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1.0  INTRODUCTION.
The world is experiencing globalisation, rapid technological advancement, and a world wide web phenomenal (internet) which has brought humanity closer to each other like no other time before. As world comes together and customers share experiences (trends), it is becoming more increasingly difficult to satisfy customers’ needs (maximise customer satisfaction). Traditionally, companies emphasized touch points to increase customer satisfaction which instead hinders attention to a key business fundamental ‘customer’s end to end journey’ (Maechler, et al., 2021). 
This report therefore, will endeavour to appraise how American technological company Uber, one of the most successful start-ups in recent decade and a taxi hailing company has managed to create innovative marketing strategies that have enabled them to create such high levels of customer satisfaction and competitive advantage over its competitors.
The report also looks at strategies Uber has employed to raise awareness of its brand globally, creating, managing and regularly evaluating its seamless customer journey and touch points across communication channels to guarantee stakeholders’ expectations are accomplished. The report will also look a variety of business theories and models related to Uber’s business model, activities, strategies and tactics.
Report is however concluded with recommendations of new strategies, experiences and touchpoints Uber may adapt to make its customer satisfaction conveyor belt even more seamless particularly in the face of the ever-increasing customer appetite (changing trends) and competition from global competitors.

2.0 COMPANY BACKGROUND.
Uber is the world’s biggest ridesharing (Taxi) company founded in 2009, in Francisco USA, by Garrett Camp and Travis Kalanick. It is a taxi, internet based, disruptive technological company which in the last decade has directly or indirectly overturned the entire world’s nature and operations of the taxi industry. Its services are in over 10,000 cities and 71 countries which include India, USA, United Kingdom, Brazil, and Mexico, (Uber.com, 2021). Though Uber has had an explosive growth, and becoming one of the most valuable start-ups, its foundation was built on controversy, hostile strategy and ignoring legislation which has resulted into worldwide legal challenges, bans, and brand damage. 
Uber’s business model is based on linking up a customer with a driver via their platform and phone Application through which a customer can order for a taxi, make a payment, monitor routes and providing feedback about his experience. Some of Uber’s latest valuation and statistics stand at approximately £63 billion (StandardUK, 2021), 5 million drivers, 23,000 employees, 100 million customers and 18 million trips a day. 
The rapid expansion and popularity Uber and its subsidiaries like Uber eats enjoy is attributed to convenience, low rates, availability, quality service, safety, and flexibility. Uber’s Motto has evolved according to the times, first was “Everybody’s Private Driver” when Uber’s services mainly revolved around taxis and later changed to “Evolving the way the world moves” the actual description of what Uber is and does.
3.0 COMMUNICATION.
Communication may be defined as the “process of conveying thoughts and sharing the meanings among individuals or organisations” (Sethi, et al., 2014). (Sagepub, 2004) quotes Miller, 2004) describing communication theories as frameworks which simply help in providing an abstract of understanding the communication process. 
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One of the many communication models, is the Shannon and Weaver (Shannon & Weaver, 1949) communication model, first published in 1948, and referred to as the grandfather of communication models. It is one of the frameworks of a marketing communication process where a marketing team designs a message, encodes it, sends it through a relevant channel (radio, television, or newspaper), received by audience and then try to make sense of it.
The model was initially designed and used for electronic communication by scientist Warren Weaver and Mathematician Claude Shannon and is composed of 5 components: The sender, Encoder, channel, decoder, and destination.
The sender refers to the information source, person or organisation that initiates the message that needs to be communicated. The Encoder or transmitter then converts message into a signal or language used to express thoughts for example written or spoken or emojis. The Channel is how the message is sent; airwaves in spoken conversation, or binary data transmitted electronically in email or text. The decoder or receiver decodes the message on arrival interpreting the message sometimes with the aid of a machine or brain.  The final stage is the receiver or destination where the message is interpreted into something meaningful. The model process also involves the noise interference particularly at channel stage which is one of its major setbacks.
Despite its success and contribution to the successive communication theories, the model doesn’t respect the differences in human interpretation, it oversimplifies the communication process making it seem linear and one-way. It has limited support for latest multi-media communication covering large numbers trying to access information at varying time
4.0 INTEGRATED MARKETING COMMUNICATION (I.M.C.)
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As (Kitchen, 2017) points out, that as customers become more sophisticated, savvy, and streetwise, it is vital that businesses equally become more smarter in their marketing hence Integrated marketing communication as illustrated above. He pinpoints purpose of IMC as easing of access to markets that have splinted into minute segments and niches, and more difficult audiences to reach and persuade. With customers getting into the driving seat regarding information control, (MSI, 2016) reiterates the need to provide experiences (messages) which are integrated, relevant, real-time, individual and through the right medium. Integrated Marketing Communication, therefore, can be referred to as a marketing tool which appreciates and combines the synergy of all stakeholders, and marketing disciplines (public relations, sales promotions, and advertising) for maximum impact, better clarity, and consistency. 
