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We've reached
a fork in the road.

Historically, we've approached trust and
safety by striving 1o reduce incidents. We've
focused on solutions that attempt to make
rare incidents even more rare. We've isolated
frust and safely as a “lsam,” as opposad o
recognizing its shaved ownership across the
business,

That's no longer enough if we want toc be
fruly customer obsessed.
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We must prioritize safety
needs and feelings of trust.

Perception is reality.

Consumers expect us to take drunk drivers off the road.

To provide reliable access for the elderly and the disabled. To
work hard to make the world a better place.

To provide a safe experience with empathy.
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Trust and safety sentiment
unlocks
opportunity for Uber.

By understanding the relationship bebween
safety and trust,

brand and reputation,

we can halp spur growth,

increase engagement,

become the antidote for chumn,

and uncover a long-term lever for growth.
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ok

Suggested headline:

Safety builds long-term trust/reputation and unlocks short-term opportunities

PG DO ¢

We need to introduce both sides of safety ie unlocking short-term growth and building good will to mitigate
future crises.

Jordan has a good slide about how Samsung's brand was untouched despite to phone fireballs, see slide 8

https://docs.google.com/a/uber.com/presentation/d/1F-KUYiRRDI26EyKWrrqBLe-Kg9l_d70pmdmuGl4p6Cw/edit

intil
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Unlocking trust and safety sentiments
can lead to business growth and long-
term good will.

There is a quantifiable business impact

today, tomorrow, and for years to come.

Trust and safety is critical to both short term gains
and the long term health of the business.

Delivering on Trust and Safety gives us permission to innovate,
Consumers with higher levels of Trust will be more open to
new lines of business and more resistant to missteps.
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Trust and Safety are

reciprocal.
We focus intentionally on both trust and safety because working together,

they have a direct impact on rider and driver behavior.

‘The more | trust you, the safer I feel.’
Trust is the stickiness that keepsriders and
drivers connected to the brand as itevolves;
or it can be a leaky sieve that causes themto
stray

v ‘The safer | feel, the more [ trust you."
Perceived safety is the roadblock that keeps
riders and drivers off the platform, or the
motivator that gets them to try us
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Uber brand love

requires Trust and

Safety.

Corporate Reputation Model
Brand Love
Integrity Passion / Fun Trust
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Safety is a necessary condition
for our industry. It's a
fundamental expectation in
transportation.

“Safety” is a top functional benefit for consumers within transportation:
75% of current and potential riders agree that Safety is a leading benefit,
behind only Reliability. [Source: Pg 46]

Itis a barrier to growth: Less than half of prospective riders (48%) say
Uber ‘is something | would feel safe using' [Source]

And a barrier to driver supply and engagement: 27% list safety as the top

barrierto driving for Uber [Source] collinfjoowon- note new
it aica R break on lines and please
an OfF existing drivers Umit supply nhours due o safely. |[source| copy new sources

Safety is top (slide 46):
https://docs.google.com/presentation/d/1UilCL1gegbxcm7HUpLbuP5zvYhRoQo-
Sc78tD8H1dyQ/edit#slide=id.p84

Barrier to growth slide 31
https://docs.google.com/a/uber.com/presentation/d/1 lgxm9vebMuo5TZoGt-
v9a9zigXTUamrfwDyB3KKsE4w/edit?usp=sharing

Barrier to supply slide 37:
https://docs.google.com/a/uber.com/presentation/d/1UilCL1gegbxcm7HUpLbuP5zvY
hRoQo-Sc78tD8H1dyQ/edit?usp=sharing

Half limit supply hours (based on US numbers):
https://docs.google.com/a/uber.com/spreadsheets/d/12iDURr7BuKbJs -
hvsExZ4ExZilsx1LAQYVEZiHNk1o/edit?usp=sharing
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Today, we move forward with a new paradigm.
Enabling customers to access and benefit
from the Uber platform without risk and downside.

Trust and Safety Mission Statement Uber Equity Brand Pillars
Protect and enhance personal safety in all ofthe cities
we serve, to ensure every Uber experience is delivered

with certainty and confidence. Choice

Value
Convenience

Trust and Safety Vision Statement Safety
To be a beloved brand that provides certainty and
confidence to people and communities around the world
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We will hold ourselves accountable to a new standard.

Impact will be measured against an expanded
list of KPIs, including:

Perceptions Vulnerabilities Product/ Initiatives  Experiences/Incidents

| Feel safe using it [ Alone | Driver screening ( Frequency of

It does enough to Late at night Vehicle safety safety experience

ensure drivers are After drinking / inspection happening

safe intoxicated riders Insurance Satisfaction with

Committed to Unsafe coverage resolution

safety neighborhood 24/T support Likelihood to ride /

Order for a loved drive in future

one

% strongly / agree % Selecting % aware / effective QoQ change

vs Best in Class QoQ change ‘ vs Best in Class

Key Perceptions (based on those with highest correlation to Trust and
Usage metrics)

Safety Vulnerabilities Reduction (based on most common and those that
represent greatest business opportunity)

Awareness/Efficacy of key products/Initiatives (based on those with
greatest impact on safety perceptions)
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The Roadmap
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This global initiative brings our
opportunity into focus.

A roadmap for Trust and Safety enables
understanding for how each part of our business
impacts safety and can align efforts for maximum
impact in every city.

Part 1: \What safety means to consumers
Part 2: Defining the safety business framework

Part 3: Applying the safety business framework -
short term wins and long term plans

Part 4: Measuring success over time
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The roadmap was built via a robust strategic approach.

ALIGN
Case Studies: Cultural Landscape Insight Sessions Ethnographic Ridealongs Quantitative Survey
Successstonesin Analysis: 66 (2-3 hours each) 33 (2 hours each) Globalsurvey to nform
priortizing Trust and foultur Brand blind maderated Morethanso rdesnare ndes Truscand Safety Coshoad
Safety discussions with hundreds of both Ubar and competitive n ”
prospectiveand current Starting in the US in 2017
rdersand drivers Chicago, Las Vegas, Charlotte R ro500ndes
Dethi, Moscow, Mexico City n=6,300 drivers
‘elevant Iogos shown Expert Interviews: Chicago, Las Vegas, Kuala Lumpur Other glopal marketstc
br ALIGN & Cross-industry insights Charlotte, De R N
T from brand-blind Mexico City, Kus '-
Q section interviews withtrust and London, LosAn
safety experts
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This applies to you.

