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[bookmark: _Toc213860091]Element 1: STDP for a New Uber Brand
[bookmark: _Toc213860092]1.1 Company introduction & strategic context
Uber Technologies Inc. is a multinational technology corporation, the main services of which are ride-hailing services, which are the basis of its vast range of services. This portfolio has been diversified to cover Uber Eats (food delivery), Uber Groceries (grocery delivery), Uber Transit (integration into public transit), and Uber for Business (corporate mobility solutions) (uber.com, 2025). With a dynamic future of urban mobility, alongside growing consumer demands of integrated, expected, and affordable mobility, the construction of a subscription-based brand is strategically necessary. This kind of brand will be able to create a defensible customer loyalty, provide users with a predictable budget, and effortlessly integrate different multimodal transportation services, thereby achieving a competitive advantage of Uber.
[bookmark: _Toc213860093]1.2 Segmentation
Segmentation strategy of Uber FlexPass is based on the multi-base approach, incorporating behavioural, psychographic, and situational variables to find unique customer bases. It is basically for women travelling at night, families, senior, business traveler and many more.
Urban Commuter Optimisers: These are the people who mainly commute to and out of the city by mobility on weekday peaks. The state of need focuses on fare stability and the presence of good transit links. Obstacles are erratic surge pricing and multimodal transfer friction. Message hooks would focus on guaranteed commute-saving and smooth journey planning. 
Value-Maximisers: This market segment includes students and young professionals who are very price-conscious and value bundled services. Their need-state is affordable and flexible city exploration (Liu and Kim, 2022). The barriers are high initial costs and trouble factoring in irregular trips. The message hooks would be centered on all-in-one affordability and smart savings. 
Safety-First Night Travellers: This group consists of people with late working schedules or those who socialise during the evening hours, and focus on personal safety and quality, predictable transport. Their need-state is safe on-demand late-night mobility. Obstacles encompass the perceived insecurity of options and untrustworthy accessibility (Hoffman, Radojevich-Kelley and Gilliard, 2021). People are willing to pay a lot to receive guaranteed safety and reliability, and ride-hailing is widely used at certain times. Projected potential: Medium, with high-margin usage.
Family Errand Planners: These clients use mobility to make weekend multi-stop journeys and family logistics. The convenience of their need-state is that they require a transport that is flexible and multidependent. The obstacles are dealing with multiple bookings and transport requirements differing. The message hooks would be on effortless family travel and common convenience. Convenience is moderately willing to pay, and their accounts are shared or family-based. Estimated potential: Small to medium, and possible loyalty.
[bookmark: _Toc213860094]1.3 Targeting strategy
Uber FlexPass targeting approach is differentiated and seeks to win a substantial market share in certain segments and start with a focused approach. The main target is the Urban Commuter Optimisers. The segment is selected because they have high-frequency usage habits that are converted into predictable and possibly high lifetime value (LTV) uplift by retaining subscribers. The need to have the stability of the fare is exactly what FlexPass is all about (Sedighi et al., 2022). The second group is Value-Maximisers, which Uber FlexPass is able to attract with an introductory level and possibly with student or young professional offerings, based on their price sensitivity to receive a bundled value. City-by-city pilots will be used first to do localised testing, refining, and optimisation and then further expansion.
[bookmark: _Toc213860095]1.4 Differentiation
Uber FlexPass is distinguished by distinct Points of Difference (PODs) and preserves key Points of Parity (POPs) as well as developing high defensibility. Among PODs are exclusive surge-shield credits, which prevent unexpected fare increases, and an integrated ticket to ride, micromobility, and public transit, which provides the unprecedented multimodal integration (Lee, Rindfleisch and Kopalle, 2025). The brand defensibility is anchored on the current network density, strong payments infrastructure, strategic relationship with transit agencies and micromobility providers, and its superior data-driven routing and logistics of Uber (Jiang et al., 2023).
[bookmark: _Toc213860096]1.5 Positioning
[image: ]
Figure 1: perceptual map
(Source: self-created)
An urban mobility service perceptual map would normally place the Convenience under the X axis and the cost predictability on the Y axis. Uber FlexPass would fall in the top-right quadrant, which is high convenience and high predictability of costs. This is in contrast to conventional Pay-As-You-Go (PAYG) ride-hailing services (low predictability, medium convenience), public transit (high predictability, low convenience, although generally very inexpensive), and other emerging mobility passes (which are frequently not multimodal or surge-protected). This strong positioning will make FlexPass a high quality but affordable solution to the modern urban commuter.
[bookmark: _Toc213860097]Element 2: Marketing Mix for a Service (7Ps)
[bookmark: _Toc213860098]2.1 Product (Core, Actual, Augmented)
[bookmark: _Hlk213862405]The Uber FlexPass product is designed into three layers. The prime product offers monthly mobility credits, clear surge-shield coverage in case of peak travel, and in-built public transit add-ons, with built-in e-bike/e-scooter unlocks to provide the first and last-mile service. These aspects directly consider the basic requirements of predictable, multimodal urban transit (Ferreira, Vale and Corrêa, 2022). The actual product takes the shape of an app pass card, which is user-friendly, and this gives the corresponding visual representation of the subscription. The FlexPass product is further promoted as a premium safety-driven mobility option for women, families, and late-night travellers across 20 leading cities, reflecting the same customer base shown in the poster (Uber, 2025).
