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We've reached 
a fork in the road. 

Historically, we've approached trust and 

safety by striving to reduce incidents. We've 

focused on sotutions that attempt to make 

rare incidents even more rare. We've isotated 

trust and safety as a ' team * as opposed to 

recognizing i一ts shared ownership across the 

business. 

That's no longer enough if we want to be 

truly customer obsessed. 
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W 念must prioritize safety 
needs and feelings of trus 

Safety is a feeling.A撰nstinot. A brand experience. 
S寨毅y碟龠霭＄trust鳃o铩豳rand. 

Safety is 1<触y 埂our re落tat蜀n an娘黟ur brand 
promise. as a response to m 鞣ions of subtte「and not 
so subt鞯『；11icro咱"ornents in the c鞯继er 
experience. 

Every trrie a driver doesn't actkvate because s 
concerned 
because 

avery瓤me a rider doesn't use us 
.fee诱afraid, every糠甓e someone drops 

o抒牺铁platform because of anxiety, we all绿se. We 
aa own safety. 

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 a黔娘怂无肇ety se黔糕搬恋难业 

unlocks 
opportunity for Uber. 

By understanding the retati◇nship between 

sa触ty and trust, 

bran娘an蠊reputation, 

we can help spur growth 

increase engagement, 

become主h镳antidote for churn, 

a暧uncover a tot鳙-ter玑lever far g超党怃， 
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Slide 4 

2 Suggested headline: 

Safety builds long-term trust/reputation and unlocks short-term opportunities 
Shoo r. 3/;O/2017 

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.comipresentationid/1F-KUYiRRID926EyKWrrgBLe-Kg9l_d70pmdmuGJ4p6Cwiedit 
l of is Shoor. 3/22/2017 
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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. 

LOLD PLACE FOR $$ REVENUE DASHBOARDS 
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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. 

HOLD PLACE FOR 

IMPACT ON KPIS 

HOLD PLACE FOR 

IMPACT ON KPIS 

'The more I trust you, the safer! feel.' 
Trust is the stickiness that keeps riders and 

drivers connected to the brand as it evolves. 

or it can be a leaky sieve that causes them to 

stray. 

'The safer! feel, the more 1 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 

Seif-brand integration. Shared 
Values. Community Impact 

(Outcomes of Brand Love) 
_ 

Positive WOM 
•• 

Willingness to pay a premium 

Forgive brand failures 

More likely to try new products and services 

Passion / Fun 

Positive emotional connection 
fun 

Trust 

Reciprocal with Safety 
anticipated separation distress. 

certainty and confidence 
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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 461 

It is a barrier to growth: Less than half of prospective riders (48%) say 

Uber 'is something I would feel safe using' I -7,c, 

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

barrier to driving for Uber  :.LJ 

and HaLf of existing drivers limit supply hours due to safety. Source) 

collin/joowon- note new 

break on lines and please 

copy new sources 

Safety is top (slide 46): 
https://docs.doogle.com/presentation/d/1UilCL1qeqbxcm7HUpLbuP5zvYhRoQo-
Sc78tD8H 1dyQ/ed it#sl ide= id. p84 

Barrier to growth slide 31 
https://docs.doodle.com/a/uber.com/presentation/d/1Igxm9vebMuo5TZoGt-
y9d9ziqXTUdmrfwDyB3KKsE4w/edit?usp=sharing 

Barrier to supply slide 37: 
https://docs. wog le.com/a/uber.com/presentation/d/1UilCL1qeqbxcm7HUpLbuP5zvY 
hRoQo-Sc78tD8H1dyQ/edit?usp=sharing 

Half limit supply hours (based on US numbers): 
https://docs.doodle.com/a/uber.com/spreadsheets/d/12iDuRr7BuKbJs - 
hvsExZ4ExZilsx1LAgYvEZiHNk1o/edit?usp=sharing 
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Slide 8 

1 Design note: we are going to need to swap out these stats for various countries on an ad hoc basis. 
.Katv Pmker, 3/2.9/2017 

1 Does hollis have this info from other countries? 
Amy Snow, 3/2.9/2017 
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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 of the cities 
we serve. to ensure every Uber experience is delivered 

Choice 
with certainty and confidence. 

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 KPls, including: 

Perceptions 

Feel safe using it 
It does enough to 
ensure drivers are 
safe 
Committed to 
safety 
Order for a loved 
one 

% strongly agree 
vs Best in Class 

Vulnerabilities Product/ Initiatives Experiences/ Incidents 

Alone 
Late at night 
After drinking I 
intoxicated riders 
Unsafe 
neighborhood 

% Selecting 
QoQ change 

Driver screening 
Vehicle safety 
inspection 
Insurance 
coverage 
2417 support 

% aware effective 
vs Best in Class 

Frequency of 
safety experience 
happening 
Satisfaction with 
resolution 
Likelihood to ride / 
drive in future 

QoQ change 

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. 

40) 

ALIGN 

Case Studies: 
Success stores in 
pro rtrzing Trust and 
Safety 

elevant logos shown 
NALIGN & 

section 

I-

DISCOVER 

Cultural Landscape 

Analysis: 
E of cultural shifts 
influerrzng perceptions of 
S5fet. n-arkets 

Expert Interviews: 

Cross-industry insights 
from brand-blind 
interviews vithtrust and 
safety experts 

EXPLORE 

Insight Sessions 
66(2-3 hours each) 
Brand blind moderated 
discussions with hundreds of 
prospectiveand current 
riders and drivers 

Chicago. Las Vegas, 
Charlotte, Delhi, Moscow. 
Mexico City, Kuala Lumpur. 
London, Los Angeles 

OBSERVE 

Ethnographic Ridealongs 

33 (2 hours each) 
Morethan so rideshare rides. 
both Uber and competitive 

Chicago. Las Vegas, Charlotte, 
Delhi, Moscow, Mexico C ity, 
Kuala Lumpur 

Co rrpetrtor bland rides 
Lyft. Ola. Meru. Gett. Yandex. 
Rutaxi, Black Cab. Hallo. Add iso n 
Lee. Easy Taxi. Cabify. Grab 

l'AEASURE 

Quantitative Survey 
Global survey to inform 
Tru st and Safety Dashboad 

Starting in the US in 2027 
n = 9,500 riders 

n= 6.300 drivers 

Other global markets to 

follow 
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This applies to you. 

