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Abstract. As a global instant car software developed in 2009, Uber is a mobile
platform for online booking of taxis at any time, automatically prompting cus-
tomers to register taxi drivers with Uber near their current location. This paper
evaluatesUber’smarketing strategy and current development status using the com-
petitor analysis in the existing market, consumer behavior analysis, and marketing
mix to find that cab service has certain risks and some prospects. Uber’s finan-
cial situation is not as good as outside speculation, but it is still in the stage of
rapid development. In a market with many competitors, it can still increase market
share through some marketing methods, which also provides some references and
inspirations for other online car-hailing service companies.

Keywords: Online car-hailing service ·Marketing tools · Uber ·Word of
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1 Introduction

As a global instant car software developed in 2009, Uber is a mobile platform for online
booking of taxis at any time, automatically prompting customers to register taxi drivers
withUber near their current location. Because taxis are hard to come bywhen needed and
some are unclean, Uber founders Garrett Camp and Travis Kalanick were commissioned
to develop the ride-hailing app. He described his goal as “to provide consumers with a
high-end andmore private transport solution,” not just as a taxi app [1]. People only need
to press the taxi button on their mobile phones, and they can enjoy the taxi service, which
does not need to be the same as before. Stand outside andwait for an empty taxi to pass by.
Its mission is to build a worldwide transportation network that is effective, convenient,
and elegant. The driver is not an employee, but an independent contractor. Instead of
owning any vehicles, Uber receives a commission from every booking.When a consumer
makes a reservation, the price is provided to them in advance, but it varies according to
the supply and demand in the area [2]. In 2021, Uber had 118 million monthly active
users globally, averaging daily Generated 19 million rides [3]. In the U.S., Uber had
a 71% market share of ride-sharing as of January 2022 [4]. The commoditization of
service sectors through the use of computing platforms is known as Uber since Uber
stands out in the sharing economy.

This paper evaluates Uber’s marketing strategy and current development status
through the competitor analysis in the existing market, consumer behavior analysis,
and marketing mix, hoping to provide some references and inspirations for other online
car-hailing service companies.
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2 Competitor Analysis

Comparing Uber with its competitors provides a visual illustration of where Uber is
currently developing. Tables and figures are used to analyze what advantages Uber has
in the competitive market based on the 4 levels of competitors determined by consumer
demand.

2.1 Uber vs Private Cars

Judging from the Generic Competition, Uber’s ride-hailing competition is the ownership
anduse of personal vehicles, both for the convenience of people’s travel.However, private
cars can be more convenient for families to use, mainly for people who have cars, they
can choose to drive themselves wherever they go. You can also choose to rent a car to
facilitate your travel. Uber, moreover, is more for people who cannot drive and want to
facilitate their own travel. This does not mean that people with cars will not take Uber
to facilitate their own travel, but they will compare the convenience and cost of private
cars and Uber to decide on their own travel methods.

2.2 Uber vs Public Transportation

From the Form Competition level, Uber gives people a ride, which is the same service as
public transportation, and they all charge for transporting passengers. Such competitors
are eg buses, subways, trams, trains, airplanes. The difference between them is cost and
popularity. Their cost and popularity will vary from case to case. And in many cases,
public transportation can provide a faster and less expensive travel option in many cities.
For example, mid- and long-distance business travel is definitely cheaper and faster by
plane and train. In the morning and evening rush hour, when the traffic is congested, it
is definitely faster to take the subway than to take an Uber. However, if you’re traveling
with a friend or partner, taking a car or taxi will not be much more expensive than a bus
or subway. In fact, in some countries, a car is cheaper than taking a bus to the airport
[5]. In addition, you can throw your backpack in the trunk of a taxi instead of trying to
squeeze it onto the train.

