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Situation Analysis  

Uber, originally called UberCab, was founded in 2009 by entrepreneurs Garrett Camp and Travis 

Kalanick as an on-demand ride service app. In 2012, Uber became international and launched in 

Paris. In 2014, Uber launched UberPool in San Francisco, transforming the app into a ride-

sharing service. In April of 2015, Uber Eats launched in NYC, LA, and Chicago to deliver food 

to customers on-demand. In 2016, Uber launched its first self-driving vehicle in Pittsburgh, PA 

where riders could request a self-driving Uber to complete their trip. The following year, Uber 

launched Uber Freight, a tool designed to connect trucking companies and their drivers directly 

with shippers. Uber’s latest addition, Uber Bike, offers customers the ability to rent an electric 

assist bike provided by JUMP. Currently, Uber Bike is only available in San Francisco and 

Washington, DC. As of 2017, Uber completed 5 billion trips and was available in 500+ cities. It 

has continued to grow and expand since.  

 

Throughout its existence, Uber has voiced a social stance by partnering with numerous 

organizations to support an initiative. For example, in 2014, Uber partnered with former 

secretary of Defense, Dr. Robert Gates to create UberMilitary to help military personnel earn 

money driving with Uber. In 2015, Uber teamed up with MADD in an effort to reduce the 

incidence drunk driving. Uber also launched an initiative to create employment opportunities for 

deaf individuals. In 2017, Uber launched a partnership with Meals on Wheels America to help 

deliver meals to people in need.      



 

Uber strives to be more than just a ride service app. It claims, “In addition to helping you get 

from point A to point B, we're working to bring the future closer with self-driving technology 

and urban air transport, helping people order food quickly and affordably, removing barriers to 

healthcare, creating new freight-booking solutions, and helping companies provide a seamless 

employee travel experience.”  

 

Uber’s core corporate values include diversity, inclusion, authenticity, and safety.   

 

Marketing Background 

Uber’s main competitor, Lyft, founded in 2012 and based in San Francisco, CA, is an on-demand 

transportation app. Lyft’s main feature is ride-hailing and ride-sharing services. While both 

companies began with as a ride-hailing service, Uber has now expanded into other areas while 

Lyft’s main feature has remained unchanged.   

 

To gain a sense of each company’s growth over the last few years, we can assess their overall 

spending. In 2017, Lyft spent more than 2x what Uber spent, overall. However, from 2017 to 

2018, Lyft decreased its spending from $58.2 million to just $8.9 million, while Uber increased 

its spending from $24.5 million to over $122 million. When comparing what the two companies 

spent this past year, Lyft spent a small fraction of what Uber spent, overall. 

 

https://www.uber.com/info/atg/
https://www.uber.com/info/elevate/
https://www.ubereats.com/
https://www.uberhealth.com/
https://freight.uber.com/
https://www.uber.com/business


In terms of seasonality, Uber placed most of its dollars in third quarter (July-September), year 

over year. Lyft also placed most of its dollars in third quarter in 2018, however, in 2017, the very 

large majority of its spending went to fourth quarter.   

 

When analyzing where each company placed its dollars, there were clear differences. In 2018, 

Uber spent $0 on traditional print (local and national newspaper) and a small amount on outdoor, 

while Lyft placed a large majority of its dollars in outdoor, year over year. It’s important to note, 

Uber placed much of its spending on television, specifically in cable, year over year. Uber spent 

about 39.3% of its total dollars on cable in 2018 and 36.5% of its total spending on cable in 

2018. This is sensible considering Uber aims to reach a large, diverse audience. From 2017 to 

2018, Uber increased its spending on network television by nearly $31 million and spot 

television by over $22 million. In addition, Uber doubled its spending on digital.  

 

Marketing Objective 

Our marketing objective is to increase Uber’s revenue by 10% during the fiscal year 2020.   

 

Target Audience 

Defining the Audience:  

Our target audience is young millennials and generation Z. According to our data, about 60% of 

current Uber users are millennials. We also found that this group is 72% more likely to use Uber 

than the rest of the population. In addition, we aim to target older Gen Z, as this group is 83% 

more likely to use Uber than the rest of the population. Within these groups, our target includes 

both men and women because Uber’s current user make up is about 51% male and 49% female. 



These individuals are college educated, most of which are currently working towards or have 

received an undergraduate degree. Further, they are either employed full-time or students with a 

part-time position. Their average household income is roughly $30 to $50k per year. Our 

marketing efforts will be focused on the West region of the United States because individuals 

residing in the West are 41% more likely to use Uber than individuals who reside in other 

regions of the country.  

 

Spending Habits:  

Although millennials are young and often stereotyped, their spending power should not be 

overlooked. According to the Bureau of Labor Statistics, “millennials are now spending almost 

80% of what their baby boomer counterparts spend annually -- and that number is projected to 

grow.”  (Duggal, 2017) This proves millennials to be a vital target audience for brands to reach 

and begin to foster a long-term relationship with.  