The brand narrative is a global perspective 
designed for local implementation, 

Concerns for safety are fundamentally the same from 
country to country. but there is also local context. This 
document relies on a foundation of insights from both 
riders and drivers in tentpote markets around the 
world, allowing us to capture both global concerns 
and local nuance. 
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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 threats to one's body 
• Emotional threats to one's psychological well-being 
• Cybe r threats to our digital identities and finances 

Uber's success depends on mutualtrust 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. Uber 

Emotional 
Safety 
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Consumer types of safety are globally consistent. 

Emotional. 

I can look after myself. but do I put myself 
in a position where I feel uncomfortable? In 
other jobs. you have an HR department but 
in the middle of the night in a car alone, you 
dont have that' - Prospective Driver. 
London 

1 feel more comfortable when it is a female 
rider. IVe had drunk guys say weird 
comments and I just try to pretend like I 
dont notice' - Driver. Las Vegas 

'We aren't safe anywhere. They stare at you 
so 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 a 24/7 
constant thing - when I am out and about. 
I'm tapping my pocket to make sure my 
wallet is 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 

'I sometimes commute from university to 
the malls. and there are so many cases of 
sexual harassment I'm not so confident in 
the safety of Malaysia right now' - Rider. 
Kuala Lumpur 

Cyber. 

'To be honest. I don't trust any of [these 
brands) with personal information 
because of the news. The U.S. 
government got hacked by Russia..' -
Driver. London 

'The rules of the game are changing 
everyday.. We worry about information 
safety, so I dont usually use a bank card 
for services. Ensuring safety of my 
financial data is key.' - Prospective Rider. 
Moscow 

'I do worry about information. I got an 
email from my bank asking if I 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 arrni I ntc` - Procnprtivp Orivpr 

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 that is only used for driving." 

- Rider, Charlotte 

Once I 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 - I can look after myself but do I put myself in a position where I 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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Feeling safe means "confi 

Overcoming the root causes of uncertainty 
builds both feelings of Safety and Trust. 

dente" and certainty." 

Feelings of uncertainty are caused by lack of control, 
unexpected outcomes, and the unknown. 

Around the world, our community told us that they 
feel safe when they can rely on predictable 
outcomes. 

This is consistent across drivers and riders, and across 
all three types of safety physical, emotional and 
cyber, 

Confidential: Subject to Protective Order in Case No. 3:19-cv-03310-JSC Uber_DOE_0014062 
HIGHLY CONFIDENTIAL - ATTORNEYS' EYES-ONLY UBER-MDL3084-000067484 

   P-00487.00021



99t L900001 90£1C11A1-Eln 
E9017100一易oa力°an asr-o i EEO-A3-6 [:礦ON ase0 ui JapJo anipa parqns :I1uapijuoo 

KINO-S」人」（SA」NNOLLV - -NUN」GI INOO A-11-1O1H 

A4O °ma!Al 
！- ．aDuapiluop pue 4 SflJ4 noA san!8 Ie啦…8wq auuos8 ipuawwo @J 0110@WOS aq 
maD •pa4elaua8 s! 4 sn4 '4uapi」UO3 a』e noAp puv . wa4sAs aq4 … e4計OO1 noA 

滕ODSON J計 r:.p翻洋繙｛雇3 

遘motJ noA＆肄辛 !Omoo繼弄e uo u Aa一 a 
親囉…夥备｛um 拎璣ueo 

碘 
緣鑼UC世蠶T1擎翻毛3瓣uaA砷 

O 
o弄）鈕燕柚珞織j一；、4t黔ppoo ）矽鈾* noA salet畫J聾饕鑠燧磚饞．囀Jp 

饑4囉陬鷂』翼s翻｛礙氮毫＞tkg„ 轅　』P轡t鞋I｛．鰍9嚇增Jo掩q{ 

o6e簿｛O＞』鑰一｝｛耱-n’囀 
甏6毫難∼EH ' OJes 'aeJ 91II SEA 

羈箋｛締｛轟　Q鑼鑼S澤 

994 OUJ semew UO霾O餓碌鱗｝a』 

肄壤JO翼褚 Ow Du!pOold 
e ooe d &NIA』鼬蘇3三砷 

uopuoi伯絡艇』簸一；;．siavp基）鍵3涕‘＼鑲櫻 

甏I遺嬸囀譽量p woosse we § ODu舍wo3 0w se/ 6 饕 , 

06鷺簍｛逋｝广弄繇繹辦咐；<a韃｛鞋 

Nu°翩』ofew綴翦巍！礁觀uEs o轟 韉鈾！蝴 asneo饔這 pue q 
e u! 1sm; prqS媾熬 O1. soew AOUO sisuoO, 

o6e3IOID!d 
-．asla auoawos puej〕osJnoA鍵蠶爹毽peau noA》輔｝鰱｛歪＞d 

y瓣od woij鴦 !孃毽）．誹鵝氫主掩｛毛巒｛瓣l（纂鞋牙＜）蝨!wow WE t, 

締dwni ern> iat蓮3轟曦3adsoJd 
- •露翮囁麴no繼雛然）穢囀:uop noA LIEUl'UOSOd 

ern鐸秘獻崖e u!蘇：）磁，攀UO3 0ACL“藉襁酗鐵巒嫦no禿主｛。 

熬OO5-O/Aj 'JOApa 
鎗｛＆』ue3 noA SUEELU肄UOD puealn3as 6uqaad, 

一；＜翻戴）藻魏涕f淹q 'oP{’搴 

薅撼｛>pu鐵｛心樁饑O 

6鞦攀璘O一』0織j 
榣J辮3 oueamas ｛ee; rno森 

森at拄O遘磁封＄鑼aLU ol snit. 