2.3 Uber vs Taxi

Judging from the competition in the industry, Uber mainly provides ride-hailing services
through mobile applications, while traditional taxi companies such as taxis provide
the same service through the phone or passengers waiting on the side of the road. In
this comparison, taxi wait times tend to be longer than Uber [6]. Second, call the taxi
company, tell him the location and number of people, and wait for the company to
allocate. Customers cannot know the exact arrival time and information of the taxi and
can only wait, which contains a lot of uncertainty. Besides, customers often need to
pay in cash, which is very inconvenient in today’s age of online payments. On top of
that, Uber is cheaper in most major U.S. cities and does not even include tips for taxi
drivers, as shown in Table 1 [5]. Compared to taxis, ride-hailing apps are simpler to use,
generally safer, shorter and more convenient.
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Table 1. The price comparison between Uber and taxi in 5 km [5]

2.4 Uber vs Lyft

From a brand competition perspective, Lyft is considered a tier-one competitor to Uber
in the U.S. ride-hailing market. Uber has the competitive edge needed to succeed in this
industry thanks to their lower cost structure and extensive network of available drivers
[7]. Some parallels and distinctions exist between Uber and Lyft. To provide customers
with a convenient means of transportation, they can all be used as an alternative to taxis
and professional drivers. They do, however, differ in terms of their service offerings and
modes of transportation.

In terms of availability, both are widely available in the US, with over a million
active drivers in North America. And because of the large number of Uber drivers, the
waiting time is relatively short compared to Lyft. From Fig. 1‘s estimate of Uber’s total
carpooling reservations in the United States, it can be found that market sales of Uber
(66%) is more popular than Lyft (34%) [8]. Based on a survey of Uber market share
in different US cities, in the five metropolitan areas of Houston, Washington, D.C.,
Miami, New York City, and Chicago, Uber is more popular [9]. At the same time, these
5 metropolitan areas handle 22% ($5.85 billion) of Uber’s total mobile bookings for a
year.

When it comes to riding costs, both apps are priced in prettymuch the sameway. They
only charge 20–25% of what the rider pays and usually charge more. Uber implemented
surge pricing more quickly than Lyft. Looking at the price comparison in Fig. 2, we
acquire that Uber’s cost estimates are generally cheaper in most cases. Uber is able to
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Fig. 1. US Ride-Sharing Sales, by service, 2017–2022 [8]

Fig. 2. Average cost of 5.5 mile Ride [5]

offer better service than its competitors at lower prices, which is one of the reasons it is
so successful.

Both Uber and Lyft allow you to view the driver’s information when you are using
their services. In contrast to Uber, Lyft does not let you to view the arrival time before
making a reservation [10]. In terms of customer service, customers can submit comments
via email, web chat, question form, etc. Uber has dedicated help centers for drivers
and riders [11]. Lyft is a smaller company, thus the customer service staff feels less
overworked and provides more amiable support. 63% of ride-sharing customers in the
U.S. only use Uber [9]. Only 10% of consumers in the United States utilise both Uber
and Lyft [12]. Among users who use both platforms, the average annual spend on Uber
is $247. That’s 46.15% higher than Lyft’s average payout ($169) [9]. The drivers for
both apps are treated as independent contractors. Many drivers work for both firms, but
Uber has more customers. As shown in Fig. 3, 58.7% of U.S. drivers prefer Uber as their
primary platform.
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Fig. 3. Percentage of drivers primarily driving foe apps [8]

Uber’s strategic advantage is through its large network of potential delivery drivers,
faster pickup times and larger service areas, cheaper prices, and the creation of a
competitive advantage by offering customized services to consumers [13].

3 Consumer Behaviour Analysis

For Uber companies that provide taxi services, if they can master the consumer pur-
chase decision-making process, they can formulate corresponding marketing strategies
according to the different behaviors and psychology of consumers at different stages, so
as to influence consumers [14]. The consumer purchase decision-making process gen-
erally consists of five stages: problem identification, information collection, program
evaluation, purchase decision and post-purchase behavior [15].