The brand narrative is a global perspective
designed for local implementation.
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There are three types of safety,
and three critical lenses:
Rider. Driver. Uber.

Around the world. safety is viewed as the removal of
perceived threats. Our efforts must address three types of
threats:

Physical
Safety

Physical threats to one's body
-Emotional threats to one's psychological well-being
-Cyber threats to our digital identities and finances

Emotional
Safety

Uber's success depends on mutual trust and respect
between all three parties. These three vested parties sit
within a larger ecosystem (media. regulatory commissions,
business). Any solution or campaign must provide an
authentic benefit for all three parties,
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Consumer types of safety are globally consistent.

Emotional.

‘| can look after myself, but do | put myself
In a position where | feel uncomfortable? In
other jobs, you have an HRdepartment. but
in the middle of the night in a car alone. you
don't have that® - Prospective Driver
London

‘| feel more comfortable when it is 2 female
rider. I've had drunk guys say weird
comments and | just try to pretend like !
dont notice”™ - Driver, Las Vegas

“We aren't safe anywhere. They stare at you
50 badly.at night especially. We dont trust
auto drivers or cab drivers” - Rider. Delhi

Physical.

‘I live in the southside which is a dangerous
area Gangs and armed robberies. It is 3 24/7
constant thing - when | am out and about.
I'm tapping my pocket to make sure my
walletis there and my head is on a swivel” -
Rider. Chicago

‘It is very difficult to be safe all the time
There are kidnappings, muggings, traffic and
crashes, pickpockets at nightclubs. We do
what we can to be as safe as possible” -
Rider, Mexico City

| sometimes commute from university to
the malls, and there are o many cases of
sexual harassment I'm not 5o confident in
the safety of Malaysia right now " - Rider,

Kuala Lumpur

Cyber

“To be honest | dont trust any of [these
brands] with personal infarmation
because of the news. The US
government got hacked by Russia_® -
Driver, London

“The rules of the game are changing
everyday.. We worry about information
safety, so |don't usually use a bank card
for services. Ensuring safety of my
financial data is key ' - Prospective Rider
Moscow

‘| do worry about information. | got an
email from my bank asking if | had made
that purchase. The email looked weird. It is
hard to distinguish what is real and what is
not What is fraud? I'm always monitoring

my accnunte” - Broaspective Driver

In some cities and in some parts of the world the concerns are more for physical safety. In
other places, the most salient concern is more psychological - feeling comfortable and not

intimidated. Still others feel the biggest potential risk is to their identity or personal data. Few
are without concern for safety; some feel less personally
vulnerable but worry about loved ones. Some cultures are
preoccupied with safety measures yet less real threat exists.
Other cultures face more daily risk and take greater personal
and communal responsibility.

“You don't know this human that is driving you around. You are in someone's personal space. You have to get
more comfortable with the model. A taxi is a bit more professional - you are in a car thatis only used for driving.”

- Rider, Charlotte

Once | got in an Uber and he was listening to an innappropriate radio station, and it
was bopping really loud and it made me really uncomfortable. - Rider, London

A driver told me he feels too much like a chauffeur and asked me to sit up front. It
made me uncomfortable. Maybe you are going home and you are anxious and you
don’t want to talk to some guy. - Rider, London
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Because as a girl. You walk down the street, you get shouted at, especially in certain
areas or in a skirt. If you get murdered, you have the panic button. But if someone
intimidates you without being illegal, you can feel very uncomfortable in your space
and can’t get in trouble for it. It is your word against theirs. You always have to be
aware - | can look after myself but do | put myself in a position where | feel
uncomfortable. In other jobs, you have an HR department in the middle of the night in
a car alone, you don’t have that. - Prospective Driver, London
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Overcoming the roctcauses of uncertal

ted outcomes, andd the unknown

ouloomes.
This is consistent avross drivers ang ridsy
£

oyher,

Feeling safe means “confidence” and "certainty.”

nty

builds both feelings of Safety and Trust,

Fealings of unceriainty are caused by ack of control,

Around the world, our community told us that they
feal safe wher they can rely on gredictab

te

s, and agross

all three types of safety physical. emctional and
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Confidence and certainty sound the same in every language.

grmore
b poit B
Bicier. Ch

’ Wf& Getling from
rsedf and v.n* SR

and--hand Bilr
dorthavelow

ar Ag :}3 : ‘i?i:?:*\bsﬂ
3t mke» m\»c foel

w - O

I

£ the sHuation is risky,

it y @veEn On g roler ¢
cherkerl” ~ Ridder, Muscow

You look at a car ... the system. And if you are confident, trust is generated. It could
be someone recommending something ... that gives you trust and confidence. - Rider,

Mexico City
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The Trust and Safety Framework
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Trust and safety are micro-moments
along the rider and driver lifecycle.

Understanding how trust and safety apoear along the riderand
driver jowney allows us to identify need slates and oritical
points of vidnerabilily in the current experience.

it also highlights the mary tearms and programs that impact and
contral feslings of safety and frust in the saperisncea

Micro-mormerds appear throughout the eoyle for consumers,
ine the most pressing neads at various stages,
rmapping and addressing key points of walnerabiity throughout
the customesr experience. Taken in conjunction with the
dirnensions. we find opportunity.

B

Confidential: Subject to Protective Order in Case No. 3:19-cv-03310-JSC
HIGHLY CONFIDENTIAL — ATTORNEYS’ EYES-ONLY

P-00487.00024

Uber_DOE_0014065
UBER-MDL3084-000067487



New chart content here
hHric s i e

I

— -
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Trust and Safety have 9 dimensions

Together, the g dimensions our consumers cite can be used
in your market and business functions to move the needle.

Reliability @ Community
Proactivity Accountability Evolution
We put in the effort @ If something goes We'll stay relevant.