撖｛雞一耗“跏＼悉鑼羚蜒』黏鏘轉ELI" in＜〕碡戀籍韆灑撣OD 

6u{aej Ina '/40Je5le鏤s触d Ina noqe3stir IOu 9 IL 

u＜}p辦｛嚴乏i一辯o1BW C事】｛ 

拜（＞森触．畫舐耨鍵爨＜籌6u｛熟q磁鎗磁3并＜>難aNuo3 
贛anoA ueul磉n lase,/濯合nits poo5e粉∼繳4n酥』｛

‘』穢p鞣- ＜;6u!LnAue op LIE3 no), injiam\od s灌1銬 

a6铃n6u聳 kiaAa u! awes at.隼 punos A u雞pao pu鷺 a蝨uap!juo合 

   P-00487.00022



e Trust and Safety Framework 
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Trust and safety are micro-moments 
along the rider and driver tifecycte. 

Understanding how trust and safety appear along the rider and 
driver journey allows us to identify need states and critical 
points of vulnerability in the current experience. 

It also highlights the many teams and programs that impact and 
control feelings of safety and trust in the experience. 

Micro-moments appear throughout the lifecycte for consumers, 
so we define the most pressing needs at various stages, 
mapping and addressing key points of vulnerability throughout 
the customer experience. Taken in conjunction with the 
dimensions, we find opportunity. 
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iRitlet /driver Journey 
Moments of vulnerability 

Tub 

I 
--

New chart content here: 
https://docs google _co m/spread sh 
eets/ci/iqZcH NYbFfnf94en 6 F Cp 
RaZFFvaLFIbbc6ug8o6R51/edittgid= 
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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 
We'll come through. 
you can count on us. 

411) Proactivity 
We put in the effort 
to think through what 
could go wrong. 

Protocol 
We have the right 
rules and regulations 
in place. 

Community 
We're all in 
this together. 

Accountability 
If something goes 
wrong, we'll fix it. 

Transparency 
We're not hiding 
anything. 

Omnipresence 
We're always 
here for you. 

Evolution 
Well stay relevant.

Innovation 
We're one step 
ahead 
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From our consumers' perspective, 
we have room for improvement 
on some more than others... 

O Evolution  

Strength Seen as improving our processes 
on ackground checks 

Weakness. Not seen as having listened to 
consumers to evolve the core experience for 
the better leg . smoother pick-ups. easier safety 
confirmation of right car /right driver. etc 

• Innovation 

Strength Given credit for being a category 
leader / industry creator. new programs like 
.0 -driving cars 

Weakness Seen as spreading itself too thin 
without perfection and true nsarket disruption 

g. Eats. Helix. etc ) 

• Omnipresence 

Strength litre. service offered 24/7 globally 

Weakness Lack of 24/7 responsiveness creates 
doubt the company is truly there for them 

• Transparency 

Strength: Trip details are a benefit (license 
plate 'Amber, driver photo. etc) 

Weakness. Lack of information about protocols 
commitment to safety and product features 

0 
0 

• 

• Reliability 

Strength: A ride can be called easily through 
app anytime 

Weakness. The quality of service 
(driver, driving car. rider) is inconsistent 

• Proactivity Design: from p 
Strength- GeS tracking a--  
c.M..t.flina-fetAracking and tn 
indicates thoughtful erg> 

w.„ n.., corK.,„ . b.safety ; leave th 
effectiveness of pre-training proactive 
preparedness for Incidents 

60 Protocol 

Strength: Background check process (when 
explained in detail) provide assurance, 

Weakness. Users don't understand the 
requirements for behavior or consequences 
for misbehaving 

• Community 

Strength: Amazing network of riders and drive, 

Weakness Both riders and drivers want a 

Design: add small citation to bottom: data th the 
company 

aggregated from qualitative research 
Lability 

Strength: Mbar provides quick refunds in 
response to low-level issues 

Weakness. Uber sot perceived as addressing 
issues to prevent recurrence or behavior escalation 
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Consumers think other leading technology brands 
surpass Uber on the dimensions of :7• r: pLdge-1; head drn e'  tszo t y 

Other leading technology brands have 
more effectively activated the 9 
dimensions 

Evolution 

Innovation 

• 

Rolialwuty 

• 

G 

Proac.. .

Omnipresence 

• • 

Go
Community 

it 1,ncy Ac<ountAh Ii: ,,,

Uber Vs. Google 

Evolution 

41110

Innovation 

• 
• 

Omnipresence 

Reuaciuty 

0 Prc, 

a 

Uber Vs. Amazon 

Ci.nrrounity 

Evolution 

• 

Innovation 

•. 
O 

Omnipresence e • 

Yl 

Community 

Design: add small citation to 
aggregated from qualitative r 

-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 understand it: - Rider 
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The 9 Dimensions: 
What Are They and How Do I Use The 
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Safety = Reliability 
Well come through, you can count on us. 

= - - stability, dependability, and 
delivering on promises. It's an assurance 
that you're going to get me there. its going to 
work and you'll never let me down. 

Reliability requires expertise, predictability, 
capability, and consistency. We can build 
trust through familiarity, performance, and 
building a long term relationship. 

Emphasis on reliability means we care about 
the lifetime value of a driver or a rider on our 
platform and we focus on and foster their 
long term relationship with the company. 

What It Is: 
Easy to get an Uber. certain to get you there 
Network never goes down 
Proven track record - billions of successful trips 
Riders easily finding drivers every time 
'Drivers easily connect with Uber when needed 
Drivers paid consistently. and on time 
Providing greater accessibility / mobility for 
those who cannot drive safely 

Guardrails: 

People can be reliable. but dont turn them into 
machines. Be dependable and consistent. but 
not at the expense of being humanistic. Focus 
on getting from A to B. but dont forget about 
the power of connections and an amazing 
experience. 

