Grow wolame of riders snd caphaing rapidly | defersd against defection
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Dafirss rider sepmants snd who Ata granular level, underszand how rider
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Test and shudy combirations of acticy/atiribuies to drive converion iy,
ncreate ulage, of reduce usage decling

Evalume consumer lile time value as a
source of competithe advantage



identily mosE commaon wies and distances for rido sharing by locality
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Awayi remembaer, one dize doein’t fis o8

Improved tageting of promationd and messaging to
Indivedual conswsmer prederences leads bo mcreased:
activation, utiliation, loyalty and retertion
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Plary bo Careem”s sbrengihs

LLocal brand § consumer affinity
(hsma tearm advantage]

Cuitom creaied magn

Theno b ekt

Rider & Captain user bie

1- 4 years of wser data f anadytics in each market
Posltive PR

Localined toamsSsirategies [ knowledge

IDistingt service components (call center, Captain iraining)
Swrategic partnerships
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Mlain elemments al winning & eity
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Uise data to idengify and amplify coraumer
testimaniats through soclal media to drive converson

@rand reinforcement Tools and Techniques

Perioealization of wervice Short form, ue-planned video
[richers and Captaing)
Husnan 1esich
Consumes blog poits
Pecpile mat itatitics
City/\Country Captain blog sites
Its about commurity
Baistifial photo of hapey consumid
Wi are Caneem| dioirg fun thingy Cargem took them too
Hemar and respect our users Spread across multiple social media outlets
and feeds
Every maisage bullds brand of reipect

and trust, “we know you e a friend™



Targeted campalgni snd promations
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Ways 12 think sbout Firategic pannerihip ii a
“recommenders/ielerral” sirabegy




Sponsarships & e in's
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Eweils and e in's
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Exampie of increasing markes share by focisting a niche segment: Wamen




Exampla of increguing market thare by focusing & riche segment: corwert
rowting data o value added information




Example of increasing markel share by focusing a niche
segrment- Holidan
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Focuis an cormumses lile tme value
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Sample idea of genarating cormumar lile teme valug
(barnorwed fram alifee dectarn)




Sarnplo des of generating consumar ke Hime valug
[barrawed Irom amazan.cem or mobile charge plan)




Sample idea of generacing leyalty and happiness
[borrowed from video game sector)




The importance af relationihin marketing a1 8
distirct dlerentiator from a foreign brand
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Examples creating diatincive p lired service

Every experiende builds brand of “respect,” "trusi,”
and “we keaw you like a riend™
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Building captain relatsonships as a key point of diflerentiation
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Understanding captain mind sot and belping tham with
whiat they need

Recograne decounts part of what is
needed Lo pet rider..
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Additional way to recrult captales {beyond individual referrals)
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Broader challenge: stimulating 1he supply vide of the market
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RAplationdhip 1o data tearm and relationship with country
managerteam and to executive headerhip
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Maitying quantitative & qualitative (local) Information
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Add services and 1argel communities to surround wier

CAPETIENIE
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Grow volume of riders and captains rapidly / defend against defections

Optimize Conversion / Minimize Drop Off

Usage View Downloads/ Registration Activations  Repeat Use  Referrals
Logins JSign Up's (First Use) Retention

Riders Whao (segment), what / where (location from,/to, vehicle selection, request type), when (time of
day), why (trigger), how (web/maobile), how often (frequency), for what purpose (routing/
destination), at what cost (fare, promotions, credits), for how long (trip duration), with what
feadback (rating. customer service)?

Captains [who, What, Where, When, Why, How] +++ revenue/costs/earnings per time period, work
schedule (up/down time), activity valume (rides per time period), coverage (routes, geography),
performance (rating, complaints), efficiency (wait times), effectiveness (completed vs. requested,

eancelations, delays), loyalty/defection, duration (tenure), error rates, current availability
Tools Campaigns / Promotions / PR/ Ad [ Events / Partnerships / Brand Development

Method / Mass market Segment-specific
Differentiation Price Quality