Customers find themselves without suitable means of transportation when they need
to go out, and this internal stimulus will make people open the ride-hailing software
and use the ride-hailing service. The adverts for taxi software will be visible to clients
as they browse the website, and the convenience of car-hailing will encourage them
to download the software in order to meet the demand for taxi-hailing. Future users
of internet services will be encouraged to do so by this external stimulation. This is
the consumer demand confirmation stage. Uber can advertise the advantages of its own
company’s online ride-hailing service, as written in the competitor analysis, Uber has a
strong team of delivery drivers so that the matching time is short.

In the consumer information collection stage, people will gather data from various
sources [16]. Uber does not spend much on advertising on social media every year, and
he spends all his publicity on word of mouth. Uber’s good reputation has driven people’s
use and occupied a large market share. For this stage, it is necessary to maintain a good
experience for consumers to maintain the good reputation of Uber’s car-hailing service.

Consumers filter and compare the information they have gathered. Buyers’ top pri-
ority is the performance of the product [17]. Because online car-hailing services must be
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used after ordering and cannot be personally inspected It’s practical, you do not need to
wait on the side of the road for a passing taxi. At this time, Uber needs to focus on service
performance, make user operations as convenient as possible and match vehicles as soon
as possible, which also requires strengthening and upgrading the Uber application.

Consumers will develop purchase intentions after assessing the service, which will
result in actual sales [18]. In order for consumers to enhance their confidence in
purchasing, Uber needs to make sure that it honours every customer’s feedback and
considerations while supplying themwith accurate and trustworthy product information.

The post-purchase behavior stage is also very important. After using the online car-
hailing service, consumers will make an evaluation based on the ride situation. Positive
service Review data has enormous potential to advance product marketing [17]. And also
affects other consumers, establishing a chain effect [19]. When a consumer requests a
ride, they go through these 5 stages. Therefore, it is essential to examine how consumers
make decisions.

4 Marketing Mix

The success of a brand is influenced by the business strategy of the marketing mix.
Uber provides a ride-hailing service, this paper analyzes the marketing strategy with
the marketing mix of Product, Price, Location, Promotion, People, Process, Physical
Evidence.

4.1 Product

Uber’s ride-hailing service is provided by its app. The app is a pioneer in the ride-hailing
reservation system, leading the continuous development and movement of ride-hailing
services. Uber offers riders a range of cars from standard to luxury, allowing riders to
request specific types of rides based on their individual needs. UberX provides users
with private rides that can accommodate up to 4 people, and users do not need to share
the ride with anyone. The UberXL is a minivan or SUV that can comfortably seat six
passengers, avoiding the need for passengers to have large luggage and nowhere to
put them. “UberPOOL” provides a taxi sharing service, which is the cheapest of all
the services provided by Uber and can save passengers about 40%–55% of the fare [2].
UberComfort provides passengerswithmore room and ismore suitable for long-distance
travel.

4.2 Price

The cost of the ride is determined by Uber, and the transaction takes place online. Ride
prices consist of minimum fares, service charges, duration and distance costs. Uber also
offers trip estimates, which users can see how much a trip will cost before booking.
This is called upfront pricing. When there are unexpected changes to the itinerary, Uber
may charge riders more than the estimated upfront price. The dynamic pricing structure
of Uber adjusts prices to match supply and demand [6]. When there are few drivers on
the road and there is a great demand for rides, prices increase (usually on weekends or
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national holidays). There is no asymmetric information because the app alerts userswhen
“surge pricing” happens and the cost of higher tickets. Of course, the pricing portions
for Uber vary depending on the city.

4.3 Place

Uber’s ride-hailing business is present in more than 40 countries and 600 cities around
the world [3]. Uber is a smartphone application which can be downloaded from the
app download center at any time. Applicable to Android and iPhone, including most
smartphone users. A web version of Uber is also available. Customers can track the
location of the Uber from their mobile phones. There are also Uber booking stations and
service desks in centers such as airports and shopping centers.