'Consistency matters. I expect 
that with Uber each time I will 
have a quality vehicle and the 
driver will know what they are 
doing.' - Rider 

'The app has glitches, or can 
just stop. It will think I'm not 
accepting a ride even though I 
am and this impacts my 
acceptance rate' - Driver 

Desi 
updE 
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Safety = Proactivity 
We put in the effort to think through what could go wrong. 

Proactivity is about thinking it through. 
offering assurance, obsessing over safety 
and all the details. taking not just the 
necessary steps. but going above and 
beyond. just in 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. 

What It Is: 

Driver and car info to ensure getting in the 
correct car 

Strong insurance programs in ~5* markets 
(and growing) 

ShareMyETA 

Real-Time ID 

Rider/Driver SOS features 

Anonymizecl phone numbers 

Encrypted personal information 

Intuitive options for in-app feedback 

Insurance for riders and drivers 

Drivers ask riders to wear seatbelts 

Guardrails: 

Anyone can put a sticker on 
their car, but the (driver) 
photo and information 
indicates to me an organized 
system' - Prospective Rider 

'I drive for Uber Assist It 
came with a training video 

YouTube There are no 

Design: please cross check Amy's 
updates here riportanti to have a 

Focus on and prioritize safety even before its 
an issue, but don't seed worry. Address 
concerns and assume that proactive measures 
have been taken by knowing what to say and 
when. 

numan in a video telling you 
how you can do this properly 
and improperly...' - Driver 
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Safety = Protocol 
We have the right rules and regulations in place. 

Protocol is about having a preferred way of 
doing things. It means experienced. trained. 
and knowledgeable specialists are solving 
problems with clear guidelines. Its 
protection. 

Protocol also means someone's in the 
watchtower. It offers a course of action. 
assuring riders and drivers that their wellbeing 
is being considered. Brands that have 
protocol tell customers that they are in a safe 
space and their trust is warranted. 

Protocol is taking the lead. taking a stand for 
safety. exercising the authority our riders and 
drivers have vested in us in the right ways. 
while not overstepping our bounds. 

What It Is: 
Extensive background screenings consisting 
of both criminal and driving records 
Consistent service agent training 

Policies for drug and alcohol use 
Rider and driver blacklisting 
Driver ratings standards 
Rider and driver codes of conduct 
Max times riders can keep drivers waiting 
Vehicle requirements 

Rider community guidelines 
Safety tips 

Guardrails: 

Policies should not overstep jurisdiction -
be careful to preserve the magic of the 
platform. Part of what makes Uber special 
is the flexibility and individuality the 
platform affords both riders and drivers. 

'I'm a non-confrontational 

person, so it is easier for me !, 

say that Uber wont let 
passengers smoke than 

them for my own reasons.' 
- Driver 

'I dont know what the 
protocols are for anything They 
take it day by day. People come 

in and are belligerentand 
drunk ... what is the protocol for 
that? You have to email and Desi 
ask. They have the FAQ sectic.upth 

but it almost never answers the 
questions you have.' - Driver 
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Safety = Community 
Weie aLl in this tocl&t' - -=. 

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 trust among 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. Dont overstep - gathering 
extraneous information and trying to create 
a social network is an overreach. Also. dont 
assume altruism in the ecosystem. Keep 
important protocols in place. 

'Uber as a brand thasl 

brought people from all 
walks of life. They have 
taken people from any place. 

any ethnicity. any color. 
black, white, whatever you 
are. working together for the 
same goal. That's a basis for 

a community: - Driver 

'I just want more 
communication with Uber. 

Show me that you care Desi 
about me. the rider. and v." 

safety.' - Rider updg 
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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 ownershipand offering forward- Looking 
solutions in response to adverse events 

Guardrails: 

Accountability is never leaving the rider or 
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 

'Ober always takes the 

customer's side. even if they 

are wrong. [With drivers) they 
will block you. suspend you. 

without even asking you...we 
get charged for a no-show. but 
customers get refunds and 
credits right away.' - Driv • 

'They always just refund the 
money but I don't think they 

resolve the issue..they shoulc 
give you background 
information on what happen -

and how they are going to 
prevent it next time' - Rider 
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Safety = Transparency 
We're not hiding anything. 

Transparency is openness of practices 
that communicates honesty and 
integrity. Its 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 

What It Is: 
GPS tracking of every ride 
Straightforward display of fares 
ShareMyTrip 
Drivers asking riders for preferred route 
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. 

'The way Uber is set up is 

incredibly transparent Being 
able to see the driver. they 

can see you. you can see 

scores.' 
- Rider 

'The biggest expense 

getting insured. and that was 
the last thing I came to [in the 
flow!. I just really wanted to 

know how much it was going 
to cost They are trying to 
careful in not discouraging 

you to not drive.' — Driver 
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Safety = Omnipresence 
Wei uLVVays here for you.

Omnipresence is ubiquity a trusted and 
safe option that is there whenever needed 
24 hours a day, 7 days a week. 365 days a 
year. The platform is always on. so rides are 
always available - freedom just a click 
away, In a world of "Google safety." where 
the notion of a big friendly giant watching 
out for you means you're not by yourself. 

Omnipresence also means power in 
numbers like when an Uber driver gets a 
flat tire and six others are there within five 
minutes, or the sheer number of trips 
successfully completed every day across 
the globe. 

Omnipresence provides comfort 

What It Is 
Rides available 24/7. 365 days a year 
Soo. locations under the same brand 
Intuitive user interface 
Live help 
Wide global network 
No holes in coverage 
Drivers always available 
Payment options matched to market 

Guardrails: 

To deliver on omnipresence. we must deliver a 
consistent experience - a familiar piece of 
home in every corner of the world. It's being 
trusted. familiar and available everywhere. all 
the time and using tech for benevolent benefit 
not personal gain. Always friendly, never 
creepy. 

'Uber is always there 24 

hours a day. You can always 
get where you need to 
everywhere in the worlc 

- Rider 

We need someone we 
contact if we feel unsafe. 