Omnipresence

We're always
here for you.

g, we'll fix

Protocol Transparency o Innovation
We have the ht We 1ot hiding We're one step
rule egulations anyt ] ahead.
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From our consumers’ perspective,
we have room for improvement
on some more than others...

© Eevolution

mul—wmmdm b
Weakness: Not seon as having listoned 1o
consumens Lo evolve the core experience for
the better (e.g. smoother pick-ups. casker safety
confirmation of right car /right driver. etc)

.Iﬂmﬂoﬂ

Strength: Given credit for being a category
leader / industry creator; new programs ke
self-driving cars
Weakness: Seen as spreading itself too thin
without perfection and true market disruption
le.g. Eats. Hellx. etc)

@ omnipr
Uber service offerd 247 globally

Lack of 24/7 resp croates
doubt the comparny is truly there for them

. Transparency

Strength: Trip details ae a benefit (icense
plate number, driver photo, etc)

Wher Lack of inf about
commitment to safety and product features

@ retiability
Strength: A ride can be called sasly through
app anytime

‘Weakness: The quality of service
Udriver. driving. car. rider) is inconsistent

o Proactivity Demn: from s

: |"' - . o .
:"”.muﬂm't?acklng and m
Indicates thoughtful expe— -

wommens concon e S2TELY; l0@VE 1
effectiveness of pro-training, proactive

preparedness for incidents
o Protocol
Strength: Background chack process twhan
explained in detaill provide assurances
Users don't the
for b for o
for misbehaving

. Community
Strength: Amazing network of riders and drivers
Both riders and drivers want a

Design: add small citation to bottom: data *®e<emes

aggregated from qualitative re

esearch ..y
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Consumers think other leading technology brands
surpass Uber on the dimensions of 5 Tramctaadnaioety

Other leading technology brands have
more effectively activated the 9
dimensions

®© o

Innovation Protocol

o . @

¥ \ (o} @
Omniprosence it Omnipresence 3 Cammumity

Transparency Accountability Transparency Accountability Transparency Accountabillty

Design: add smalll citation to

Uber Vs. Google Uber Vs, Amazon SRNAE L eaNE
aggregated from qualitative 1
“Google has pretty much anything you “I have always found Amazon reliable. You "When you buy an Apple product, you know
want to know. It does everything. it is like almost want to have a problem with them exactly what it is going to do. And you have
the air you breathe. It is always there. because they go above and beyond to access to tutorials and workshops. They
-Driver make it better” - Rider don't just want you to buy a product -

they want you to und d it” - Rider
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The 9 Dimensions:
What Are They and How Do | Use Them?
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Safety = Reliability

We'll come through, you can count on us.

Reliability is stability, dependability, and What it ls:
delivering on promises. It's an assurance i gat st et calisin o gt you ere
; z e 5 Network never goes down
that you're going to get me there, its going to Proven track record - billions of successful trips _
work. and you'llnever let me down. Riders easily finding drivers every time Z SR

'Drivers easily connect with Uber when needed o e e
thabmty requires expertise, predictabil.ity, Drivers paid consistently. and on time o ] e i
. b . Providing greater accessibility / mobility for &
capability, and consistency. We can build those who cannot drive safely g’ - Ride
trustthrough familiarity, performance, and

building z long term relationship.

Guardrails: }
Emphasis on reliability means we care about F’EOELE can bedre“E*bldé-btl‘ut dzm wrn them into am and this impacts m
e : : B tent but
the lifetime value of a driver or a rider on our ot st e pansa of ;eﬁga;u::;rrllslszcen;ocﬁs e
platform and we focus onand foster their on getting from A to B. but don't forget about Desj
. . " the power of connections and an amazing

long term relationship with the company. s upd
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Safety = Proacti

We put in the effort t

Proactivity is about thinking it through,
offering assurance, obsessing over safety
and all the details. taking not justthe
necessary steps. but going aboveand
beyond. justin case. It's insurance. pre-
mortems over post-mortems. and features.

Proactivity means placing emphasis on safety.
and communicating that the unexpected can
be managed. Brands that are proactive
create trust by reinforcing that they care
enough to go the extra mile and are
considering customers' needs before they
arise. preventing issues before they even
happen. Proactivity offers peace of mind.

vity

o think through what could go wrong

What It Is:
Driver and car info to ensure getting in the
correct car

Strong insurance programs in 25+ markets
{and growing)

ShareMyETA

Real-Time ID

Rider/Driver SOS features
Anonymized phone numbers
Encrypted personal Information
Intuitive options for in-app feedback
Insurance for riders and drivers
Drivers ask riders to wear seatbelts

Design: please cross check Amy’g
updateshere =~~~ "
e Fimportant _

Focus on and prioritize safety even before it's
an issue, but dont seed worry. Address
concerns and assume that proactive measures
have been taken by knowing what to say and
when
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Safety = Protocol

We have the right rules and regulations in place.

Protocolis about having a preferred way of What it Is:

. inas. | : : ; Extensive background screenings consisting
doing things. It means experienced. trained S bioth criminal and diving reccnds

and knowledgeable specialists are solving m a non-confrontationa

Consistent service agent training

problems with clear guidelines. It's Policies for drug and alcohol use POISN;Se tRoaser Or e
protection. Rider and driver blacklisting 5 i
Driver ratings standards ol

Protocol also means someone’s in the Rider and driver codes of conduct 6550

watchtower. It offers 2 course of action. Max times riders can keep drivers walting B

assuring riders and drivers that their wellbeing Vehicie requirements ——

is being considered. Brands that have Rider community guidelines T

protocol tell customers that they are in a safe S T8 el iy v oy, PGS corme

spaceand their trust is warranted. Guardrails: nand: arsbellias

5 Policies should not overstep jurisdiction - s =

Protocolis taking the lead. taking a stand for be careful to preserve the magic of the that? You have t

safety. exercising the authority our riders and platform. Part of what makes Uber special ask They have the FAQ sect 'updj

drivers have vested in usin the right ways. is the flexibility and individuality the but it almost never answers the

while not overstepping our bounds. platform affords both riders and drivers questions you have” = Driver
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Safety = Community

We're all in this together

Community is caring. partnership. being part
of a collective group with shared values.
We've built a very special community that
welcomes riders and drivers and unites them
based on mutual respect and common
understanding.