[bookmark: _Toc213860099]2.2 Price
[bookmark: _Hlk213862411]Uber FlexPass pricing is a tiered value-based pricing strategy that targets the various segments while being profitable. Examples of the tiers include: Lite (£14.99), Standard (£29.99) and Plus (£49.99) per month. These levels will be justified in terms of inference of different credits and benefits, and they will be congruent with the perceived value of different usage patterns. They will be provided with fences to discourage abuse and control demand, such as city-based benefits (e.g., special transit integrations), specific peak window allocations to surge-shield, and monthly rollover limits on unused credits to encourage regular use. 12 to 18 percent over UberX, corporate packages. This final price will be displayed as competitive high-end pricing that considers a built-in safety, the insurance, and the possibility of actual-time tracking without an analogy number percentage (Wigan, 2021). 
[image: Uber Marketing Mix and 7Ps (Updated 2025) | Marketing91]
Figure 1: Uber Marketing Mix
(Source: marketing91.com, 2025)
[bookmark: _Toc213860100]2.3 Place (Distribution)
Uber FlexPass distributive strategy exploits online and offline in order to make the product reach and accessible to maximum. Digital channels will be main with the Uber app having a prominent home card on FlexPass and the email campaign to frequent riders and in-ride reminders of the benefits of subscription. QR codes will be strategically located in transit locations where commuters will be directly attracted (Salama, 2023). The offline channels will assist in acquisition such as in university kiosks that focus on student segment, integration in employer benefits portal to harness corporate partnerships and co-marketing effort with transit agency in promoting integrated mobility solutions. Furthermore, they will focus on 20 larger cities in which the largest population of riders are concentrated at the city level and thus ensure that the quality of services will be high in both Tier-1 and Tier-2 cities (Sun, 2022)
[bookmark: _Toc213860101]2.4 Promotion (IMC)
An Integrated Marketing Communication (IMC) approach toward Uber FlexPass will be based on the persuasive messages delivered in various media, with the help of tangible evidences. Major messages will include: Predict your commute, which will be about the fare volatility; Spend less mental energy, which will be associated with the seamless multimodal integration; Move greener, which will target sustainability-conscious consumers (Casidy et al., 2022). These will be conveyed via channels such as in-app inbox messages, targeted push messages, lifecycle email messages, out-of-home (OOH) advertising around large transit hubs, and partnerships with local content creators to create user-generated content (UGC). Social media influencers, verified driver badges, and Trust Stories campaigns that unveil the real experience of women and families using FlexPass have now become the focal point of the new promotional campaign. These actions align with the poster message of reliability and inclusivity (Hoffman et al., 2021). 
[bookmark: _Toc213860102]2.5 People
The human touch aspect of the 7Ps dwells on the human factor involved in the delivery of the service. Frontline staff will consist of special support experts specifically trained on FlexPass billing questions, subscription concerns, and multimodal integration questions. FlexPass riders will be briefed on the priority pickup Service Level Agreements (SLAs) clearly to the driver-partners so that the premium experience is consistent. Enablement includes creating detailed support team playbooks, maintaining clear escalation paths to complex problems, and offering real-time dashboards of operations to track the quality of the services and availability of drivers (Sehrawat et al., 2021). Special training modules will be provided to drivers in 20 major cities to ensure consistent behaviour, verified identities, and improved safety to reinforce the theme of the poster with the title Trust and Safety (Sedighi et al., 2022).
[bookmark: _Toc213860103]2.6 Process
[bookmark: _Hlk213862429]Uber FlexPass service delivery process is to be intuitive and efficient, covering the whole customer experience of the customer journey, discovery, and renewal. The user experience follows the series of events involving finding FlexPass within the app, contrasting tier plans, turning on the preferred pass, using its features, monitoring the savings and usage history, and finally renewing or upgrading the subscription. A detailed service blueprint will provide important internal procedures such as queue priority to FlexPass riders, logic of particular peak windows in which surge-shield could be applied, clear refund procedures, and credit issuance procedures. FlexPass introduces automated triage systems and geo-fenced pickup zones to reduce waiting time, with 24×7 customer assistance for emergencies, directly reflecting the operational process flow illustrated in the poster (Ferreira et al., 2022).
[bookmark: _Toc213860104]2.7 Physical Evidence
[bookmark: _Hlk213862450]Although Uber FlexPass may be more of a digital reflection, it has tangible evidence in its physical housing, which supports the tangible value of the brand. It also has a specific in-app pass wallet card, a graphical view of the subscription, and a detailed monthly statement showing savings, ride records, time saved and even estimated CO 2 emissions savings. The FlexPass branding will always appear in branded receipts and email summaries and an NFC "Pass" badge in the app may serve future integrations. Updated elements include “FlexPass Verified” vehicle decals and digital certificates for trusted drivers, creating visual proof of credibility and safety, as reflected in the poster visuals (Kadam and Kadam, 2022).