And the sense that there is a 
live human being who can 
be at your service. We 

should know that there 
someone watching and it 
isnt going into some vast 

vague smoke.' - Rider 
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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 
willcontinue 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 revenue is 
seen as self-serving. 

'They were the first to do 

this. but ever since Lyft. 
they havent bumped up 
their game. Lyft is beating 

Uber right now I think.' 
- Rider 

'Are they innovative to 

make life better? Or are 
they innovative to make 
more money? I feel like for 

Uber. it's about the money.' 
- Driver 
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Safety = Evolution 

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 changes in 
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 on the promise 
of a long term relationship. 

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. 

'They found something 

different to go with the times 
and understand customers._ 
that is why they are getting 

into food and God knows wh
else in the next five years.' 
- Rider 

'They are all over the place. 
They should get really good at 
doing one thing at a time. 

Become really reliable for 
what you intended to be. and 
then move onto the next stet: 

- Driver 
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The 9 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 create a narrative framework that 
guides the experiences we provide, 
and the needs we address, and the way we 
communicate to consistently grow perceptions 
of Trust, Safety, and 
Brand Love. 
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The Trust and Safety Narrative Framework 

1 
OT 

Trust ik Safety 
Narrative Framework 
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00 
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Applying the Era evcrork 
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Taking the fi step across to business 

In our review of the consumer dimensions 
across the tifecycle, the following are the 
greatest near-term opportunities 
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Slide 38 

2 I'm starting to think that if the template is flexible we can start this and flex them in and out. For example, I have
bunch of marketing ones. For other teams we might build out comms, or product ones, etc. If that is possible, the 
would be really amazing. 
Kate Pal ker, 3/22/2017 

3 [DESIGN ELEMENT GO/PLAY BUTTON] 
Kate Parik F: 3M/2017 
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Sharpening communication — getting our global story right. 

Objective: Communicate that we care about safety. 
It is critically important that we communicate to consumers that safety is a priority. In some cases. that message can be 
overt and include specific reasons to believe. In other cases, the message is 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 
• Eackgrouna checks consisting of a criminal background 

and motor vehicle record review to vet drivers. More 
specificity matters. no prior DUls, no prior felonies, etc 

• GPS tracking of every ride 
• Key information is provided prior to pick-up including 

driver's picture, contact info, car make and model, and 
license plate 

• Vehicle quality standards verified through inspections, 
confirming seatbelts, airbags, and model cars 

• Rating system for both riders and drivers helps ensure 
mutual respect and accountability 

• Rides are available 24/7, 365 days a year across the globe 

Drivers 
• 

• 

• 
• 

• 

• 

Easy access and contact information to reach the 
company in case of an emergency 
Insurance policies that cover you in the event of 
accident 
Get paid directly to your bank account every week 
Help systems available for drivers if something 
happens 
Ability to share your Location while on trip (currently 
in product development) 
Straightforward breakdown of fares and incentives 

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. 
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Slide 39 

4 +susan.monahan@keltonglobal.com what does this one mean: Help systems available for drivers if something 
happens 
Kate P. the 4/14/2017 

1 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 
SusanMonahan Boar0, 4/14/2017 
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Sharpening creative — getting our global visual language right. 

Objective: Ensure visual language communicates safety. 

Safety is about real people in the real world. Where 
possible from budget prospective. communicate safety 
narratives through photography versus icons. Keep a 
humanistic approach. 

• Showing that we're serious about safety means obsessing 
:bout the visual details. Riders should always have seat 
belts on any local regional or mega-regional advertising. 
Children should never be without a carseat in a vehicle. 

• UX should strive to reduce uncertainty, no matter how 
small Certainty contributes to feelings of safety. For 
example. many first timers don't recognize that we 
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. 

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

NO (X MARK) 

to,,' 

EXAMPLE OF 
MISMATCH 
PHOTO TO 
NOTION 

YES (CHECK) 

1K:

ITO edrinFlu• 

EXAMPLE OF 
MATCHED 
PHOTO TO 
NOTION 

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 

Who: Safety Marketing + Global Web Teams Need. Education on what to expect when riding or driving 

Safe r des. safer C,tieS 

additional image bank needs to be added: use cropped in 
dimension mood imagery that corresponds 
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Infusing a human touch in our Greenlight Hubs 
Objective: Show drivers that we care about safety via increased 
,urnan connections in our Greentight 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 were 
underperforming by not prioritizing and recognizing their 
needs. 

What: 
Develop GHL safety education programs to better train agents 
on addressing top safety concerns specific to each city. E.g..: 

• How insurance works 
• What to do in an accident 
• Assurance that 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. 

Prioritize information pertaining to safety in a humanistic 
experience that is designed to establish trust. The goal is to 
communicate: "We're here. we prioritize your safety; there's a 
physical place you can come for answers" 

,Design note: This photo is super stock 
,snot diverse but ideally we show warn 

x ertise. help. etc. 

Who: GHL and Safety Program Teams 

Dimensions: Community. Proactivity 
Point in Journey: Activation -> Conversion 
Needs: Education on what to expect when riding 
or driving; 
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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: 

• Show and tell how the system works to keep riders safe 
on every ride, every day. 

• Show riders and drivers that our community guidelines 
create rules and protocol for our system. 

• Inject levity, fun. disarming style to underscore brand 
benefits while providing certainty. 

• Focus on the key moments of vulnerability, including 
insurance. and infographics of background checks. 

Who: Safety Marketing + Regional Marketing 
Dimensions: 
Transparency, Community, Protocol 
Journey Phase: Consideration —> Conversion 
Needs Met: Education on what to expect when riding or driving 

.. 
nrgin Amenca knows all the places you wanna 
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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, 
'f. 'Off . ''der more trust with drivers. 

Why: Dur app can be a powerful tool for providing the right information at the right time --
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: 

• 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, I get nervous. I don't like it when companies don't treat their 
employees well. I don't want to buy their products or give them my money. And I hear 
Lyft treats their employees better." — Rider, Los Angeles 
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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 
• Launch the company's first annual leadership Award to 

celebrate the people and teams that are working to 
improve the Uber experience. 