The strength of IMC lies within use of multiple messages in one advertisement to reach several target audiences and having broadened the scope to almost include everything company does, says and everyone related with its existence. It allows marketers to put together all their communications to ease planning and formation of a synergistic and coherent approach. The phenomenal of integrated marketing communication is mainly attributed to competitive pressures, market demassification, media fragmentation, and technological advancement. Components of the promotional mix include Advertising, Public relations, Personal selling, Sales promotion, Direct marketing, Sponsorship, Endorsements, Exhibitions and Shows (uwtsd, 2021).
Barriers to IMC largely rotate around:
· Lack of sufficient resources particularly funds, managers and experts.
· Proper planning most especially at the strategic level or top of the management pyramid. 
· Corporate culture or ability of entire business to be in sync to seamlessly ease integrated marketing through all departments.
· Real benefit of integrated marketing communication is not easy to calculate which has resulted into some people being sceptical about it which makes it has when everybody is not fully on board.

5.0. UBER’S PROMOTION STARTEGY.
Since its inception, Uber has exploited the technology boom which has opened exciting avenues particularly social media (online) to reach and relate to customers on a personal basis. Uber’s marketing and promotions have majorly relied on social media, YouTube, Twitter, Facebook, word of mouth and its website. Uber’s sales promotions, public relations campaigns, and advertisements, first appear on its social media platforms and later offline like billboards in major cities, national Newspapers, television, and magazines.
5.1. New strategies:
· Its vital Uber recognises the change in taste of its target market the youths (17-47year olds), who due to covid-19 (lockdowns and working from home), are watching more television particularly Apple, Google, and Netflix television channels. Television advertisements, celebrity endorsements and sponsoring of programs on 
these channels is going to be one of the most effective ways of widening their customer base, creating awareness and maintain their competitive advantage.
· Getting involved in supporting and sponsoring communities (activities) devastated by covid-19 particularly by exploiting their economies of scale; free media access, mobilisation (vaccination), providing free rides, and discounts to key workers, supporting government initiatives (messages) like social immunisation, and providing sanitisers will go a long way in strengthening the Uber brand and widening of market base.
· Uber needs to blend new digital technologies, content from mobile marketing, internet, viral videos, blogs, and social media, with traditional media to forge a more personal, targeted, and collaborative customer relationship.
· Many vast parts of the world (particularly in developing countries) with minimal or no coverage of the internet are still waiting for Uber’s services or coverage and hurting its business (uber.com, 2019). Uber should find other ways of people accessing its services without Application, get involved in internet provision (for example through acquisition) or collaborate with internet providers and governments to ensure wider internet distribution which in return will help widen its customer base and ensure its competitive advantage.
· The tainted relationship with authorities, competitors and other organisations like unions (GMB, 2021) representing workers (GuardianUK, 2021) is costing Uber a fortune in form of bans, fines, legal disputes and unwanted legislation which is hurting Uber’s operations. Forging conducive relationships (StandardUK, 2021) with authorities like London’s mayor, competitors and unions will go a long way in easing Uber’s operations.
· Uber’s rapid expansion (market) particularly in London is hurting its core principles like short waiting time, low cost, and availability. The shortage of drivers (Wearn, 2021) a key component in Uber’s business structure is leading to higher pricing (surge), longer waiting times and unavailability of service. Getting involved in training of and outsourcing of drivers from outside country and major cities might go a long way in easing the ever-increasing shortage of drivers which is badly hurting Uber’s operations. 

6.0 BRANDING:       
 “A brand is a name, term, design, symbol or any other feature that identifies one seller’s goods or service as distinct from those of other sellers”, (ama.org, 2022). However, on the other hand, branding may be defined as the endowing of services and goods with power of a brand (Kotler & Keller, 2015).
6.1  BRAND EQUITY
 In the most basic terms, Brand equity can be defined as value of a brand. (Ambler, 1995) asserts that a brand is a package of functional, psychological and economic benefits for customers. Each brand however contains a given amount of ‘brand equity’ which (Aaker, 1996) defines as liabilities or assets related to each brand that add to or subtract from value of service or product provided. (Hutton, 1997) offers most obvious testimony to brand equity as being the customer’s willingness to pay a higher price for a favourite brand instead of others. 