4.4 Promotion

In the early days, Uber relied heavily on word of mouth to gain market share [20]. It has a
very low initial cost on advertising and promotions. They rely on word-of-mouth adver-
tising to persuade business clients to use their free rides and services. Uber’s free ride
campaignwas successful, and a lotmore people began utilising the service.Uber employs
straightforward localizationmarketing strategies everywhere.Uber promotes early adop-
tion by rewarding referrals and promoting its app’s ride-hailing services after online
reviews. To increase its online presence even more, the business is actively spending in
digital marketing [20]. In 2020, 2019, and 2018, respectively, Uber spent $3.58 billion,
$4.63 billion, and $3.15 billion on sales and marketing [21]. Through mobile applica-
tions and even social media sites, brand users can communicate. Uber also incorporates
public relations into their marketing plan in addition to print and media advertising,
discounts, events, and experiences.

4.5 People

Talent strategy is critical to a company’s marketing mix. Uber has always treated drivers
as independent contractors, therefore they do not qualify for the minimum wage, paid
time off, or health insurance. Uber thoroughly investigates potential drivers to make sure
they are a good fit. In the United States, there will be about 1 million Uber drivers by
2020. By the end of 2021, that number is anticipated to reach 3 million due to Uber’s
continuous growth [22]. Uber’s customer service is excellent since they are aware that
individuals only travel when they have a positive experience. It will provide customers
with ratings for vehicle condition, driving conditions, driver service, and more. Drivers
with low ratings are also unable to pick up passengers on the road. Uber has more
than 22,200 employees in 2020. The demographics of the Uber workforce appear to be
reasonably equal. Women made up 38% of the global workforce while white people
made up 48.6% of the U.S. workforce in 2018 [13]. The company advocates a diverse
and inclusive corporate culture and provides talent guarantees for the development of
Uber.
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4.6 Process

When people need to use Uber’s ride-hailing service, the first step is to download the
Uber app, create an account, enter the destination, and use GPS to confirm the pickup
location. The second step is to check for available taxis and the systemwill automatically
suggest the best route for you. The third step is that the app will display the estimated
cost of the ride, click to book a trip and track the trip. The Uber app then automatically
matches you with the vehicle that best matches your criteria, then provides car type and
driver details, reviews and ratings to verify when you get in the car. Next, people will
meet their designated driver to begin the journey. And finally when people get out of the
car, pay via any preferred payment method.

Uber tracks the whereabouts of its taxis using cutting-edge technology. The ride is
transparent and safe, and when the driver arrives, people can also track the trip, they will
know when the driver arrives, and they can share it with their friends for safety. Uber
also conducts random checks on drivers to confirm their identities. Other procedures
include paying Uber drivers through the corporation, contacting the customer/driver
service centre, and more.

4.7 Physical Evidence

A car with an Uber logo on the road is the greatest physical evidence of a ride-hailing
service [23]. In addition, the apps on people’s smartphones become physical evidence
of the Uber-branded user interface. The bill for each trip can be found in the account
history, which is also evidence of the ride-hailing service.

5 Conclusion

People’s lives are made easier by Uber’s ride-hailing service, which is growing in pop-
ularity. It is less complicated to use and more convenient for payment when compared
to other forms of transportation. However, there are certain issues as well, particularly
with regards to safety and the situation with premiums during peak hours. Uber has
experienced significant growth as a result of its user-friendly interface and straightfor-
ward functioning, as well as the quick ride-hailing match rate. Although the outbreak
has slowed its expansion, the changes it made in reaction to the epidemic have improved
his ride-hailing service even more. It is important to consider how ride-hailing services’
safety concerns connect to the legislation. In order to manage the relationship with the
government better, Uber should focus on the calibre of its drivers and guarantee the
security of its offerings.
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