Community is authenticity, honoring the
egalitarianism in our DNA. having empathy.
and treating all riders and drivers like
members of the family.

It is important to recognize that how we treat
drivers reflects on our values as a company

and builds trustamong both riders and drivers.

What It Is:

Riders and Drivers both have the opportunity to
provide ratings feedback

Uber respects drivers and invests in them
Drivers establish rapport with riders

Egalitarian solutions

Rider-to-driver programs

Guardrails:

Healthy community is the balance between
respecting and fostering individuality and
enforcing structure. Don't overstep - gathering
extraneous information and rying Lo creale

a social network is an overreach. Also. dont
assume altruism in the ecosystem Keep
Important protocols in place

=
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Safety = Accountability

If something goes wrong. we'll fix it.

Accountability is follow-through. excellent
customer service. and taking every
opportunity to exceed expectations.

Accountability means resolving issues
quickly. making it right. and giving both
riders and drivers the benefit of the doubt.
Accountability is what allows brands to
maintain their strength through missteps
without diminishing trust

Accountability builds confidence and
breeds loyalty.

What It Is:

Customer service response is quick. accurate,
and meaningful

Incident Response Team investigations and
decisions are thorough and fast

Refunding trips following poor experiences
Taking ownership and offering forward- looking
solutions Inresponse to adverse events

Guardrails:

Accountability is never leaving the rideror
driver hanging_resolving all issues fully. Dont
ever seek ‘easy fixes to big problems. It Is about
not admitting fault or accepting culpability.
rather, stepping up and providing assurance
that the issue will be rectified — or that we'll try
our damn hardest
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Transparency is openness of practices
that communicates honesty and
integrity. It's about being clear and
straightforward - no double-speak or
behind-the-scenes collusion.

Transparency means being upfront.
telling both riders and drivers what to
expect. It's showing a peek behind the
curtain to showcase what makes the
brand special

Transparency builds confidence and
creates brand engagement.

Safety = Transparency
We're not hiding anything.

What It Is: oy SEE

GPS tracking of every ride
Straightforward display of fares
ShareMyTrip

Drivers asking riders for preferred route The biggest expensea Is

Giving riders the option to avoid toll roads
Surge notification and option to wait

Alerting cash riders about cancellation fees and
giving drivers strategies for collection

Showing drivers the name of the destination.
not just the address

Guardrails:

The spirit of transparency means making riders
and drivers aware of all data collected and
how that data benefits them. When tech is
used to mutually benefit safety. transparency
of communication up-levels perceptions of
safety. This does not mean showing everything

all the time - only at critical moments. Also,
never divulge private data - protect it fiercely
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Safety = Omnipresence

We're always here for you.

Omnipresence is ubiquity. a trusted and What It Is:

safe option that is there whenever needed. Rides available 24/7. 365 days a year Jber is always there
24 hours aday. 7 days a week, 365daysa goo*lacations under.the same brand S .
year. The platform s always on. so rides are :’_m"’h"el e get where you need to

» % . Ive ne
always available - freedom just a click W|degl:bal ratavork sverywherein the v
away. In a world of "Google safety.” where - Rider

* S . . No holesin coverage
the notion of a big friendly giant watching Drivers always available

outfor you means you're not by yourself. Payment options matched to market iy e
Omnipresence also means power in Guardrails:

num_bers, hk‘? when an Uber drN?r gets a To deliver on omnipresence, we must deliver a be at your service We
flat tire and six others are there within five consistent experience - a familiar piece of il
minutes, or the sheer number of trips home in every corner of the world. It's being

trusted. familiar and available everywhere. all

successfully completed every day across the time and using tech for benevolent benefit sN1going Intc some vast
the globe. not personal gain. Always friendly. never ague smoke " - Ride
creepy
Omnipresence provides comfort.
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Safety = Innovation

We're one step ahead.

Innovation is needs-based thinking. knowing
riders’ and drivers’ needs before even they
do, and staying ahead of the curve. \We show
this through research and development of
products and services that stay on the cutting
edge. setting the pace for competitors both in
and out of our category.

Being innovative means leading the way,
leaning in to new technologies to imbue
safety in new ways.

Investing here tells consumers that you care
about their future.

What It Is:

Ridesharing industry creator and leader
Telematics

Uber Movement

Self-driving cars

Guardrails:

Emphasis on innovation tells riders and
drivers that we arent complacent we
will continue to workand strive to serve
them even better in years to come. But
innovations must have a consumer-
facing benefit - changing things for
novelty's sake or to generate revenueis
seen as self-serving
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Evolution means continual improvement.
a vow to stay relevant as the competition
evolves by deeply listening to customers.
This is a promise to keep the brand and
offering competitive now and in years to
come,

Evolution means adapting to changesin
the marketplace and trends in our cities.
addressing new safety concerns that
arise. and tapping into new technologies
to continually offer the best and most
elegant solutions.

Evolution is making good onthe promise
of along term relationship.

Safety = Evolution

We'll stay relevant

What It Is:

Ability to schedule rides

Rider or driver able to contact the other
regarding pick-up through anonymized
numbers

Language options to fully utilize service when
traveling / in multi-lingual regions

Expanded rating system

Partnerships with Insurance companies, car
manufacturers or dealers. detailing services

Guardrails:

Evolution is about staying relevant and
changing over time to react to shifts in the
landscape or culture, but not evolving into a
brand that is fundamentally different than
your DNA — never alienating our core. Also
be sure to evolve thoughtfully. execution
matters
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The g Dimensions fuel Trust and
Safety.

All of the dimensions of trust and safety are
important to our consumers, and they serve as
guiding strategy principles for all teams.

Dimensions creale a narrative framework that
guiides the experiences we provide,

and the needs we address, and the way we
communicate (o consistently grow perceptions
of Trust, Safely, and

Brand Love,
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The Trust and Safety Narrative Framework

Trust & Safety
Narrative Framework

T

ooy

i '
L |

Q00 " 1 1

B

°

Context

bl

@O0 DOO KOO
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Applying the Framework
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Taking the first step across the business

In our review of the consurmer dimensions
across the lifecycle, the following are the
greatest near-term opportunities
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ok

I'm starting to think that if the template is flexible we can start this and flex them in and out. For example, | have ¢
bunch of marketing ones. For other teams we might build out comms, or product ones, etc. If that is possible, the
amazing.