6.2.  BRAND EQUITY MODEL (Keller’s Model).
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                                                          (Mindtools, 2021)
Keller’s equity brand model (Customer Based Brand Equity (CBBE) is a tool used to analyse factors which influence strengths of a given brand/product or service. The model which was first published in a book ‘Strategic Brand Management’ was developed by Professor Kevin Keller, advocates for shaping of customer’s feelings, and experiences towards brand, in order to have positive, and specific perceptions, opinions, thoughts, and feelings about it (Mindtools, 2021). According to the model, the benefits of a strong brand include loyalty, referrals (recommendations), less customer turnover, competitive advantage, and higher financial returns.
MODEL STAGES:
A).    Salience: (Who are you?) 
The first objective is creation of brand recognition, awareness, or identity particularly through satisfying of customers (basic) needs as a unique selling proposition. 
B).    Brand meaning: (What are you?)
 It involves ‘selling’ of brand to the customers in terms of service or product performance/Imagery particularly how effective (exceed expectations) service meets customer’s needs. Key areas to high light include; durability, reliability, efficiency, effectiveness, style, design and empathy. In many cases it also involves the meeting of psychological and social needs of the customers.
C).     Brand response: (What do I feel and think about you?).
Brand response is mainly centred around customer judgements and feelings particularly about product or service quality (actual or perceived), credibility (expertise, trustworthiness, and likability), consideration (relevance to unique needs) and superiority (comparison with competitors).
D).    Brand Resonance: (Connection).
· It is the pyramid top, most difficult, and desirable to achieve, making customers feel deep psychological bond with service, or brand. It involves behavioural loyalty (regular purchases), attitudinal attachment (brand love), sense of community (relationship with other customers) and active engagement (customer active engagement with brand/club). At this level, customers deserve incentives which may include loyalty cards, shareholder potential and exclusive offers. 
· Uber’s customers and other stakeholders successfully sponsoring a $201 bill to reverse a California state law (Probasco, et al., 2021) regarding drivers being employees is a typical example of brand resonance.
6.3      UBER VERSES KELLER’S MODEL.
Analysing Uber’s strategies and progress since inception, it looks to be following in the footsteps of Keller’s model.
· Everywhere Uber goes it starts with massive campaigns for brand recognition, and introducing a cheap, reliable, and convenient service people desperately need (unique proposition).
· Through social media and traditional media channels Uber embarks on selling the brand performance and imagery like safety, reliability, and affordability.
· Through social media website and App Uber encourages users to share their experiences, feedback and gives responses which goes along way in enhancing its brand particularly relationship and experience they enjoy.
· The ability for customers to stand by Uber (brand relationship) under very difficult times particularly during strikes by competitors, government legislations and bans like in USA and London is testimony to the loyalty of Uber’s customers to the brand (resonance).
 
7.0 UBER’S CUSTOMER JOURNEY.
Customer journey is a set of experiences a customer encounters (touch points) in the process of securing a good or service which usually fall under 3 categories: Pre, during and post purchase. It is a tool that enables service providers to get closer to customers, providing them with vital feedback and shaping of company strategy. [image: Timeline
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The UBER customer journey as illustrated above is divided into 6 steps related to the customer’s experience in using the service namely, Research, Validate, Commit, Receive, Use, Monitor & Maintain
 7.1. Stages of Customer Journey.
a). Research.
· Research stage involves customer trying to satisfy a need and for Uber’s example moving from A to B conveniently, safely, and cheaply. He tries to find possible solutions to the need (transport options). 
· Uber’s touch points at this stage where customers research service quality, availability, safety, comparison, and cost is website.
b). Validate.
· Validation is confirming the research customer did earlier about Uber.  Customer will contact various sources, friends, uber users, and drivers, compare prices, and route. In some cases, customer will try to contact Uber for more information (frequently asked questions).
· Uber’s touch points for customer to use at this level may include website for feedback and Uber responses from users, social media, Twitter, Instagram, Facebook, and YouTube, as well as drivers, and users.
c). Commit.
· When customer is happy (trust) Uber is the solution to his transport need (problem) then he decides to commit by investing time and money into Uber. He goes ahead to download the Uber phone Application, registers (address, payment details, and proof of identity.
· Customer goes ahead to complete the journey booking/orders using downloaded phone App by setting up the pickup location, time, destination, service category (VIP, UberX), accept estimated fare, and finally trip confirmation.
