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SITUATIONAL 
ANALYSIS
Does Uber have a sustainable 
Value Proposition and Business 
Model with its core business?

YES!
 



Does Uber have a sustainable value proposition and business model with its core business? - Yes
Differences in Business Model Canvas and Value Proposition in both offerings:

Which is a better fit with Uber’s core offering? – UberX
Which represents a stronger source of competitive advantage of Uber over time? – UberBlack  

SITUATIONAL ANALYSIS
Uber’s Pricing Strategies and Marketing Communications

‘UberX’ ‘UberBlack’

Price rank Least expensive option (Base Fare = $0.75) Second expensive option (Base Fare = $7)
Vehicle type Four-door sedan Black sedan, crossover SUV, full-size SUV
Driver type Professional and unprofessional drivers Professional drivers

Requirements
21 years of age or older
In-state driver license
In- state car insurance

Commercial car insurance
Transportation charter permit

Airport permit
Value Proposition Price-centered Experience-centered



Are regulatory issues a real threat to growth domestically and internationally to the UberX business model?
◼ Yes, Uber is regularly found in courtrooms around the world due to their business practices.
◼ Government regulatory agencies and taxi unions are standing their ground for market share, wage rights, etc. 
◼ Uber is lucky to win most legal battles and should tread carefully moving forward.

Are competitive pressures and increased industry rivalry causing the ride-sharing market to become less 
attractive?
◼ No, the growing competition is in fact causing the ride-sharing market to be more attractive (more players, healthy 

and competitive market).
◼ Increased regulation in ride-sharing services makes the market less attractive.

Is Uber losing momentum and differentiation in its core ”e-hail” business due to competition?
◼ No, Uber is not losing its momentum in its core business due to competition.
◼ Uber continues to differentiate from its core business with introduction of complementary services such as UberEATS 

and UberRUSH.

COMPLICATION
Regulatory and Competitive issues faced by Uber



◼ Improve surging price algorithm to compete with Lyft.

◼ Keep growing secondary businesses, e.g. UberEATS & UberRUSH.

◼ Expand global market for its core businesses without comprising growth in the US market.

◼ For new service market, e.g. UberEATS, UberRUSH, etc.:
◼ Not a first-mover in the U.S. market.

◼ But can be one in a growing international market.

QUESTION 
Decisions to make to create, deliver and capture optimal value

49% of geographic markets are in the North America



1. Generation Z (UberZ) – “You are the future, and we are here to support you” – (Price, Place, Promotion)

2. Uber for Women – "Your travel safety is our priority" – (Product, Place, Promotion)
◼ Female drivers for female passengers

3. UberQuick – “We value your time more than anyone else” – (Price, Promotion)
◼ For people who value time the most
◼ Price is higher than UberX but cheaper than UberBlack, and calls any nearest car driver (all car models Uber 

offered)

RECOMMENDATIONS
Segmentation, Value Proposition, and 4P’s Strategies



With the adoption of our recommendations:

◼ Uber would continue to secure its leading place in platform business in US.

◼ Uber’s market share would increase both domestically and internationally. 

◼ Uber would attract new customer segments with its catalogue of services that cater to 
different customer needs and demographics, differentiating it from its competitors.

YES, GCI SHOULD INVEST IN UBER!

CONCLUSION
Should GCI invest in Uber?



QUESTIONS / COMMENTS / CONCERNS