§
ERE

would be reall

Eater Pars

[DESIGN ELEMENT GO/PLAY BUTTON]

Lo

i el e
¥ate Farkss
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Sharpening communication — getting our global story right.

Objective: Communicate that we care about safety.

itis critically important that we communicate to consumers that safety is a priority. In some cases. that message can be
overtand include specific reasons to believe, In other cases, the messageis best delivered in less explicit terms so as not
to plant seeds of doubt or introduce concern for risks that are not top-of-mind.

Explicit Safety Communications (What riders and drivers most want to know):

Riders Drivers

e Background checks consisting of a criminal background e  Easy accessand contact information to reach the
and motor vehicle record review to vet drivers More company in case of an emergency
specificity matters. no prior DUls, no prior felonies, etc ° ir‘-s-_v:anc'e policies that cover you in the event of

e  GPStracking of every ride accident

o Key infon_‘naticn is provi:;ed prior to pick-up including e Getpaid directly to your bank account every week
driver's picture, contact info, car make and model, and e  Helpsystems available for drivers if something
license plate happens

e Vehicle quality standards verified through inspections, e  Ability to share your location while on trip (currently
confirming seatbelts, airbags, and model cars in product development)

¢  Rating system for both riders and drivers helps ensure e  Straightforward breakdown of fares and incentives

mutual respect and accountability
e Ridesare available 24/7, 365 days a year across the globe

Implicit Safety Communications — Messages that communicate higher order values and brand promise of safety:
“Confidence,” “certainty,” “control,” “care,” “follow-through,” “expertise,” "peace of mind," “comfort’

This is where we can put the top reasons to believe - as discussed, they wouldn’t be
prioritized but we'll define what ideas are important and put them in consumer
friendly language - kind of like talking points.

39
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+susan.monahan@keltonglobal.com what does this one mean: Help systems available for drivers if something

happen

Rate Fe
that one was about tapping the community for immediate help. e.g., if a driver breaks down or has an accident, a
call goes out to nearby drivers on app but not on ride to assist

e AYUSENT
B T S PP A TR )

%

WA e e e I I
¢ Monahan Board, 4714

Uber_DOE_0014086
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possible from budget prospective, communicate safety
narratives through photography versus icons. Keep a
humanistic approach.

¢ Showing that we'e serious about safety means obsessing
about the visual details. Riders should always have seat
belts on any local regional or mega-regional advertising.
Children should never be without a carseatin a vehicle.

e UXshould strive to reduce uncertainty, no matter how
small Certainty contributes to feelings of safety. For
example. many first timers don't recognize that we t
provide the license plate number in the app, and are
anxious trying to identify the car. A small one-time
overlay both educates riders and increases certainty.

e Thedimensions of safety all have different visual
identities. Understanding the consumer differences is key
to reaffirm the message. See slide X for full library.

Sharpening creative — getting our global visual language right.

Objective: Ensure visual language communicates safety.  NO (X MARK) YES (CHECK)

Prctecting comenurey

e Safety is aboutreal people in the real world. Where o
L ]

o iy s e

w
-

Not prescriptive; it's a metaphorical thought starter
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Revamping our web presence

Objective: Give consumers answers faster with better language.

Why: Weak language and architecture doesn't convey safety
effectively or prominently enough — particularly for our
perspectives. There is opportunity to be clear, empathetic and
intuitive,

What: Embark on a full website and SEO strategy overhaul
keeping safety in mind

In the absence of a centralized. person-to-person information
channel. consumers turn to Google or ask others for
information — if our answers aren't helpful, intuitive and
proactive folks turn to other sources which fuels
misinformation

Riders and drivers alike struggle to find the answers to safety-
related concerns, and feel that Uber isn't an active partner in

educating them. compared to competitor ridesharing _ VISUAL LEGEND:
: Dimensions called out Transparency, Proactivity, Protocol
companies. Life cycle stage that corresponds Awareness —->Consideration

; : Educatic /hat to expect whe
Who: Safety Marketing + Global Web Teams i e L

additional image bank needs to be added: use cropped in
dimension mood imagery that corresponds

41
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Infusing a human touch in our Greenlight Hubs

Objective: Show drivers that we care about safety via increased
human connections in our Greenlight Hubs.

Why: GHLs can be a go-to-source for drivers on safety (it is the .

only place they can reliably talk to a real person). but we're :
underperforming by not prioritizing and recognizing their Ve ‘L “
feas, - _Design note: This photo is super stocH
What: snot diverse but ideally we show warn|

Develop GHL safety education programs to better train agents
on addressing top safety concerns specific to each city. Eg..:
e Howinsurance works
e 'Whatto doin an accident
o Assurancethat we will deal with difficult riders and other
issues

Create and infuse safety messaging into GHL spaces through
physical collateral. and interactive content (on-demand videos.

explore-at-your-own-pace information) and trainingg. Who: GHL and Safety Program Teams

Prioritize information pertaining to safety in a humanistic Dimensions: Community. Proactivity
experience that is designed to establish trust. The goalis to Point in Journey: Activation -> Conversion
communicate: "We're here. we prioritize your safety; there's a Needs; Education on what to expect when riding
physical place you can come for answers” or driving:

42
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Go consumer-friendly with our safety story

Objective: Give consumers the safety answers and tips they
need to feel secure.

Why: Core areas of our safety narrative are perceived as
effective when explained. but suffer from very low awareness.

Context: Complex issues are a natural opportunity to lean into
great marketing with clear. shareable content on top safety
areas:
e Showand tell how the system works to keep riders safe
on every ride, every day
e Show riders and drivers that our community guidelines
create rules and protocol for our system.
e Inject levity. fun. disarming style to underscore brand
benefits while providing certainty.
e Focus on the key moments of vulnerability. including

insurance, and infographics of background checks
Who: Safety Marketing + Regional Markeling
Dimensions:
Transparency, Community, Protocol
Journey Phase: Consideration — Conversion
Needs Met: Education on what to expect when riding or driving

43
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Put smart information at our customer’s fingertips when they
need it most.