	7Ps Element
	Key Activities
	Systems/Partners
	KPI Target
	Owner

	Product
	Tier design, feature roadmap, UX integration
	Uber App Dev, Micromobility Partners
	Utilisation ≥85%
	Product Manager

	Price
	Tier pricing, fence rules, promo management
	Billing Systems, CRM, Finance
	CAC payback <2 months
	Pricing Strategist

	Place
	In-app visibility, B2B sales, transit co-promo
	Marketing, Sales, Transit Agencies
	City penetration
	Head of Distribution

	Promotion
	Messaging, media buying, content creation
	Marketing Automation, Creative Agency
	Conversion >12%
	Marketing Director

	People
	Training, support scaling, driver incentives
	HR, Support Ops, Driver Relations
	FCR >80%
	Head of People Ops

	Process
	User journey mapping, service blueprinting
	Platform Engineering, Legal
	On-time pickup ≥95%
	Operations Lead

	Physical Evidence
	In-app visual design, statement generation
	UI/UX Design, Analytics, Communications
	Statement CTR >8%
	Brand Manager



[bookmark: _Toc213860105]Element 3: Marketing Strategy Pitch
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[bookmark: _Toc213860106]What Problem?
Night riding and roads they have not travelled before cause anxiety to the riders and drivers wish to have less conflicts and risk aeros. Cities will demand greater adherence and openness of information. The problem on the road of growth is trust.
[bookmark: _Toc213860107]Solution Overview
Uber FlexPass is a ride level that ensures the use of verified drivers and vehicles, proactive monitoring of trips, additional insurance, and quicker incident response. It is a very simple promise, get here safe and used to it and on time.
[bookmark: _Toc213860108]STDP Strategy

