay Area techies (Hartmans & Leskin, 2019). 
While its valuation continued to climb over the years, Uber has fought off regulators and threats from the taxi industry, eventually rebranding itself as UBER to avoid marketing itself too much as a taxi service.

Slide2
After conducting a report, many problems were identified with Uber. However, one problem sticks out like a sore thumb and that is the drop in fares Uber experienced in in 2019 compared to 2018. In 2018 Uber completed an impressive 52 billion trips worldwide which plummeted to just 6.9 billion in 2019. This colossal drop in trips will have an adverse effect in revenue. 
Let us look at Uber’s financial ratios. As you can see in these charts the sales growth has diminished from an exponential growth in 2016 of 92.7% to -21.3% in 2020 (MarketLine, 2021). The value of its shares has dwindled which will be of great concern to its investors and shareholders.
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Having undertaken a SWOT and PESTLE analysis, 3 potential solutions have been identified. Uber are investing in the transportation of the future. It is not a matter of if, but when Uber have successfully developed autonomous transportation, i.e., cars and helicopters, they will reduce their overheads by a significant margin (Makarenko & Akulich (2019).
Reliable companies have a clean image, an image people trust. Uber must clean up their image to gain the confidence of its consumers and have the edge on their competitors.
“Who uses ride-hailing?”. A survey carried out by Young and Farber (2019) suggests that users of ride-hailing services are younger than average. Most users are aged between 20-39 years old and less than 2% are aged 60 years and over. 
Uber’s focus should be on the 20-39 years age group and explore how they can entice them into using Uber as opposed to other RH companies.
If Uber can grasp this market, then the possibility of Uber not only surviving but thriving in this industry will be apparent.
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Now that 3 solutions have been suggested, we will concentrate on 1 and take a slightly more in-depth look.
The age group identified in the solutions as the most frequent users, are the savviest when it comes to using technology-based devices.
A survey carried out in 2017 in Canada revealed, only 30% of elder, aged 71 years or more, own a mobile phone (Media in Canada, 2017). This means the younger generation are the consumers who Uber should be targeting and in particular, the 20-39 years age group. This can be done via social media as they are more active on these platforms and by word of mouth, which can be achieved by rewarding existing customers with incentives for referrals. 
So, will Uber survive this pandemic or will it like many other companies, succumb to the ruthlessness of this virus?
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I hope you all liked my presentation and thank you all so much for your time.
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Template for Monitoring, Reviewing and Communicating a Decision    

Decision implemented :     The decision to reward loyal customers and drivers with incentives , such as free rides to customers and  cash bonus to drivers   will be implemented. Another decision to  procure new customers on board ,   is to  present free rides  to first time riders ,   this can be communicated  by social media and with existing  customers   referring  friends   and family  to receive rewa rds,  vouchers   and disc ounts on rides.   Must settle all lawsuits and court cases to clean up  the image and appear more trustworthy and  wholesome.          

Monitoring the  decision :  

Resources:     We will use the resources we have at hand to monitor the dec ision.  Our staff will be   instructed   to  work  efficiently.  W e will  cut down in staff  to balance the books.        

Key Indicators:   New customers   New investors and shareholders      

Targets:   Set targets for the year and review it at the end of the year.   Target to reach   x number of new riders .   Set a target to see increases in share prices.        

Data Sources:   Research  with surveys   to  gain knowledge about the market . Know what the consumers want.     Gather internal data from employees, owners and managers .   Gather external data from corporations  looking to use the service.        

Reviewing the  decision :  

(Write here how you will evaluate/review the problem. What questions will you ask? Etc)   We will review the problem by completing a SWOT and PESTLE analysis . Thi s will give us an indication  into what the pr oblem is and what solutions we can come up with.   The questions to be asked are :   Why have riders decreased?   Why has revenue dropped?   What can we do to increase the business?   Is our business model ethical?  

Communicating the Decision:  

Internal Stakeholders   The internal shareholders will be informed of  decisions implemented and will be communicated  via  staff meetings. This will be done as soon as  possible.      External Stakeholders   Our  customers , shareholders, creditors and the  government will  also be informed about any  decisions that have changed and  any decision that  will be implemented.  