Objective: Empower drivers and riders with in-app education to make rides safer and, in turn,
engender more trust with drivers

Why: Our app can be a powerful tool for providing the right information at the right time --
providing extra certainty to a new user, serving up a confidence tidbit for a power driver who
is expanding their usage at night. or pulling up an insurance card for a driver when they've
been in an accident

Context:
Building and supporting the right content within the app experience. including:
e Safety tips charted through the ride experience
How-to's on engaging with riders
Managing challenging riders; what to do if rider gets sick. is intoxicated. etc.
List of places for Vehicle Maintenance
Answers about insurance
Who: Safety Product / Marketing + Product Marketing

Dimensions: Competence; Protocol Proactivity
Point in Journey: Activation -> Conversion
Needs:

additional image bank needs to be added: use cropped in
dimension mood imagery that corresponds

“People who drive for Uber are unhappy driving for Uber. ... When you have
frustrated employees, | get nervous. | don't like it when companies don't treat their
employees well. | don't want to buy their products or give them my money. And | hear
Lyft treats their employees better.” — Rider, Los Angeles

44
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Build an internal culture of Safety

Objective: Establish an internal culture of safety that supports
and champions our consumers needs and concerns.

Why: Trust and safety are micro-moments throughout the
user journey. and various business functions can help.

Context:
Internal engagement on trust & safety is critical to reinforcing
a culture that prioritizes and innovatives for our consumers.

A few first-step initiatives have included company-wide
emails to help prioritize safety but more is needed to ensure
that this pillar of our brand is recognized and highlighted.

To uplevel our support of safety we will:
¢ Build and promote engaging internal content and
materials
e |aunch the company’s first annual leadership Award to

celebrate the people and teams that are working to go'i':]‘;'i‘:%’:f:niiﬂ?u‘;’;ﬂn};E[ﬁagg:;'}zrsbn
improve the U.b - experlef}ce 3 Needs: Knowing the company prioritizes
Who: Safety Marketing & Executive Leadership safety.
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Double down on global SOS solutions so no rider or driver ever
feels alone in an Uber [DRAFT FOR KATEI
Objective: Give riders and drivers consistent and locally )
appropriate emergency response from Uber g P
Why: One of riders’and drivers’ biggest concerns is feeling
alone and powerless if something goes wrong on trip. Driver
SOS s also one of region's biggest asks.
Context:
e Provide discrete method for ridersand driversto alert o || [——
Uber and receive help in emergency situations [ ——
e Protocol once button is used must be tailored to market F—
e Markets with reliable services would alert Uber and . e
police/emergency services with location and car info 5
e Markets with unreliable services would connect to Uber
and dispatch necessary help (private security. other Dimensions:
Uber's. etc.) Protocol, Omnipresence, Innovation
Journey Phase Conversion — Repeat Use
Needs Met: Emergency response services
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Glde 48

2 +kateparker@uber.com This image is actually a reference to the old Mayday flow but | thought it did a good job
of presenting how it could work. You can see new flows of Mayday here (let me know if you want another image)
https://docs.google.com/presentation/d/1UyW3QPYcF1TQytS2huolowglOz91eRUNDMI-IRKnwWO/edit#slide=id.¢

IS DIPSPTVE S ST RN
Johnathor |

1 +hollis@uber.com for your feedback

kieish

RELE]

Uber_DOE_0014094
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TAKING OWNERSHIP
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Based on research, there are
additional action items for
bringing the dimensions to life.

The dimersions come 1o He in differentways for
Cifferent business unils, The Trust angd Safety
framevvork provides guiding principles that can both
inspire and align intemal teams on plans to impact
perceptions of safety for end ussrs,
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ACTIVATION MAP

hitps://docs.google com/spreadsheets/d
MDRX0O3wwYKna8xRdke3tl6RulVEX6

AtimAk4pNninUDg/edit?userstoinvite=a
memmans@agmail.com&is=58cc1ff1&a

ctionButton=1#gid=0

-

N sve e

Trust & safety
actionability map
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+johnathon@ulber.com - i think you have the latest version that you're editing here? let me know if that's all set,

or living elsewhere.

v A nnsban Boan n

ok

hiiic
% +susan.monahan@keltonglobal.com Could you please add a link in here to whatever is lastest source? Need this

for internal.

i el e
¥ate Farkss

3 Yup. I'm working on final content here taking your feedback Kate:
https://docs.google.com/spreadsheets/d/1DRXO3wwYKna8xRdke3tI6RulVEX6AtimAk4dpNninUDg/edit?userstoinvi

. g

I'll have it this eve

rvfamatihmay Dyieeell
Johnathon Pueldl,

Uber_DOE_0014098
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Opportunities are everywhere.

You now have the toolsto monitor perceptions of trust and
safety among customers. We know what's working, and where to
focusto improvethe experience and impact these perceptions.
And you can develop more ideas on how to activate those.

You car take action and move this forward,

Hnsert microsite URL] is yowr destination for these seseds
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Brainstorm solutions to improve
feelings of safety in areas where you
have expertise and can optimize.

STEP 4 Honsonihe momanis ofy

ivers o

STEPR 2 internslize the custormsy read st thal slags asthe hey to sobve o,

STEP 3: Deview the dimensions of safety and guardrails o work within

STEP 4 Consider the ways various teams of business urits can solvefoy
these needs and bring these ideas 1o life,

STEP & Dapam
by TS
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This roadmap is the result of a careful process,
that originated with our customers.
But it is also a work in progress.

We started with insights. and by et \

lifting those insights to the [
; r tlcal | .'
theoretical level, we are able to .
interpret them and extract practical - |
Pragcticpl

implications. From that we create
strategic frameworks that can live
on and stretch across the business.
or serve as a springboard for
tactical executions.