[image: Uber Is Mapping Its Way to a Self-Driving Future - The Atlantic]
Figure 1: Uber STDP Strategy
(Source: Uber, 2025)
Segmentation: families, women travelling at night, seniors, business traveller, tourist, corporate accounts.
Targeting: sensitive users in the 20 leading cities.
Differentiation: Triple ID verification, tamper proof cabin camera, live monitoring of the route with automatic alerts, compulsory safety training, priority support, ETA credit in case of delay.
Positioning: the surest way to go about town.
[bookmark: _Toc213860109]7Ps Go to Market
[image: ]
Figure 2: 7Ps Go To Market
(Source: researchgate, 2025) 
Product: high-quality cars, safety technology, SOS, tracker.
Price: 12 to 18 percent over UberX, corporate packages.
Place: priority zones.
Promotion: influencers, trust stories, badges.
People: 24x7 response, vetted drivers and marshals. 
Process: triage, geofenced pickups, quick triage. 
Physical: blue livery, certification.
[bookmark: _Toc213860110]Impact and KPIs
Improve 30 percent repeat ride, 40 percent complaints, NPS 12 in addition, incident 0.02 percent.
[bookmark: _Toc213860111]Future Plan
[bookmark: _Hlk213862462]Expand FlexPass across 20 leading cities post-pilot, integrating AI route monitoring, passenger verification, and city transit partnerships to position it as the global model for safe, inclusive urban mobility.
[bookmark: _Toc213860112]Element 4: Critical Reflection
[bookmark: _Toc213860113]4.1 What? (Process & choices)
[bookmark: _Hlk213862469][bookmark: _Hlk213862473]The long-term strategy to shift to a subscription-based model of a new Uber brand was informed by an extensive study of market saturation in the on-demand services and the necessity to build a higher level of customer loyalty and predictability of revenue flows. After further reflection and feedback, I recognised the importance of aligning the segmentation more closely with the poster themes. Hence, I integrated families, women, and sensitive users across 20 leading cities as the primary focus segments, as these represent a more realistic and socially responsible customer base for the FlexPass model (Liu and Kim, 2022). One of the trade-offs was between the simplicity of a streamlined pass and the flexibility necessary to meet the needs of the diversified users (Shoenberger, Kim and Sun, 2021). I personally found this balance challenging, as I wanted to maintain user accessibility without losing the premium value proposition.
[bookmark: _Toc213860114]4.2 So what? (Insights & implications)
[bookmark: _Hlk213862479]The results obtained indicated that the willingness-to-pay predictability was strong especially among the high-frequency commuters in the urban areas, which counteracts activity-based pricing. Peak hour behaviour shows that the surge-shield protection is in demand, and this may be a strong differentiator. However, there exists an immense contradiction between the churn risk and perceived savings; unless users experience a consistent value or high savings compared to PAYG options, churn risks will offset the gains of a subscription (Sedighi et al., 2022). From my own analysis, I realised that customers, especially women and families, value safety and trust more than cost savings. This insight reshaped my understanding that value in service marketing is not just financial but also emotional and psychological. Transit integration also can be considered ethical because it promotes more environmentally-friendly modes of transportation by the usage of the public means of transport that can help to reduce the number of car miles. 
[bookmark: _Toc213860115]4.3 Now what? (Improvements & transfer)
[bookmark: _Hlk213862484][bookmark: _Hlk213862490]Rigorous conjoint analysis and pricing experiments should be closely followed in future studies, to reduce the level of tier structures and value propositions, to understand the level of willingness-to-pay. A/B testing of the surge-shield messaging will determine the best method by which this core benefit can be delivered. Based on this project, I now plan to apply more user-centric testing methods, such as pilot studies across 20 leading cities, to measure real user experiences and trust perceptions. The acquired skills in this process are: service blueprinting of multimodal offerings, proper KPI design of the subscription measures, and developing a compelling narrative of a story to be told to the investors in order to sell them the strategic value of FlexPass. The model needs to be enhanced by working in consultation with the public transit organizations to be more integrated and smoothly exploited by the users. I also look forward to engaging in the development of data-driven safety controls and intelligent checks in the future to enable mobility services to be safer and more affordable to women and families worldwide. Reflection helped me to understand that marketing is not just positioning and advertisement but also about ethical responsibility and consumer trust.
[bookmark: _Toc213860116]4.4 Conclusion 
This project made me view the marketing strategies as the analytic and social responsibility and ethical action work. This was further inclusive because Uber FlexPass was developed to resolve the safety fears of women, families, and urban commuters in 20 big cities. The experience supported my ideas about the relevance of strategic thinking, customer empathy as well as sustainability-based marketing in my practice.
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[bookmark: _Toc213860118]Appendix
	Segment
	Key Need-State
	Primary Barriers
	Message Hooks
	Est. Potential