 

When it comes to relationships with brands, millennials value authenticity. We found that “60% 

of millennials tend to gravitate toward purchases that are an expression of their personality -- the 

brand must speak to them at this level and make them feel good.” (Woo, 2018) More than any 

other group that has come before them, millennials care that brands are socially responsible and 

give back to society. “75% said that it's either fairly or very important that a company gives back 

to society instead of just making a profit.” (Shawbel, 2015)  

 

 

 

https://blog.dol.gov/2016/11/03/spending-habits-by-generation


Media Habits:  

As we know, it is very common for millennials to use multiple technology devices. 87% of 

millennials use between two and three tech devices at least once on a daily basis. (Shawbel, 

2015) 

 

“TV still constitutes the majority of video consumption. but every other screen is much more 

valuable to Millennials. TV-connected devices (DVD players, VCRs, game consoles and digital 

streaming devices) compose four times the percentage of Millennials’ total video minutes than 

adults 35 and older: TV-connected devices account for 23% of Millennials’ total time with 

video, compared with just 6% for consumers 35 and older. And as a result, Millennials spend 

about 27% less time watching traditional TV (89% among 35+ vs. 66% among Millennials).” 

(Nielsen, 2017)  

 

According to Nielsen, “Young adults 18-34 spend 43% of their time consuming media on digital 

platforms. Almost a third of their time spent with media (29%) comes from apps/web on a 

smartphone—the most of any measured generation.” (Nielsen, 2018) Additionally, “Their share 

of TV-connected device usage (14%) is double that of total adults 18+ and seven-times as much 

as adults over the age of 65. These young adults outpace other generations in terms of daily TV-

connected device usage to the tune of one hour and 15 minutes—almost half an hour more than 

the average adult.” (Nielsen, 2018)  

 

Millennials wants to engage with brands on social media. “62% of millennials say that if a brand 

engages with them on social networks, they are more likely to become a loyal customer. 



(Shawbel, 2015) When it comes to marketing, millennials seek relevancy. Almost half of the 

millennials surveyed appreciate when brands make ads and social media content relevant to 

them. (Woo, 2018)   

 

In terms of the different media types, earned media is the most trusted and valued type of media 

among our target audience. More so than other generations, millennials are skeptics. They dig 

deeper to understand a brand’s intentions and motives. According to research, word-of-mouth 

marketing, including social media, is a major purchase decision influencer. Specifically, 74% of 

consumers identified recommendations and referrals as persuasive purchase motivators. (Tidal 

Labs, 2016) With all of the marketing we are exposed to throughout the day, millennials value 

meaningful interactions. A good way for brands to cut through the clutter is by “leveraging 

earned media spread by family and friends.” (Lossen, 2018)  

 

In addition, millennials expect more out of brands. From social recognition to public goodwill, 

millennials expect additional value from their money. “If there is greater purpose beyond a 

purchase, such as an ethically produced brand mission, millennials will reward the effort with 

outreach, from purchase to promotion in the form of a referral or mention.” (Lossen, 2018)  

 

“Creating a brand voice that resonates with millennials and forms a relationship based on trust 

and transparency increases word-of-mouth favorability that ultimately contributes to a higher 

level of engagement.”  (Lossen, 2018) Therefore, owned media is also key and perhaps the first 

step in generating authentic, earned media.  

 



Media Strategies 

Owned Media  

The two types of owned media included in our plan is sponsorships and influencer marketing. 

We have allocated 35% of our total budget to sponsorships, specifically Uber sponsoring music 

festivals with focus on the West Coast (i.e. California). These sponsored events will take place 

during 2nd and 3rd quarter, because most music festivals are scheduled from April through 

August. Sponsoring music festivals will generate buzz for Uber, through word-of-mouth and on 

social media. Having the Uber logo visible on festival construction, free handouts, and 

merchandise will keep Uber top-of-mind. Since many festival-goers are older gen Z and young 

millennials, this will allow us to easily reach our specific target audience.  

 

We have allocated 25% of our budget to influencer marketing. Recently, Lyft has been 

partnering with influencers, driving them to and from events safely. We think this has been an 

effective tactic that would be a success for Uber. Partnering with influencers by giving them 

rides from point A to point B exemplifies that they can provide customers with a safe and 

reliable form of transportation. Millennials are heavily influenced by what influencers post on 

social media so this can help form a brand preference within the ride-service category. Influencer 

marketing, if done right, is more seamless and believable than other forms of advertising. We 

suggest this tactic is implemented year-round, from 1st to 4th quarter.  

 

We have put such a large sum of our total budget towards owned media because good owned 

media leads to authentic earned media, as research suggests. Our end goal for Uber is to generate 

earned media among our target audience. 



Paid Media  

The two types of paid media included in our plan are digital and out-of-home. We have allocated 

25% of our overall budget to digital and this will focus on Uber’s on-demand food delivery 

service, UberEats. Specifically, we plan to reach our target audience with targeted ads on social 

media platforms, mobile devices in particular. As noted in our earlier research, 18-34 year olds 

spend 43% of their time consuming media on digital platforms and almost a third of their time 

spent with media comes from apps/web on a smartphone. (Nielsen, 2018) This will take place 

during 1st and 4th quarter, as we want to target this group during colder months when the 

likelihood of ordering food is higher. Placing ads on social platforms will act as a constant 

reminder and keep UberEats top-of-mind.  

 

Next, we have allocated 15% of our budget to out-of-home, specifically transit ads. We found it 

important to do some form of out-of-home advertising because it generates brand awareness and 

maintains relevancy. As millennials ourselves, we are constantly observing our surroundings, 

particularly during a commute. We plan to place Uber ads on public transportation (i.e. inside 

train cars, bus stops) during 3rd and 4th quarter, specifically August through October. This 

timing aims to target students and young professionals during the fall season.   

 

Earned Media 

Although earned media is free, it is crucial to address when targeting an audience like young 

millennials and gen Z. For that reason, we want Uber to become more active on social media, 

posting frequently and interacting with customers. This sort of engagement should take place 

consistently, year-round. This is how brands foster and maintain relationships with consumers.  
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