Uber_DOE_0014101
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¥ +susan.monahan@keltonglobal.com
Kate Parker, 3/21/2017
& Let's make this design be a round-robin of strategy.
Kate b ¥
2 design should indicate that this is truly circular
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And we're not finished yet
There are several intliatives currently underway 1o bring this

home,  ys social Listening Launch: 3/31
v Tracking T&S sentiment through social media channels will give us a daily pulseon
consumer parception
« it socisl listening launch - 4/7
s ANZ, Brazil, UK India, Indonesia
s Brand Narrative Microsite Go Live: - 4/7
This will include templates and playbooks forteams, physical planning assats,
dashboards, and ressarch analysis
« ProspectRiderand Driver U.5. Quantitalive Analysis Complete-4/14
Estimation of business opportunity {4/8) and Impact of safety on business metrics (4/7)
Estimation of Safely's contribution to Trust {4/14}
«  Cagrent & Churned Rider and Driver U8, Quantitative Analysis Complste- 4/21
v Estimating business opporturity {4/17)
¢ Launch intermnational Quantitative Markets: (8/17}
Ondine survey among riders and drivers

Confidential: Subject to Protective Order in Case No. 3:19-cv-03310-JSC Uber_DOE_0014103
HIGHLY CONFIDENTIAL — ATTORNEYS’ EYES-ONLY UBER-MDL3084-000067525

P-00487.00062



We're standing at the fork.

Where we go ne)(t iS up to yOU- Design: please cross check Amy's text

updates here
We can limit ourselves to objective safety.
Or we can also embrace the power of perceived safety.

We can just focus on short term risk,
Or we can also lead by standing for safety as one of our four core equity pillars:
(Safety. Value. Choice. Convenience).

We can incrementally work on our safety record,
Or we can also make sure ridersand drivers feel safe and secure at every step of their
journey.

By understanding the relationship between perceived safety. trust, and brand. we can help
spur growth. increase engagement, and become the antidote for churn.

Joinus.

https://docs.google.com/document/d/1v7hEulpiv4ulSipZA6vjyolk FcKb5iiuHR5Z0Qi

COk/edit
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APPENDIX
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[Everyons has 3 role to play)

Adeam - Gresnlight salfely brand narrative as parbol Brand eautly piles, snd provide execitive
: ) . supnot toshow thal Uber s & commary that primitizes salely fparficipatingin o safely
Leadership

wadershin avard, unlocking 247 custoamer senvice Suppth.

o Eie s = Lawsh global siealegies lergplales st dashhosrds for moving e neeilie oo salely

Trust & Safety parcepliondoonsumer safely campsinns, perception arslviios)

Regional/ . . o , o T :

Eunetional - %‘-’;mger it ssztg-gfﬁtzm of key firststep frstiative &géﬁiﬁti@% o leverage domin greg

: i aspertise (websie uporadss, produdt fealurss, dals angivsis)

Teams

P ~4ead on the growrgd effods for effectivensss and help-launch and Herate Improvements

Local Teams SO oty assuranes prograns, treenioht b secution)
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Glde 58

& Added this slide for the appendix.

wate Parker, 3/
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Supplemental Reading on Brand Love

TRUST IS LINKED WITH SAFETY AND CONTRIBUTES TO
BRAND LOVE FOR THE SAME BIOLOGICAL REASONS AS
INTERPERSONAL LOVE

BRAND LOVE HAS SEVERAL CORE ELEMENTS,

RESEARCHERS SAY
LINK HERE
THE BENEFIT OF BRAND LOVE IS LOYALTY, POSITIVE
LINK HERE \WORD-OF-MOUTH, AND RESISTANCE
BRAND LOVE HAVEEIGHT KEY PHASES
Possibly four
thumbnails with
headlines under?
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GRAVEYARD
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Impact will Béhegﬁsured against an expanded
list of KPIs, including:-

Key Perceptions (based on those with highest Corcelation to
Trustand Usage metrics)

Safety Vulnerabilities Reduction (based on most common
and those that represent greatest business opportunity)

Awareness/Efficacy of key products/Initiatives (based on
those with greatest impact on safety perceptions)

Word Of Mouth (WOM)
Safety Experiences/Incidents

Wew;}l hold ourselves accountable to a new standard.

Dashboard Visual to come
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=

géi’fetx is the gateway to our
industry. It's a fundamental
expectation‘ih-t@nsportation.

.
e
.
~

“Safety” is a top functional benefit for consume}s\\vitni_n transportation:
75% of current and potential riders agree that Safety is\&lgnding benefit.

behind only Reliability. S
Trust & Safety is a barrier to rider growth: And a barrier to driver mppl;‘é'ld\ sngagement:
B58% of prospects ‘dont know if Uber 27 % list safety as the top barrierto drlwrx{ﬁhq\,lber

adequately background checks drivers’

Half of existing drivers limit supply hours due ',cé‘.'e;)'
B57% are ‘uncertain | will be safe'

47% agree 'l choose which neighborhoods to stay away.-“"\\_

Alt version: Less than half (48%) say from ‘the dangerous ones =
it :s something | would feel safe 52% say "You dont know what will happen at night .\\“\\
using’ ¥

) y ;
§3% dentyst Yner drivers

of Transporiabion.  Rider Growth Earier & Driver Bamier GOS O4 2018 Reasons for Not Riding with Uber {Uber Ersns Esssins
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We've reached
a fork in the road.

~

24 hours a day, 7 days a week ™~

across the globe, millions of riders ™
and drivers are connected to
people, places, and experiences

with Uber. Our reach is expansive,

but we can be bigger, we can be

better, and we can be more loved.
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g

Wé-a_rg under-delivering on customer
expectations for safety.

Consumers expect us to take drunk drivers off the road.
To provide reliable access for the elderly and the
disabled. To work hard to make théworld a better place.
To provide a safe experience with empémy._

But historically. we've approached safety by strivih\g}'te\
reduce incidents. We've focus solely on solutions that ™~

That's not enough to be customerobsessed.

make already rare incidents even more rare.

Confidential: Subject to Protective Order in Case No. 3:19-cv-03310-JSC
HIGHLY CONFIDENTIAL — ATTORNEYS’ EYES-ONLY

P-00487.00072

Uber_DOE_0014113
UBER-MDL3084-000067535



R\‘Cus\[:‘omer obsession means
prioritizing safety needs and feelings.

.