	Urban Commuter Optimisers
	Fare stability, reliable connections
	Surge pricing, multi-app friction
	Guaranteed commute savings, seamless
	Large

	Value-Maximisers
	Affordable, flexible urban travel
	High one-off costs, budgeting
	All-in-one affordability, smart savings
	Medium

	Safety-First Night Travellers
	Secure, on-demand late-night mobility
	Perceived unsafety, unreliability
	Peace of mind after dark, predictable
	Medium

	Family Errand Planners
	Convenient, flexible multi-stop travel
	Multiple bookings, varying needs
	Effortless family travel, shared
	Small-Medium



Table 1: Segment × Needs × Barriers × Message hooks × Est. potential
	Feature
	FlexPass Lite
	FlexPass Standard
	FlexPass Plus

	Monthly Ride Credits
	£15 (~3-4 rides)
	£30 (~6-8 rides)
	£50 (~10-12 rides)

	Surge Shield
	Basic (up to 1.5x on 2 rides)
	Standard (up to 2x on 4 rides)
	Premium (up to 2.5x on 6 rides)

	Micromobility Unlocks
	5 unlocks/month
	10 unlocks/month
	Unlimited unlocks/month

	Public Transit Add-on
	Optional
	Optional
	Optional

	Ride Priority
	Standard
	Enhanced
	Priority

	Family Sharing
	No
	Yes (2 users)
	Yes (4 users)

	Carbon Insights
	Basic
	Enhanced
	Detailed


Table 2: Pass tier matrix
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UBER FLEXPASS: TRUST FIRST URBAN MOBILITY

What Problem?

STUDENT NAME:

Night riding and roads they have not travelled before cause anxiety to the riders and drivers wish to have less conflicts and risk aeros. Cities
will demand greater adherence and openness of information. The problem on the road of growth is trust.

Solution Overview

Uber FlexPass is a ride level that ensures the
use of verified drivers and vehicles, proactive
monitoring of trips, additional insurance, and
quicker incident response. It is a very simple
promise, get here safe and used to it and on
time.

STDP Strategy

Segmentation: families, women travelling at
night, seniors, business traveller, tourist,
corporate accounts.

Targeting: sensitive users in the 20 leading
cities.

Differentiation: triple ID verification, tamper
proof cabin camera, live monitoring of the
route with automatic alerts, compulsory
safety training, priority support, ETA credit in
case of delay..

Positioning: the surest way to go about
town.

Figure 1: Uber
(Source: Uber, 2025)

7Ps Go To Market

Product: high-quality cars, safety technology, SOS,
tracker.

Price: 12 to 18 percent over UberX, corporate
packages.

Place: priority zones.

Promotion: influencers, trust stories, badges.

People: 24x7 response, vetted drivers and
marshals.
Process: triage, geofenced pickups, quick triage.

Physical: blue livery, certification.

Figure 2: 7Ps Go To Market
(Source: researchgate, 2025)

Impact and KPIs

Improve 30 percent repeat ride, 40
percent complaints, NPS 12 in addition,
incident 0.02 percent.

Future Plan

Expand FlexPass across 20 leading cities
post-pilot, integrating Al route
monitoring, passenger verification, and
city transit partnerships to position it as
the global model for safe, inclusive urban
mobility.
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