Who: Safety Marketing & Executive Leadership 

Dimensions: Community. Proactivity 
Point in Journey: Activation -> Conversion 
Needs: Knowing the company prioritizes 
safety. 
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Double down on global SOS solutions so no rider or driver ever 
feels alone in an Uber [DRAFT FOR KATE] 

Objective: Give riders and drivers consistent and locally 
appropriate emergency response from Uber 

Why: One of riders' and drivers' biggest concerns is feeling 
alone and powerless if something goes wrong on trip. Driver 
SOS is also one of region's biggest asks. 

Context: 

WHAT DOES SAFETY EMERGENCY 007 

• WT. 0.10. 

.0. • OM. • 1.11(..t• 

OldIV00.4 •1411411,...10.0•• OM,

....htUrea %W. fr. NO 

••00•14•••• Met I rat 

....An. ulnae gm Lir lter/3.1 

• Provide discrete method for riders and drivers to alert 
Uber and receive help in emergency situations 

A alb• OW (.10, 

E:=Si 

• Protocol once button is used must be tailored to market ISM= 

• Markets with reliable services would alert Uber and 
police/emergency services with location and car info O 

• 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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Slide 46 

2 +kateparker@uber.com This image is actually a reference to the old Mayday flow but I 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;fidocs.google.com/presentation/d/1 UyW3QPYcF1TQytS2huoJowql0z9leRUNDM9-IRKnwW0/edit#slide=id.5.
Johnathon PuKeli, 3124/2017 

1 +honis@kber.co.m for your feedback 
kAhnathon PuFceR, 3/24/2017 

Confidential: Subject to Protective Order in Case No. 3:19-cv-03310-JSC Uber_DOE_0014094 
HIGHLY CONFIDENTIAL - ATTORNEYS' EYES-ONLY UBER-MDL3084-000067516 

   P-00487.00053
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肆a＄e娘on researc壳，螯here a郁e 

a娘娘隶lona action items for 
bringing the dimensions重念毛婉 

The dimensions come to Life in different ways for 

different business units. The Trust and Safety 

framework provides guiding principles that can both 

inspire an媒align internal teams on plans to impact 

Per ptions of safety for end users. 
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ACTIVATION MAP 

httpslidocs.google.comispreadsheetsid 
IDRX03wwYKna8xRdke3t16RuIV6X6 
AtimAk4pNninUDgledit?userstoinvite=a 
memmans©gmaitcom&ts=58ccl fil &a 
ctionButton=l4gid=0_ 

O O O O 

Trust & safety 
actionability map 

0 O 0

=-7 

7=72 

=7.= 7:=•-- --*
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Silde 49 

2 +johnathon@uber.com - i think you have the latest version that you're editing here? let me know if that's all set, 

or living elsewhere. 
Mohahaez Board, .3/22/20.17 

5 +susan.monaha.n.@keltonglobal.com. Could you please add a link in here to whatever is lastest source? Need this 

for internal,. 
Kate Parik F: 3/22/2017 

3 Yup. I'm working on final content here taking your feedback Kate: 

https://docs.google.com/spreadsheets/c1/1DRX03wwYKna8xRdke3tI6RuIV6X6AtimAk4pNninUDg/edit?userstoinvi 

VII have it this evening. 
JOhnathon Purcell:3/22/2017 
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Opportuniti es are everywhere, 

You now have the tools to monitor perceptions of trust and 

safety among customers. We know what's working, and where to 

focus to improve the experience and impact these perceptions. 

And you can develop more ideas on how to activate those. 

You can take action and move this forward. 

[insert microsite URLI is your destination for these assets: 

Templates to use 

Trust and Safety Percaptms Dashboard 

Definitions of Safety and the Dimensions 

Research analyses 

Actionsiplaybooks by other:s 

This Brand Narrative 

FAQ 
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Brainstorm solutions to improve 
feelings of safety in areas where you 
have expertise and can optimize. 

STEP s: Hone in on the moments of vulnerability you can address with 

levers to impactcustomers' experiences in your purview, 

STEP 2: Internalize the customer need at that stage as the key to solve for. 

STEP 3: Review the dimensions of safety and guardrailsto workwithin. 

STEP 4: Consider the ways various teams or business units can soivefor 

these needs and bring these ideas to Ufe. 

STEPS: Remember that mov€ng the needle on perception and consumer 

behavior requires patience and repeated consistency applied again and 
again, 
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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 

lifting those insights to the 

theoretical level. we are able to 

interpret them and extract practical 

implications. From that we create 

strategic frameworks that can live 

on and stretch across the business. 

or serve as a springboard for 

tactical executions. 

Co 

Th 

Pra 

Str 

Tact 
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Slide 52 

7 +susan.monahan@keltonglobal.com 
•Katv Pm:ter, -$/;?.1 /2017 

6 Let's. make this design be a round-robin of strategy. 
Kate Park t, 3/22/2017 

2 design should indicate that this is truly circular 
Amy Snow, 3/22/2017 
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And we're not finished yet 
There are several initiatives currently underway to bring this 
home* US Social Listening Launch: 3131 

Tracking T&S sentiment through social media channels will give us a daily pulse on 
consumer perception 

Intl social listening launch - 417 
ANZ. Brazil, UK, India, Indonesia 

• Brand Narrative Microsite Go Live: - 417 
This will include templates and playbooksfortearns, physical planning assets, 
dashboards, and research analysis 

Prospect Rider and Driver I.S. Quantitative Analysis Complete -4/14 
Estimation of business opportunity (4/5) and I inpactof safety on business metrics (417) 
Estimation of Safety's contribution to Trust (4/14) 

• Current & Churned Rider and Driver U.S, Quantitative Analysis Complete- 4/21 
o Estimating business opportunity (4117) 

Launch International Quantitative Markets: (5117) 
Online survey among riders and drivers 
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We're standing at the fork. 
Where we go next is up to you. 
We can limit ourselves to objective safety. 
Or we can also embrace the power of perceived safety. 