In addition to making rgré-iqpidmw even morerare,
we must make every driver ah‘d\e_\_.\'ery rider feel safer

on every trip. i -

Safety is a feeling. An instinct. A brand experience. \

Safety drives trustin our brand. It is key to our e
reputation and our brand promise. It's a response to R Y
millions of subtle. and not so subtle, micro-moments

in the customer experience.

.
.

Every time a driver doesn't activate because she's
concerned. every time a rider doesn't use us .
because he feels afraid. every time someone drops L
off the platform because of anxiety. we all lose. x

Perceptionis reality.
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Trust and safety have the potential
to create competitive advantage.

Explicitefforis 1o protect riders
and drivers demoralrale a level
of care and connaotion thad
ultimately builods rust, invites
trial and sustains lovalty,

Leacing brands master brand love by bullding certanty,

Aoy daouse they goubove gnd bevond

prrdeny &

Riders and drivers who trust us

=
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4 to appendix
1 let's cut this from this deck
Katherine Parker, 3 77
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Trust and Safety give us permission to innovate.

4 the mace, to continually lsad nto the

g and mo % ASK DU

v cowd bevond # s the ogt
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5 to appendix

Jobmathon P

2 let's cut this from the deck

Katherine Parker, 3
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Sharpening communication - get our story straight.
What riders and drivers most need to know, in descending order.

Riders Drivers

We conduct extensive background checks consisting of Easy access and contact information for the company

criminal background and motor vehicle record to vet drivers $1M liability policy covers youin the event of accident
GPS tracking of every ride o

Get paid directly to your bankaccount every week
Key information is provided prior to pick-up including ; 5 :
driver's picture. contact info. car make and model. and Helps drivers out if something happens.

license plate Ability to share your location while on trip

We maintain vehicle quality standards throughinspections.  Straightforward breakdown of fares and incentives
confirming seatbelts. airbags. and newer model cars

Rating system for both riders and drivers helps ensure
mutualrespect Rides are available24/7, 365 daysa year Communications should be explicit in that we

srassihe gwebe care about safety and focusonit, but implicitin
Rides available 24/7. 365 days a year across the globe the details we share about what we do and
how.
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Trust and Safety have 9 consumer dimensions.

Together, the g dimensions our consumers cite

can be used in your market and business Reliability
functions to move the needle. Well come through. you can count on us
Evolution Proactivi

well st nt -
ell stay releva We put in the effort to think through

what could go wrong
Innovation

We're one step ahead Prot L

We have the right rules and
regulations in place

Omnipresence
We're always here for you

Community

We're all in this together
Transparency Accountability
We're not hiding anything If something goes wrong, we'll fix it

ref latest narrative language here:
https://docs.google.com/spreadsheets/d/1mWuEa8Hy0
h4sI8FvKMvxC7m-1DOQUtRgrhoRu1QKG6g/edit#gid=0
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. . . Mood board style imagery
Getting our visual language right. to supportthe key words.

Kate to send symbols or

Communicating confidence, certainty. | . .ccunat other graphic

language o include?

person has been velited
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From consumers' perspective, we have room for improvement on
some trust and safety dimensions more than others...

Strength: A ride can be called easily throughapp anytime

Strength: Product improvements suchas language
Weakness Quality of service (driver, driving. car, rider) is

options. anonymized driver./rider contact numbers

Strength Givencredit forbeinga

category leader / industry creator. new

programs like salf-driving cars

Weakness Seenas spreading itseif too

thin without perfectionand true market pnnovation
disruption{eg Eats Halx, etc)

ithough some think regulations drove thess safety inconsstent

enhancementst Reliability

Weakness Not seen as naving Listenad to consumersto ﬁ

evolvethe coreexperence for the better (e g smaoother @ Strength GPS tracking and trip details create a feeling of

pick-ups. easier safety confirmationof right car / rim safety. elagant UX indicatesthoughtful expenence I ;

driver.atc) o T @ Proactvity \Weakness Concernabout prevalence and effectivenessof prog
\ 4 pre-training, proactive preparedness for incidents

Strength: Background check process{when explained in
Protocol  detail) provide assurances

Weakness Usersdont understand the requirements for

behavior or consequences for misbehaving

) - J Please
Strength: Uber serviceis offered proactivg
24/7globally X 7 than a
Weakness Lackof 24/7 Omnipresance Community Strength: Amazing network of ridersand drivers Qﬂ
concen

responsiveness creates doubt the / \ / Weakness Bothriders and drivers want a better

company is truly there for them "y J ) e relationship with the company
sy @) (@) s

Strength Trip details are a benefit (license plate
number, driver photo, stc)

Weakness Lack of informationabout protoools.
commitment to safety and product features

Strength: Uber provides quick refundsinresponse to
low-leve| issuss

Weakness Uber isnt perceived as addressing issues
to prevent recurrence or behavior escalation

Map indicates placement of Uber
according to rider and driver
participants in qualtative research
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Consumers think other leading technology brands
surpass Uber on the dimensions of trust and safety

“When you buy an Apple
product. you know exactly
what it is going to do. And
you have access to tutorials
and workshops. They dont
Just want you to buy a
product - they want you to
understand it” - Rider

‘| have always found

reliable You almost
want to have a problem with
them because they go
above and beyond to make it

Evolution 9
Innovation o. Q

@ Google
0 amazon
@ TESELR

@

Remove tesla
Show three separately
Bump Uber down on

| —\ -
"~ R F ) . M
better” - Rider 0' e s & @ o innovation
so0le has pretty much \\ . Pe L
anything you want to know. It ~ 8

/
. — - . .//

does everything It is like the Transparency e S Accountability

air you breathe It is always

there”. -Driver
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Objective: Give consumers snswers faster with better language

Partner Team: [Wed Team] . | Kate sending the initiatives;
placeholder

Resources: Content, Strategists, Writers, Solicit Testimonials

Timeline: & Months

adpscing et Vivamus rutrum rhoncus
omare. Nam in sapien congue, pretium
neque nec, cursus est. Nulla at ante sa
amet nibh mattis congue.”

B o Transparency @ - 0 ‘-:_;4_::;-_,‘:‘- :,-l;;.;: 10 expect wren AWARENESS »»>> CONSIDERATION

™ ﬁ:.l"; and J.'hr";
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