· Immediately after confirmation, customer can see driver and car details which include name, picture, car registration number, model and colour.
· Commit stage Uber touch points usually include application and driver you get access to immediately after committing. 

d). Receive. 
· Receive, also known as the ‘moment of truth’ is the moment customer receives the ordered service (Uber car and driver). However, moments before arrival, customer can contact driver via App, follow driver’s journey, see estimated time of arrival and getting update messages.
· On arrival customer is notified, customer, car, and driver (service) come into contact. 
· Uber customer points at receive stage include App, car and driver.
e). Use.
· On arrival customer gets a chance to use (experience) service, expecting a courtesy, positive engagement, value for money, help (with luggage), cheaper route, some water and air conditioning.
· At the end of the journey customer exits car and driver officially ends the trip on the App. And immediately after, customer and driver get notification of total fare.
· Uber’s touch points for the use stage are Uber App, driver, and car.
f). Monitor and maintain.
· The monitor and maintain stage of Uber’s customer journey is the moment for the customer to analyse and evaluate his or her service experience particularly by comparing expectation with reality.
·  Through the App, text and emails, customer can view total cost, request from Uber for driver’s tip, and rating of the driver or service (feedback). Usually, many customers will use this opportunity to share their experience with other users on social media which also gives Uber a chance to respond if need be.
· During this stage, customer can download records, view personal ratings, and also decide to use Uber again if happy with service.
· Monitor and maintain Uber customer touch points include website, social media platforms, and App. 
7.2    Customer Journey Analysis.
· Uber’s ride sharing Application, business model and technology has revolutionised the taxi industry helping company win both fans and enemies alike. The ease with which customers can get a cab and its availability have made it a favourite to millions of customers, however, ordering a cab through Uber can only be done through the Application, not by phone or even website.
· The customer journey begins with Uber website (research and validation) and once you are ready to commit whole exercise suddenly moves to phone application. Completing registration process in one place would make whole process far easier.
· Website a key touch point at initial stages has very limited information regarding registration and Uber’s services.
· During initial processes of customer journey (research, validation and committing) there is no support (chat, Email, or call) from Uber which would have made it far easier for new customers to register.
· Though earlier stages are easy if computer literate, but it becomes daunting if not well versed with latest technology and don’t have one of the latest gadgets. 
· Whole customer journey gets easier with time but is too reliant on internet, application, and phone without any of which whole process collapses.
· The identification of car details and driver makes it easier and safer.
· Ability to follow driver’s route and expected time of arrival (pickup and drop off) is a source of peace of mind.
· Adding an option of tipping a driver on the spot or in advance would be good.
· There are still too many clicks before you order a cab. In case you are in a hurry or in danger a lot of time is lost.

        8.0 Total engagement model.
 According to analysis above, Uber has achieved a category of customers who are highly engaged, purchasing regularly, providing invaluable feedback, having longer business relationship, helping in problem solving, and happy to market Uber by word-of-mouth to prospective customers. This according to (Christopher & Frank, 2010) is the definition and brief description of the Total engagement model.
9.0 Conclusion.
Uber has indeed managed to set a benchmark in terms of success as a global start-up becoming one of the most successful in the recent decade. Its success has partly been attributed to its founders having brilliantly identified a gap in the transport industry and effectively occupied it. Though Uber has been successful to a large extent, but its rapid growth riding at the back of aggressive strategies and ignoring of legislation has equally left behind a lot of negative scars which need to be rectified to ensure the brand becomes even more stronger and not becoming so vulnerable to competition.
The highly competitive advantage Uber enjoys over its competitors is related to its seamless customer journey and touchpoints which it overhauled right at the start (compared to traditional taxis). Making the customers’ journey so easy (research and validation), obvious (touchpoints like App and website/social media to confirm), guarantee over safety (being able to see car, and driver details in advance), minimal steps (just a few clicks), and trust (brand popularity). Many of its competitors like China’s DiDi, India’s Bolt, and Lfty have been able to copy Uber’s template and a lot customers are getting used to the service and asking for more hence need for Uber to step up to another gear.
10.  Recommendations.
All in all, with Uber’s high level of economies of scale, devastation caused by covid-19 pandemic to Uber’s local competitors (many collapsed) and a flying global brand, its immediate future does not look to be in danger. With more perfection of its customer journey, particularly reducing number of clicks and introduction of more live chats (phone and online) customers and onboarding ones are yearning for its competitors will have to wait a little longer to catch up.   
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