Design: please cross check Amy's text 
updates here 

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 riders and 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. 

Join us. 

https://docs.google.com/document/d/1v7hEulpj6v4u1SipZA6vjyolk FcK5iiuHR5ZOQi 
COk/edit 
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APPEND 
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[Everyone has a role to play] 

A-team 
Leadership 

Trust & Safety 

Regional/ 
Functional 
Teams 

Local Teams 

- Greenlight safety brand narrative as part of brand equity pillars, and provide executive 
support to show that Uber is a company that prioritizes safety (participating in a safety 
leadership award, unlocking 2417 customer service support). 

- Launch global strategies, templates and dashboards for moving the needle on safety 
perception (consumer safety campaigns, perception analytics) 

Partner on integration of key first-step initiative executions to leverage domain area 
expertise (website upgrades, product features, data analysis) 

- Lead on the ground efforts for effectiveness and help launch and iterate improvements 
(quality assurance programs, greenlight hub execution) 
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Slide 56 

8 Added this slide for the appendix. 
Kate Paf iser, .3/18/2017 
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Supplemental Reading on Brand Love 

https.//www ama.org/publications/MarketingNews/ 
Pages/the-neuroscience-of-brand-trust aspx 

'_INK HERE 

LINK HERE 

LINK HERE 

Possibly four 
thumbnails with 
headlines under? 

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 

THE BENEFIT OF BRAND LOVE IS LOYALTY, POSITIVE 
WORD-OF-MOUTH, AND RESISTANCE 

BRAND LOVE HAVE EIGHT KEY PHASES 
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GRAVEYARD 
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We Will hold ourselves accountable to a new standard. 

Impact will b enesured against an expanded 
list of KPls, including: 

Key Perceptions ',based on those with highest c• elation 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) 

Word Of Mouth (WOM) 

Safety Experiences/Incidents 

Dashboard Visual to come 
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Safety is the gateway to our 
industry. Ia fundamental 
expectation t ransportation. 

"Safety" is a top functional benefit for consumers 
75% of current and potential riders agree that Safety is 
behind only Reliability. 

Trust & Safety is a barrier to rider growth: 

58% of prospects 'dont know if Uber 
adequately background checks drivers' 

57% are 'uncertain I will be safe' 

Alt version: Less than half (48%) say 
'it is something I would feelsafe 
using' 

EialtbtL,tig sisiiFieugvegr f _ 

n transportation: 
ading benefit.

And a barrier to driver supply engagement: 

27% list safety as the top barrier to driving Uber 

Half Df existing drivers limit supply hours due to 

47% agree 'I choose which neighborhoods to stay away 
from the dangerous ones.' 

52% say 'You don't know what will happen at night' 

Rice- - - -'tom, Barrier & Omer Barrier GDS Ga 2025 Reasons for Not Rd4rg with Uber  
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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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We are under-delivering on customer 

expectati7 for safety. 

Consumers expect us to e drunk drivers off the road. 
To provide reliable access for elderly and the 

disabled. To work hard to make the orld a better place. 

To provide a safe experience with empa 

But historically. we've approached safety by striving 

reduce incidents. We've focus solely on solutions that 

make already rare incidents even more rare. 

That's not enough to be customer obsessed. 
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Customer obsession means 

prioritizing safety needs and feelings. 

In addition to making rare-incidents even more rare, 

we must make every driver and every rider feel. safer 

on every trip. 

Safety is a feeling. An instinct A brand experience. 

Safety drives trust in our brand. It is key to our 
reputation and our brand promise. It's a response to 
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 
off the platform because of anxiety, we all lose. 

Perception is reality. 
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Trust and safety have the potential, 
to create competitive advantage 

Explicit efforts to protect riders 

an娘drivers demonstrate a level 

of care and conne＜建｛on 耋热盘 

ultimately builds trust. invites 

trial and sustains loyally. 

Riders and drivers who trust us 

w 滩滩滤辍w 巍衩us. 

Leading brands master brand love by building certai燃y< 

*＾眨篝i 矗翻1晒安一氆霆』鞒f

鞣 建勘娜千三刃“v 

'c】摊辍？聂攮嘧渤stood behind me in the leces 
011b誉thete far sne &talc; g at:4 ,CB1晾bad 

躐ave at a 

埭’r婷链r 

"Apnie e pensi炮 but w 耐e滤夸rpe*｛蹿尹They ore oiways corm out wIth tew ＜『 
better thiew that wat aft＞ t漓＃暮cciet They ore deC虱19.滓jth t｝糍鳅藩糟 

hsra慧 they me 瑷锑郁  p 聋v t才tat龉s that we are 笫o as we 
t骂on蝶 
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Slide 64 

4 to appendix 
Johnathen V18/2017 

1 let's cut this. from this deck 
Katheri e Parker: 3/18/201 7 
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Trust and Safety give us permission to innovate. 

As we challenge ourseives to set 

future with setf-蠹辫遽cars. data sharing and more. we a骄our 

into unknown territory. community to join us as we ye 

办 to continually Lead into the 

辫蠊鸾rs arid drivers wh锋trust us wilt stretch with us. 

‘嫌＞教谵落diwo捧｛iiiaiOng 罅｛细gs yc I Might WO g. They on辙挺鞠7触y tell u厮 

鞲瑷滴1t摔磁雾舞撰奘牵礅喀馘嘴鞋锑嘿tt＜然隶：骷j怒溶鄞耀籀i!1囔螗＞艨拌？＠矣蟀客红s懋嗲玲散算墨 

c蠼c five and 姆曛疑 1.41:謦箅君｝煅娩惊六罗鬻；鞍训嫦熟哂鬣「 

is a 料纳？铃犁¤热跗爵e馁）打 r y They afw going abo；绘 a糜b堤姘＞Ⅸ烹盘谅摭霏 ag 诞 

To do旷，雌蓍ote !to辫 to deserv0辚 the pubtre:' 
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Slide 65 

5 to appendix 
Johnathen V18/2017 

2 let's cut this. from the deck 
Katheri e Parker: 3/18/201 7 
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Sharpening communication - get our story straight. 
What riders and drivers most need to know, in descending order. 

Riders 

We conduct extensive background checks consisting of 
criminal background and motor vehicle record to vet drivers 

GPS tracking of every ride 

Key information is provided prior to pick-up including 
driver's picture. contact info. car make and modeL and 
license plate 

We maintain vehicle quality standards through inspections, 
confirming seatbelts. airbags. and newer model cars 

Rating system for both riders and drivers helps ensure 
mutual respect. Rides are available 24/7.365 days a year 
across the globe 

Rides available 24/7. 365 days a year across the globe 

Drivers 

Easy access and contact information for the company 

SIN liability policy covers you in the event of accident 

Get paid directly to your bank account every week 

Helps drivers out if something happens. 

Ability to share your location while on trip 

Straightforward breakdown of fares and incentives 

Communications should be explicit in that we 

care about safety and focus on it, but implicit in 

the details we share about what we do and 

how. 
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Trust and Safety have g consumer dimensions. 
Together. the g dimensions our consumers cite 

can be used in your market and business 

functions to move the needle. 

Evolution 

We stay relevant 

Innovation 

We're one step ahead. 

Omnipresence 

We're always here for you. 

Reliability 

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

Transparency Accountability 

We're not hiding anything. 

Proactivity 

We put in the effort to think through 

what could go wrong. 

Protocol 

We have the right rules and 

regulations in place. 

Community 

We're all in this together. 

If something goes wrong, we'll fix it 

ref latest narrative language here: 

https://docs.google.com/spreadsheets/d/lmWuEa8Hy0 

h4sI8FvKMvxC7m-1DOQUtRgrhoRulQKG6g/edit#gid=0 
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Getting our visual language righ重： 
Communicating confidence, certainty. 

rnpathy 
才 

Check k symbo.s - this person has been vetted 

Community 

Respect 

Egalitarianism 

Equality 
锹赞郁曛c猢1 

Empowerment. 

We've opt your back 

Partnership 

Co镰stency 
Expertise 

Stab{tity 

Delivering on promises 

Just in case 

Obsess ng o 

Insurance 

Assurance 

Managing the unexpected 

Shared values 

linderstan感ing 

Authenticity 

Follow-through 

bmeeding expe 
绣te‘暧y 
Honesty 

Ctear and straightfo 

24/7, 365 
Adapting 

Elegant solut 

铷 

s 

辫ood 耔oard 

to support th 
托纛耄鞯耋O 50 

磁璐糠咚ery 

key words. 
mbols or 

discuss what other grap 

language to mc恕蟋峦学 

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

Strength, Product improvements such as Language 

options, anonymized driver/rider contact numbers 

(though some think regulations drove these safety 

enhancements) 

Weakness: Not seen as having listened to consumers to 

evo Lve the co re experience for the better (e.g., smoother 

pick-ups. easier safety confirmation of right car / right 

driver, etc) 

Strength: Given creel it for being a 

category Leader / industry creator. new 

programs Like self-driving cars 

Weakness Seen as spreading itself too 

thin without perfection and true market km,,atim

disruption (e.g., Eats, Meta. etc) 

Strength Uber service is offered 

24/7 gla belly 

Weakness Lack of 24/7 

responsiveness creates doubt the 

company is truly therefor them 

Onodorotionco 

Tiempreacy 

Strength:Trip details are a benefit (license plate 

number, driver photo. etc) 

Weakness: Lack of info rmation abo ut protocols. 

commitment to safety and product features 

Reliability 

Strength A ride can be called easiLy throug happ anytime 

Weakness: QuaLity of service(driver, driving, car, rider) is 

irconsistent 

Peolactlylly 

Strength:GPS tracking and trip details create a feeling of 

safety. eLegant UX indicates trio ug htfu L ex perience 

Weakness Concern about prevalence and effectiveness of 

pre-training, proactive preparedness fo r incidents 

Strength: Background check process (when expLained in 

Protocol detail) provide assurances 

Weakness Users don't understand the requirements for 

behavio O r O0 nsequences for misbehaving 

Coimantritty Strength: Amazing network of riders and drivers 

Weakness: Both riders and drivers want a better 

relationship with the company 

Strength Uber provides quick refunds in response to 

low-Level issues 

Weakness Uber isn't perceived as addressing issues 

to prevent recurrence o r behavior escaLation. 

Nob 
lang 
pros 

Please I 
proactivi 
than agc 
content 

Map indicates placement of Uber 
according to rider and driver 
participants in qualitative 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 don't 
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 
better' - Rider 

• Dgle has pretty much 
anything you want to know. It 
does everything. It is like the 
air you breathe. It is always 
there". -Driver 

Re habElny 
amazon 

Remove tesla 
Show three separately 
Bump Uber down on 
innovation 
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Initiative: Safety Website 

Objective: Give consumers answers faster with better language 

Partner Team: [Wed Teamj 

Resources: Content. Strategists, Wnters. Solicit Testimonials 

Timeline: 8 Months 

CONTEXT Mee-% 7 • • " 4: Tee • • vs a - :erns dr: 

rert that Uter At: - • - - -"rim compered t, <Sensors 

corm:sifts IA :Pt _t Inlomec, they turn lo 

Ooopt Or eiSk others ere are arten misinformed. melting is Moose eNect ce varying 0meer and Mel 

erverleoftS eft senor emcee:aeons 

Kate sending the initiatives; 
placeholder 

adiptscmg eh% Vivarnus rutrum rhoncus 
°mare. Nam in sapren tongue, prehum 
neque nec. curves est. Nula at ante sit 
amet nibh maths congue 

oateraporta: 

riorisserenty Ii.  ' Proo:es.ri ProtoCte 

CL,137OMER NEEC 

Education on rum to expect wren 
rang and drying r-A...E%Ess,..,..cO„,„RA..O,

CCNOMONS. I • 
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